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Sheep Subsidy 
Campaign Goes 
to Botsford 


DENVER, Oct. 25—American 
Sheep Producers Council Inc., 
newest addition to the industrial 
promotion groups fraternity, has 
named an agency—Botsford, Con- 
stantine & Gardner, San Francisco. 

Actually, the sheep producers 
have not literally named the agen- 
cy for their unique government- 


sponsored promotion drive: Their | & 


advertising committee has, and 
will submit its decision to the next 
board of directors meeting in early 
December. Approval, however, is 
virtually certain. 

Size of the campaign also de- 
pends on a couple of factors. One 
is the Wool Act of 1954, which al- 
lows the use of a portion of gov- 
ernment-incentive payments for 
promotional purposes (AA, Dec. 
20, °54). Another factor is how 
much can be borrowed against the 
money expected to be avail- 
able from that source. 


® Expectations are that the cam- 
paign will have two or three mil- 
lion dollars at its disposal, starting 
in July. Meanwhile, an interim 
campaign will be worked out. 

Six representatives of the Bots- 
ford agency—led by David M. 
Botsford, president—were in Den- 
ver for the initial planning. John 
Leahy is to be account executive, 
and also will be in charge of mar- 
keting activities. Preliminary plans 
will be submitted to the board of 

(Continued on Page 89) 
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LIONEL LOOK—This ad, set for De- 
cember issues of Collier’s, Coronet, 
Farm Journal, Look, Parents’ 
Magazine and The Saturday Eve- 
ning Post, is part of the Lionel 
Corp.’s biggest campaign. The 
company is using additional mag- 
azines, including railroad publica- 
tions, 66 comics sections and a 
Saturday morning television show. 
Grey Advertising, New York, is the 
agency. 


General Outdoor Will 


Dispose of Holdings 


_|in Four Large Cities 


Cuicaco, Oct. 26—General Out- 


of its holdings in four cities as a 
result of last week’s consent decree 


m® j\in its five-year-old anti-trust has- 


sle with the government. 

Just prior to the handing down 
of the decree GOA already had 
taken steps to dispose of outdoor 
plants in two of the cities—Pitts- 
burgh and Birmingham, Ala. 

(ADVERTISING AGE last week got 
its wires crossed, and mistakenly 
reported that the consent decree 
required GOA to dispose of 50% 
of its holdings in plants in cities 
of 50,000 or more where there is 
no effective competition. This is 
what the government had called 
for in its original complaint five 
years ago. The original complaint 
charged that GOA had achieved a 
monopoly of the outdoor poster 
advertising business in 1,500 cities, 
towns and markets east of the 
Rocky Mountains having a total 
population of approximately 30,- 
000,000 persons.) 

(Continued on Page 92) 


Two More Mills Hike Newsprint Price; 
Justice Department Examines Contracts 


New York, Oct. 27—Two other 
big mills—Abitibi Power & Paper 
Co. and Canadian International 
Paper Co.—this week followed St. 
Lawrence Corp. in raising news- 
print prices. Abitibi advanced its 
price $5 a ton, but International 
lifted its price only $4, to $130 per 
ton. Other mills are expected to 
follow soon; Bowater Paper Co. 


FCC May Be Forced to Impose New TV 
-"Freeze to Solve UHF-VHF Crisis 


WASHINGTON, Oct. 26—The Fed- 
eral Communications Commission 
is desperately—and probably un- 
successfully—thrashing around for 
a means of solving the u.h.f. crisis 
short of another tv freeze and a 
channel re-allocation hearing. 

With everyone agreed that no 
more than a handful of the exist- 
ing u.h.f. stations will survive un- 
less they are insulated from the 
competition of v.h.f. stations, the 
commission has had a series of 


Auto Dealers, NBBB 
Prepare Nationwide 
War Against Bait Ads 


WASHINGTON, Oct. 25—The Na- 
tional Automobile Dealers Assn. 
and the National Better Business 
Bureau have put the finishing 
touches on standards to curb mis- 
leading advertising of automobiles, 
according to Fred J. Bell, exec. v.p. 
of NADA. 

In a speech today before the 
annual Washington seminar on 
marketing sponsored by the Wash- 
ington chapter of the American 
Marketing Assn., Mr. Bell said 
that the advertising agreement 
was ironed out at a meeting in 

(Continued on Page 8) 
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meetings with networks and tele- 
casters in an effort to find a for- 
mula for strengthening the u.h.f. 
operators. 

The Republican-dominated com- 
mission looks at the prospect of a 
freeze with horror. Actually, how- 
ever, the implications are far less 
significant than they were in 1950, 
when FCC stopped the infant tv 
industry in its tracks and kept it 
frozen for more than two years. 
This was an effort to make sure 
that the industry was growing up 
on a technically sound basis which 
would accommodate color tv and 
open the way for “competitive 
service” to all parts of the country. 


® Unlike 1950, when there were 
only 108 stations serving about 5,- 
000,000 sets in 65 markets, there 
are now 600 stations authorized or 
on the air, reaching two out of 
three of the nation’s households, 
including 80% of the households 
in the standard metropolitan areas. 

Except for some two dozen com- 
petitive hearing cases, generally 
involving additional service for 
markets which already have tv, the 
present backlog involves only a 
handful of unprocessed applica- 
tions which might be caught in a 
new freeze. 

(Continued on Page 92) 


has announced it will boost its 
price “at a time of our own choos- 
ing.” 

Cranston Williams, general man- 
ager of the American Newspaper 
Publishers Assn., said today that 
higher newsprint prices will cost 
American daily newspapers $32,- 
000,000 a year. 

“This staggering sum,” he said, 
“is more than any newspaper any- 
where can absorb. 


® “To stay operating,” Mr. Wil- 
liams said, “newspapers will have 
to find new and additional sources 
of income. They have only two 
sources: Advertising rates and the 
price of newspapers to readers. 
These will have to go up if the 
papers are not to go out of busi- 
ness.” 

Confirmation of this was given 

(Continued on Page 89) 
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AND NOW ON BIKES—Huffman Mfg. 

Co., Dayton, uses this page in the 

November issue of Boys’ Life to 

promote its new Radiobike. Yeck 
& Yeck, Dayton, is the agency. 


‘We've All Done 
A Bad Job with 
Radio : Kintner 


New York, Oct. 26—Networks, 
stations, agencies and advertisers 
must share the blame for what has 
happened to radio since television 
became “the easy way out,” Robert 
E. Kintner, president of American 
Broadcasting Co., asserted here to- 
day. 

In a speech before the annual 
luncheon staged by Pulse Inc., Mr. 
Kintner charged the networks with 
having been lulled into a false 
sense of values by what appeared 
to be the obvious answer to tv— 
music and news. He said overem- 
phasis on this type of programming 
has helped to take the excitement 
out of radio. 

Some stations were chided for 
attacking the networks for cutting 
prices while they do the same thing 
on the local level. Some agencies 
and advertisers were taken to task 


(Continued on Page 89) 


Last Minute News Flashes 


Western Union Account Switches to B&B 

New York, Oct. 28—Western Union Telegraph Co. has appointed 
Benton & Bowles to handle its advertising. B&B takes over radio-tv 
Nov. 1 and all other media Jan. 1. Albert Frank-Guenther Law has 


been Western Union’s agency for the past five years. The account 


bills in the neighborhood of $1,000,000. 
Gordon Best Gets Krank’s Shave Kreem 


Cuicaco, Oct. 28—Consolidated Royal Chemical Corp. has named 


Gordon Best Co. to handle the advertising for Krank’s Shave Kreem, 
effective immediately. Ruthrauff & Ryan formerly handled the ac- 


count. 


Duff Moves to Kastor, Farrell 
Newark, N. J., Oct. 28—Duff Baking Mix Corp. has appointed 


Kastor, Farrell, Chesley & Clifford, New York, to handle advertising 


‘Justice Dept. Bars 
Further Delay in 
Anti-Trust Case 


WASHINGTON, Oct. 28—The first 
court test of the government’s anti- 
trust case against the American 
Assn. of Advertising Agencies and 
five publisher associations may 
take place Tuesday in federal dis- 
trict court in New York when the 
deadline arrives for the defendant 
groups to answer the government’s 
restraint of trade complaint. 

Lines were drawn this afternoon 
when the Department of Justice 
firmly refused to join the Four A’s 
and the Agricultural Publishers 
Assn. in requesting further post- 
ponement. 

On the heels of three previous 
postponements there had been re- 
ports that the government would 
oppose further delay unless it was 
assured that the associations are 
interested in a negotiated settle- 
ment. 

With the government demanding 
action, a full-scale flare-up may 
take place in the court Tuesday, 
with the assoeiations appealing to 
the court for additional time. 


® In the event the answers are 
filed, the possibility of negotiated 
settlement would still exist; many 
anti-trust lawyers refuse to nego- 
tiate until official answers to a 
complaint are on the record. 

An indication of the position of 
the American Newspaper Publish- 
ers Assn. was given recently when 
Richard W. Slocum, president, said 
new efforts would be made to set- 
tle the dispute. 


‘56 Olds Drive 
Zooms Out Ahead 
of Nov. 3 Debut 


Detroit, Oct. 27—Hot on the 
heels of its most successful sales 
year, Oldsmobile will rocket into 
1956 with the biggest advertising 
and promotion campaign in its 
history. 

According to L. F. Carlson, 
general merchandising manager, 
“Oldsmobile’s record shattering 
Sales in 1955 were backed up by 
our greatest advertising activity to 
date. But next year we’re out to 
increase our share of the market.” 

The Olds drive to maintain its 
momentum in the industry is al- 
ready under way. Small-space 
teaser ads have been appearing in 
thousands of newspapers for the 
past two weeks. A full-color page 
on the new Jetaway Hydra-Matic 
drive is running in the Oct. 29 
Saturday Evening Post, and bkw 
versions of the ad were scheduled 


for its ginger bread, low calorie cake, frosting mixes and other food/for newspapers and Automotive 


products. Doherty, Clifford, Steers & Shenfield has been the Duff 


agency. 


Liquidometer Goes to Gaynor, Coleman 
Lone Istanp City, N. Y., Oct. 28—Liquidometer Corp. has named 


Gaynor, Coleman, Prentiss & Varley to handle its advertising and 
public relations, effective next Jan. 1. The account is now with the 


Lucerna Co. 


(Additional News Flashes on Page 93) 


News. 


w Olds will spotlight its Nov. 3 
public announcement with a spe- 
cial half hour tv show Nov. 2 on 
100 NBC-TV stations, with Patti 
Page and guest star Perry Como. 


(Continued on Page 4) 


Three nights later—Nov. 5— 
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Campbell Reports 
Earnings Up 23%; 
Ad Budget Grows 


CampeEN, N.J., Oct. 26—Campbell | # 


Soup Co. will increase its advertis- 
ing in the year ahead, according to 
the company’s first annual report 
to stockholders. Privately owned 


prior to November, 1954, Campbell '* 


now has 19,595 stockholders. 

In 1955-56, Campbell will share 
sponsorship of three major net- 
work tv programs, “Star Stage” 
(NBC), “Lassie” (CBS), and 
“Mickey Mouse Club” (ABC), the 
report stated. 

In addition, there will be local 
radio advertising where tv cover- 
age is weak or non-existent. Mag- 
azines and point of sale will con- 
tinue to be used. 


® Currently engaged in a major 
expansion and development pro- 
gram, Campbell also has intensi- 
fied its marketing program all 
along the line. 

The company will direct a major 
portion of its advertising and 
marketing this year to increasing 
the frequency of soup servings by 
the average family from one or 
two servings per week to two or 
three, William B. Murphy, presi- 
dent, advised stockholders. 

Sales and earnings of the com- 
pany for fiscal 1955 exceeded any 
preceding years by substantial 
margins, the report indicated. 
Earnings for the fiscal year ended 
July 31, 1955, were $29,133,179 
compared to $23,563,257 for ’54, an 
increase of 23.6%. 

Agencies for Campbell are Bat- 
ten, Barton, Durstine & Osborn, 
soups; Leo Burnett Co., frozen 
products, tomato juice and ketchup; 
Ogilvy, Benson & Mather, Franco- 
American spaghetti, macaroni, beef 
gravy, spaghetti sauce and meat; 
Needham, Louis & Brorby, pork 
and beans and V-8 vegetable juices 
and FR-8 fruit juice, and Grey 
Advertising Agency, Campbell 
Kids promotion. 


Buffalo Bee's moving into town with 


NABISCO WHEAT HONEYS 


the delicious new honey flavored cereal 


Three New Cereals 
Are Introduced in 
TV. Newspaper Ads 


Cuicaco, Oct. 26—Three new 
breakfast cereals are on their way 
to national distribution this week. 

Trix (General Mills) is slated 
for national distribution and ad- 
vertising in January. Nabisco 
Wheat Honeys (National Biscuit 


* Co.), now being introduced in New 
©, York, midwestern and southeastern 


states, will be national “‘as soon as 


possible.” And Special K (Kellogg ~* 


Co.), now in seven states, is to be 

marketed nationally early next 

spring. 
All 


three cereals are being 


y plugged in newspapers, and tv, and 


BUFFALO BEE—A gun-toting bee is 
introducing Nabisco Wheat Honeys 
for National Biscuit Co. in news- 
papers in New York, west central 


and southeast .states. The cereal 
will be distributed nationally “as 
soon as possible.” 


‘Light, Bright’ 
Lawn Furniture Is 
New Alcoa Promotion 


PITTsBURGH, Oct. 27—Aluminum 
Co. of America, reshaping its ad- 
vertising program to push scores of 
aluminum products as well as its 
new Alcoa label, has bared its third 
promotional feature, aluminum 
lawn furniture, aimed at the spring 
buying market. 

Furniture of aluminum—to be 
sold with the theme, “light, bright 
and beautiful”—is the newest made 
known by Alcoa. One of the three 
promotions is a foil packaging 
project. Last month the second, an 
aluminum Christmas gift promo- 
tion, was announced, slated to 
break in the Dec. 3 Saturday Eve- 
ning Post. 

Five others are in the mill, one 


of which is a drive for aluminum 
(Continued on Page 87) 


Now... Northwest flies you non-stop to New York y i 
in world’s largest airliner...the Stratocruiser “ 


LARGEST TRAVEL AD—This color spread running in the Chicago Tribune 

Oct. 23 was the starting shot in the intensive campaign Northwest 

Airlines will use to announce the Oct. 30 opening of its new non- 
stop Chicago-New York service. 


NWA\’s Color Ads 
Herald Long-Awaited 
N.Y.-Chicago Flights 


MINNEAPOLIS, Oct. 25—Northwest 
Airlines won its 10-year fight to 
fly between Chicago and New 
York, and, on Sunday, it opened a 
three-week campaign with an ad 
in the Chicago Tribune, said to be 
the first of its kind—an r.o.p. color 
spread with the color bleeding 
across the gutter. 

This ad will be repeated again 


next Sunday in the Tribune and in 


New York, Portland, and Seattle) 


papers. Also on the newspaper 
schedule are four b&w spreads, 
three b&w pages, two 1,500-line 


jand four 1,000-line b&w ads. 


About 100,000 reprints of the 
color spread are being sent out. 
In New York, about 245 tv and 150 
radio spots are being used. In Chi- 
cago, 68 tv and 180 radio spots are 
scheduled, and similar radio and tv 
programs are set for Portland and 
Seattle. 

Campbell-Mithun, Minneapolis, 
is the agency. 


Wheat Honeys will use radio when 
tv is not available. 


e Starting in January, when the 
South has been covered, Trix will 
get sections in some of the seven 
segments of the “Mickey Mouse 
Club” and “Tales of the Texas 
Rangers.” Pages in Life also will be 
used. 


e Honey Wheats is the new name 
National Biscuit Co. has given an 
old cereal, Ranger Joe, which for- 
merly had distribution only in the 
East outside New York. 

A tv campaign for Wheat Honeys 
centers around “Rin Tin Tin,” with 
additional participations in such 
shows as “Club House Gang” and 
“Loony Tunes.” A campaign of 1,- 
000-line ads is scheduled for major 
newspapers. 


e Special K was test marketed 
earlier this year in 30 cities in 
Florida and Wisconsin. One and 
two-color pages in newspapers and 
tv spots are being used in 75 cities 
in the five new states. 

General Mills has been using 
daily comics pages as the basic 
print medium, with third, half and 
full pages, plus tv and outdoor, in 
its market by market introduction 
of Trix. 

The agencies for the campaigns 
are Tatham-Laird Inc., Chicago 
(General Mills); Kenyon & Eck- 
hardt, New York (National Bis- 
cuit Co.), and Leo Burnett Co., 
Chicago (Kellogg Co.). 


Ads Tell Plymouth 
Campaign to Sell 


Factory-Built Taxis 


Detroit, Oct. 27—The Plymouth 
division of Chrysler Corp. is push- 
ing its first factory built taxicab 
with advertising in dealer and taxi 
journals. 

Heretofore, Plymouth, like Ford 
and Chevrolet, has provided a 
“package” that could be installed 
by dealers to convert stock cars 
into taxicabs. 

But this year Plymouth is build- 
ing taxis at the factory, with 
sturdier transmissions, springs, 
chassis, generators and other parts. 

The ad program is aimed chief- 
ly at dealers, especially in New 
York and Chicago areas, 
revised codes now open the door 
to the smaller cars. 

First ads in the program ap- 
peared in Automotive News and 
the American Taxicab Journal. 
The program will continue through 
the year. 


BBDO Adds Revlon Product, 
Corning Glass Institutional 

Batten, Barton, Durstine & Os- 
born, New York, has been named 
by Revlon Products Corp. to han- 
dle advertising for Touch & Glo, 
liquid makeup. The agency already 
has Revlon’s Satin-Set. Previous 
agency on Touch & Glo was Nor- 
man, Craig & Kummel. 

BBDO has also been named to 
handle institutional advertising for 
Corning Glass Works, Corning, 


N.Y. Corning has not used in-| vision. K. L. Skillin continues as 


stitutional advertising before. 


where | 
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TRIX OR TREAT—Perfect fodder for 
the Hallowe’en kids is the new 
General Mills cereal, Trix, which 
is on its way to complete national 
distribution. This ad is used in 
comics pages of newspapers. 


Boone Heads New 
McGraw-Hill Unit 


on Communications 


New York, Oct. 27—Convinced 
that we will be living in an ex- 
panding economy for some time, 
McGraw-Hill Publishing Co. is ex- 
panding its communications de- 
partment. 

Paul Montgomery, exec. v.p., ex- 
plained to AA that while no basic 
changes are contemplated in the 
company’s public relations policy, 
or in its methods of handling pub- 
licity, it expects to broaden both 
the scope and the activities of its 
communications wing. 

To facilitate this, a new position 
has been created—director of the 
communications and publicity de- 
partment. Julian H. Boone, since 
1952 promotion manager of Power, 
who also has been associated with 
American Broadcasting Co. and 
Columbia Broadcasting System, in 
taking over the new position, ex- 
pects to spend a large part of his 
time in the field. Frances Fisk, 
manager of the department since 
1943, will continue in that position. 


s This move has been made, Mr. 
Montgomery said, in recognition of 
(Continued on Page 90) 


Advertising Age, October 31, 1955 


jWantability’ of 


Goods Underpins 
Economy: Brophy 


Rocuester, N.Y., Oct. 27—Ad- 
vertising makes jobs, boosts mar- 
keting efficiency, increases compa- 
\ny profits and increases company 
| security. 
| These points were made here to- 
i\day by Thomas D’Arcy Brophy, 
‘chairman of Kenyon & Eckhardt, 
in a speech before the Rochester 
adclub. 

Mr. Brophy said mass consump- 
tion makes mass production pos- 
sible, that advertising is largely 
responsible for bringing about 
mass consumption and that mass 
production means more jobs. 

“The critics say advertising 
causes people to spend needlessly,” 
he continued. “By a narrow defini- 
tion this may be true. But our 
whole economy, which has brought 
us so much prosperity, emphasizes 
consumption. And psychological 
obsolescence is a factor of impor- 
tance in that consumption. 

“What advertising does, and does 
well, is to increase what I might 
call the ‘wantability’ of goods. The 
more ‘wantable’ goods become, the 
greater the prospect that money 
will be exchanged for those goods, 
and this in turn spells continued 
employment and more jobs.” 


@ Mr. Brophy said the growth of 
sales in supermarkets has resulted 
from pre-selling customers. 

“They go in to buy,” he said. 
“This has resulted in unprece- 
dented traffic through supermar- 
kets and a much faster turnover of 
goods. The success of the super- 
market has been due primarily to 
the speed-up of store traffic and 
increased marketing efficiency re- 
lated directly to the fast movement 
of goods. This largely is the result 
of the sales effectiveness of adver- 
tising.” 

Advertising, he continued, tends 
to spur profits by increasing sales 
at lowest costs. 

“In Cincinnati last week I heard 
something about Ivory soap,” he 
said. “Seventy-five years ago a 
six-ounce cake of Ivory sold for a 
nickel. The same six-ounce cake of 
Ivory soap, a much better product 
(Continued on Page 86) 


New York, Oct. 27—On top of a 
small-space print campaign con- 
sisting of quotes in verse from a 
typical wool-bearing sheep, Na- 


(British Woollens) now is using 
pages in The New Yorker to get 
consumers to differentiate among 
imported goods. 

Prepared by Victor A. Bennett 


the general sales division of Ar- 
mour & Co., Chicago, has been 
| named head of the company’s new 
| merchandising and advertising di- 


| general advertising manager. 


tional Wool Textile Export Corp. | 


British Woollens’' Campaign Urges Buyers 
of Imports to Ask, ‘Imported from Where?’ 


Co., the ads feature an impeccable 
wool-bearing couple. And the copy 
assures clothing purchasers that 
“mediocrity as well as magnifi- 
cence” can be sold with an “im- 
ported” label. 


® “Inscrutable, unrevealing as a 
mask, the lable ‘Imported’ on a 


woollen or a garment tells you 
per paces For it labels the weaves 
|of many lands as well as the won- 
drous weaves of Britain—the re- 
nowned British Woollens—un- 
equaled in excellence, the finest 
woollens in all the world. 

“ ‘Imported—where from?’ 
That’s quite understandably the 
‘question to ask if you seek the 
very finest.” 

(So far, this year—whether or 
not as a result of the ads—British 
wool goods imported into the U. S. 
are up 70%.) 

The ads (eight of them) have 
been appearing in consecutive is- 
|sues of The New Yorker. In Victor 
|A. Bennett’s own words, “This pro- 


W. S. SHAFER, v.p. and manager of stam had to be directed at the 


consumer level to individuals who 
would influence others in their 
/communities...” At the same time, 
Fairchild Publications is carrying 
other insertions aimed at keeping 
the trade posted. 

(Continued on Page 90) 


es ee ae eT 


& 
t 


1 ie Le bs ¥ tat le i ie Rinks, : % i 1G er adh we fo Wigton SotaeY ; : ah re <8 pects Res eres rt a ee ee ae e/a . SOP ie g * vada a yee 5 
Se Se aa 9 Suge. Soe fut NO pe ge ee eee A ISee ie Seas ae Oe G US ied Rete” 2 0 ha ity Cli 'g  Y Fi t gee ee Ad ee pes | OF s ; Oy ee i Bae ee tee yt Pe es Oe ok 3 rs 
. (ee ee: Ck eR ENCE tN hy ©, ef a £ Lig J i tpi cen ae < ; : ] A : : ] cae ed odes a 
RN ty ‘ 
a eet - 
yee ; * 
ee ee 
a 4 fa, 
en * aii 
~ ae | AR “ 2 a 
ie eo ie eS ot cereal { “, ee 7.4 
- ys ; = eee % * si ES Pao be 
s Gah 3? - haget a ern ae See 
y pew Yom te? ee ss a, ot 
oe FREE °° F ot - 
2% e 
ae i & Ted (ey WHEAT * %) ha 
rae . ae sak ee py ‘ ” 7 wv 
‘Z —————«ss§-§ sg", 4 = REY JEM 
Pg Fi ae hae fs EYS 8 ‘ “= ” . * nye > - . 
a ro era a tl ha | \ pase pansies aie - 
= . ; ex “s “J Ce nn - 
ji . Ed “ é “4 ; - 
, if % P a si cwccny ing “tae: pgs sion 
. ji a4 < : g Bd a ee toe 
Ve ¥ ~* i 4 * nee thane se ete 
F * E oo ye i 
te . fia 4 "he me 
. i eS ‘] wt re : : 
. ice YR - % —_ “a « <a 
| a — ae ; CO : . mot 
: eo i 4 x e% , ory 
r Ny ne ie * a . 4 65" 
- oe on n 7 ees warn“* t,? ” 
iy E, OF ste n0 Et od . Tad 4 
a 2 : 4 RS st tN r © * ws: 
wee ES eS ge : é rv » whee “ ne 
OEE eer ae * a4 . 3 é Pe. eee y a ee re i i. ee 
: ea ee 5 ae a: foe i ne = | * an , ao . «+ Co aN SS ; 
4 7 e ca yy oe . Ok 
‘if Yok MOLE rowers serEeme {3 4 a a a - ie te od et, bs 
7 r cts tome When Bony tee 4 ~~ - <P See Pr 
a | em eee sit eet @ RICE wnveenconien 
a a ees i era Oe me neg . 
e =a Foon Lg =e _e 
a 1 = 
-. TOORGNIERR At Pax TR / Py s t , 
~ leg ‘Veimigeickwn | . & »* rey ceucious\ mee a a 
ae et peepee ae eg | oer TRE me cevit-rLwor corer! > 
see Palate tree’ sn the gectmpe fay Py 7 Sea 
ag 7 Seormene thea Hewes tes me veo gated oo 
ee | } 
Sie 
. — al 
a : 
ae 
ae 
Fs 
ae ; 
; ee -Aa—_——"" | 
' 
y __—_— 4 
: ee : 
= 
= Ss 
bes | 
> 
ar 
ye 
ae 
a 
se 
acs 
Iga 
a 
ee. 
F 
ee 
ei 
“a 
rad 
va 4 4 Pe | 
ae inn hes ‘ _—___Reseeseeee hk _-—-<-—-————————————— 
+: es te = . . = wea : a 
nie ae "a a 7 . 
eee Seance ~y ° res oe 
re, : : ‘ety —_y 
ores NORTHWEST AIRLINES ‘ Tastee 
7 e 
‘. “* : 
. . 
se. _ : ; 
sya — 1 EE fi we 
a. fat "a ene ect a, 3 _ Eb 4 oe 4 
- a3 a ee _ j si Fd BS i 
AL if. PS: * Fry iti i 3 
Yew - bf | 
og i < - f " 
“a ‘ i We ¢ a 7 oe ' 
: . : . 
ae ae E ‘ EA rf : Fg a 
ier r Ps ; - = # ar fm ps Q E A. 
E = : me H 0 Pit. oe — et awl 
ee re. he) oe : <a e 
a £: ‘ a4 oe de . eyes 4 the | 
i. ae aie oS ee 
sid — ie foe’ ee 
Bs \ Rete. . ae \ P "i i Se 
‘ ‘ * geet Bais Mi re . 4 : —_— 7 | oe fa ae 
a pa oad “ ve ~ af ie ’ ’ : ; : _— ; A 
a ai o nte weather werte inte the fabulous wow Mba os sachs Row eactusive of MWA Strateccuisar teot i i 
run = ae ee 
: an ‘ 
| ae | 
: ‘ls tae “a ieee 
: 2 4 : ees 
othe cl iS oa Pe ad 5 ae 
a | —————— sl fog F 
=e =. 2 ae . ai | an b 6 
“a -\ F ee 
ea a 2. | oe 
emer i Relies Sp ay 4 “ee ges Der 
ss Rises : a ans . Caner ns 
ses 5 : 
og oa 
Sea iE: 
oe ie 
ae oa 7 
ao 
aa 
a 
hes 
a, 
a ] sd 
i ’ 
le ™ 4 
ae 3 
; g 
~ e . ie F E ee ; apace a ‘ oy F p ye eg ee Se ae : * oe te He esis pa Seba Auae > ms Y Sate aoe eee > eer ed +s par Oh Fk eas . es 2 et a 
ON, ets Sahe Stree Meese ae emer aig) ee MAC Sar pte bce ot oe nN Ce al 14 Meade Mert Pa 1 tS og yee TER Sale ce et Fok ere oa a a a aM PN pane ils 3 eS tig e as 8 Otc dl. QD ean ae ieeatrk, SD eeptrns  asl,  SScoee ae T aal  iere! 
ea ial a Ro tew< eh Ngo ete oe AC ical Thane Bo pa ape eee tk i, Tipe pA tie Reet ee Re ies Gsinti Sec ae ie oo lel eu Sn ny Sree Shia oe ee err FS at ay. fe . ee ange ang ar) 2 mRee Re wie ne 
ee eg Rice pe PIS SPS ee opps On! ie Weg teeta Mh Th Bie gal Peete he ia Bok tag ie Ey gh Sr ep ree Py Eh Se ey Na RROD oe Pt etnias SE eM RRR SS tr ae Men is Bl ier igh ee OS op ae apts Ano Mt eb. A ewrsia! + igs ts 2) PY th eee ee AE iy poet 
SI eRe pos a oa os en a ROE: Np ee gia ees etek ‘ay kf otaah hetaey os, oe Se SM per eer ae et TR te es ee ys sly aN tet en Sb eee OED ADT ¥i3 eee Be riat Net ee en a iO, Se BR ct Lea dee ee hl’ eis pa ye aie 5 a Ae oy 
A Gu tes Page viet sy Bese Hes ae tage ph) Si aa, we fas oo sh wpe Sg: 4 ve pe Geena etka Spay atti nities re io os ere fina oe tp i Fee elie ara Daas > BG piers Reece re Saeed be Bee Para ey pe $e 
pe TEE. aha bee race oe i a aa a Nariel St eben et ees ORT ae are a ae oor eek Cae See cea ead Meee tieea or eee ee PSY yee her See wh aa Mier ae Ga eel ion tolimenth ae ah ee aR” rae OR Samad i eRe a oo tis AeA pee gl By Ce he a We Ean eins eel ee 
eae 4 bisap oy whet ic. pane ae one ga Meare Ste Se. or eae pis he teen SEC Meee) nen Sane, Sea gre Lea eT a oe ee Cee oh ae ve pre Srepees: ine gheiore. Sa Hig veg ten ne aor are Eekae ie gee ae ae Bes Ne seest i 
a ir ae pall hut hud, 2) IO ke oy a: Em S be sa (re a age VO sa Mn a RS gL pe is as hag pes ae Sipe tal 3h me 4%," ENA TRE S ph 0, RO. Pett a a ee 3 se Mots ee ‘i Me 2 r haae gin de cit OS = 05 Mee ee Pe ge A dg ye ae 


Bs Sis OTE eS | Paleo 


opens ella ego me 


— 


Advertising Age, October 31, 1955 


Sunkist Growers 
Backs $3,250,000 
Citrus Campaign 


Los ANGELEs, Oct. 25—Sunkist 
Growers has set up a budget of 
$3,250,000 for the 1955-56 market- 
ing season of oranges and lemons. 
Most of the budget will promote 
fresh citrus, with about $500,000 
being used to push juices and con- 
centrates. 

According to Russell Z. Eller, 
advertising manager of the co-op, 
the orange ad theme will continue 
to be “Eat the Whole Fresh Orange 
—Drink the Whole Fresh Juice.” 
A variety of themes, based on spe- 
cial uses, will be featured in lemon 
advertising. 

The emphasis on “fresh” is es- 
sential, Mr. Eller said, because “‘the 
only way the California-Arizona 
orange industry can sell citrus and 
make a profit is to sell it fresh... 
and the California-Arizona citrus 
industry is in a very healthy state 
today.” 


® Copy for oranges will spotlight 
the presence of bioflavonoids, said 
to rank with Vitamin C in health 
value, and protopectins, which are 
found only in fresh fruit. 

Navel oranges, now going to 
market, will have a budget of 
$665,000. Approximately one-third 
of this budget will go to the dealer 
service division which creates and 
distributes all point-of-purchase 
display material. The remainder 
will be used for space in general 
magazines. 

The magazine schedule calls for 
a December through May period, 
with three four-color page ads in 
Life; four pages, four colors in 
The Saturday Evening Post; two 
b&w pages in Parents’ Magazine. 

(Continued on Page 14) 


Armour Tests 
Hot, Mild Types 
of Chili Con Carne 


Cuicaco, Oct. 26—Armour & Co. 
is testing two varieties of chili con 
carne—one mild and one hot— 
in major markets in the Midwest. 

The two kinds of chili were in- 
troduced last month with news- 
paper pages in cities in Illinois, 
Indiana, Michigan, Ohio, Kentucky 
and West Virginia. The ad carried 
an introductory offer of a 25¢ re- 
fund for a label from a two-can 
package. 

Tv was also used in several mar- 
kets with cut-ins. on the Perry 
Como show and the “Clint Youle 
Show” in Chicago. If this test 
proves successful, Armour will 
market its hot and mild chilis na- 
tionally, a spokesman said. 

Tatham-Laird Inc., Chicago, is 
the agency. 
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Armour otters two kinds 


HOT AND Milp—Light blue for mild 

and yellow for hot were used by 

Armour & Co. in its ad in Chicago 

newspapers for its new highly sea- 

soned and mildly seasoned chili 
con carne. 


Ettelson 


WELCOME AND FAREWELL—Stuart List, publisher of the Chicago Amer- 

ican, and Lee Ettelson greet Edward P. Doyle, new executive edi- 

tor. Mr. Ettelson, former executive editor, is leaving Oct. 31 to 

become publisher of another Hearst paper, the San Francisco Call- 

Bulletin. Mr. Ettelson will succeed Leo Ihle, who has resigned to 
devote more time to his nursery in San Rafael. 


List Doyle 


WASHINGTON, Oct. 26—A Census 
Bureau official’s off-the-cuff ob- 
servation that the population of the 
U.S. may double by the year 2000 
gave new meaning today to the 
welter of growth statistics which 
have been pouring out of the bu- 
reau in recent months. 

On the basis of current trends, 
the population could reach 336,- 
000,000 by the year 2000, according 
to Dr. Benjamin Greenberg, chief 
of estimates and forecasts. He 
made these other predictions: Pop- 
ulation could jump to 240,000,000 
by 1980, 282,000,000 by 1990. 

These long-range possibilities 
were mentioned in an interview 
with David Barnett of North 
American Newspaper Alliance. Of- 
ficially, the bureau is not making 
any forecasts beyond 1975, when it 
sees a possible high of 228,463,000. 


® The interest in future population 
was heightened by the release of 
a fresh projection of the popula- 
tion for the years 1960-1975. From 
165,248,000 in 1955, the bureau ex- 
pects 1960 population to be a min- 
imum of 176,452,000 or a maximum 
of 179,358,000. 

By 1965 the minimum would be 
186,291,000 and the maximum 193,- 
346,000; 1970 a minimum of 196,- 
370,000 and maximum of 209,380,- 
000. The 1975 minimum is expected 
to be 206,907,000 and the maximum 
228,463,000. 

By 1975 the bureau expects a 
minimum of 105,245,000 females 
and 101,662,000 males. Maximums 
forecast are 115,781,000 females 
and 112,682,000 males. 

The projections are also broken 


Census Predicts Population of 206,907,000 
by ‘75: by Year 2000, 336,000,000 (Maybe) 


down to show minimums and max- 
imums for each five years for the 
population as a whole, and for 
males and females. The report may 
be ordered by asking the Census 
Bureau for Series P-25, No. 123. 
It sells for 10¢. 


MEDIAN INCOME, $3,200, 
IS UP 75% SINCE ‘45 


WasuHincTon, Oct. 27—The Cen- 
sus Bureau has estimated that 78,- 
000,000 Americans over 14 had 
money incomes in 1954. 

The median income for an es- 
timated 50,000,000 men was $3,200, 
while for 28,000,000 women it was 
about $1,200. 


(Continued on Page 95) 


‘Mickey Mouse Club’ 
Pulls 44% of Viewers 
in Washington Area 


WASHINGTON, Oct. 26—WMAL- 
TV proclaimed today that a special 
telephone survey shows that 
“Mickey Mouse Club” has captured 
44.8% of the audience here in the 
5:30 to 6:00 p.m. period. Three 
other stations with local programs 
shared the remaining audience. 
The “Mickey Mouse Club” rating 
was 12.1. 

The study was made by Ameri- 
can Research Bureau and was 
based on 340 telephone calls. ARB’s 
first national rating showing the 
impact of “Mickey Mouse Club” 
on “Howdy Doody” and other pro- 


grams in the same period wil! be 
released next week. 


Sales Frustration Leads to Shifts 


of 29 Beer, Wine, Liquor Accounts 


Liquor or beer, 
Liquor or beer, 
Are awful accounts 
To have this year. 
—Fragment of verse found blow- 
ing down Madison Ave. 


By Charles Downes 


New York, Oct. 27—Confronted 
with the fact that beer and liquor 
sales are not keeping pace with 
population growth and the ex- 
panded disposable income of re- 
cent years, brewers and distillers 


New Publishing 
Group May Revive 
‘Brooklyn Eagle’ 


WASHINGTON, Oct. 26—The 
Brooklyn Eagle, which went out of 
business earlier this year, follow- 
ing a strike, may once again be 
published—this time as an after- 
noon tabloid. 

A group known as Eagle News- 
paper Enterprises is making mo- 
tions in that direction, the first 
being a move to seek clearance 
from the Securities & Exchange 
Commission for a $750,000 stock 
issue. 

If approved, Robert W. Farrell, 
one-time publisher of “Magazine 
Digest” and formerly a columnist 
on the old Eagle, would be presi- 
dent of Eagle Newspaper Enter- 
prises. He also would become one 
of five directors. 

The other directors would in- 
clude Milton Blumberg, president 
of the General Acceptance Corp.; 
William F. Crowell, business man- 
ager of the Eagle for 20 years; Dr. 
Jacob Hartstein, of Long Island 
University, and William S. Webb, 
an insurance man in Brooklyn. 

Brooklyn Eagle Inc., publisher 
of the defunct newspaper, would 
get $95,000 for its name and some 
other properties from the Enter- 
prises group. 


® The new paper would employ 
about 130 people, as compared with 
330 who worked on the old daily. 
Under an agreement with the N.Y. 
Newspaper Guild, new employes 
would be largely former Eagle 
workers. The new corporation in- 
dicated it would also carry out 
collective bargaining on accept- 
ance, modification or rejection of 
terms now in effect between the 
guild and Manhattan publishers. 


are fermenting with discontent. 

Hence, the increasing number of 
agency shifts. 

Since the first of the year there 
have been 29 major changes of ad- 
vertising accounts by breweries 
and wine and liquor producers. Of 
these, 15 have been made by wine 
and liquor producers, 14 by brew- 
eries. 

Despite the fact that consump- 
tion of distilled liquors—imported 
and domestic—in the first six 
months of 1955 totaled 89,615,217 
gallons, compared with 85,874,828 
gallons in the comparable period of 
54 (a gain of 4.4%) distillers 
generally are not at all happy 
about the sales picture. 

As W. W. Wachtel, Calvert Dis- 
tillers Co. president, said recently, 
“If distilled spirits sales had kept 
pace with population growth and 
expanded real disposable income, 
consumption in 1954 would have 
been 234,000,000 gallons, or about 
25% higher than the record gallon- 
age actually registered in 1947. 


® “Since 1947,” he pointed out, 
“population has increased by 20,- 
000,000. And real disposable in- 
come—namely income after taxes, 
adjusted to eliminate results of in- 
flation—increased about 25%, from 
$177 billion in ’47 to $220 billion 
in ’54.” (AA, Aug. 22) 

Beer sales also have increased 
during the first half of ’55, but not 
to the extent brewers had antici- 
pated. Figures compiled by Re- 
search Co. of America and released 
to AA indicate that beer sales in 
the first six months of ’55 totaled 
41,263,099 barrels, an increase of 
2.9% over the 40,112,768 barrels 
reported for the first half of 54. 

The big year in beer sales was 
1947, when 87,076,141 barrels were 
sold. Last year’s total was 83,292,- 
707 barrels. 

The sales fall-off in both liquor 
and beer is being reflected more 
and more in distillers and brewers 
shifting agencies. Here is some of 
the evidence. Major brewery ac- 
count changes reported by AA in 
the first six months of this year 
include the following: 


a Goebel Brewing Co., Detroit, to 
Campbell-Ewald Co. from Brooke, 
Smith, French & Dorrance, effec- 
tive April 1. C-E also was given 
the advertising account for the 


(Continued on Page 90) 


British Broadcasting Corp. Plans Audience 
Research for Its Commercial TV Rival 


Lonpon, Oct. 25—Commercial tv 


chiefs in Britain have cut across | 


squabbles over various rating sys- 
tems and their cost by paying the 
rival British Broadcasting Corp. to 
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carry out audience research for 
them. 

For something like $3 a week— 
a fabulously low figure—interested 
/parties can obtain the results of 
| the BBC’s aided recall roster tech- 
nique, which has a high reputation 
for accuracy. 

It will show how many people 
have tv in the area covered by 
Independent Television Authority 
stations (only London is covered 
at present), the size of BBC and 
ITA program audiences, and au- 
dience composition in terms of age, 
sex and social class. 


® The snag here is that the BBC 
will not carry out research on the 


as | effectiveness of the commercial 


_plugs that occupy 10% of ITA air 
time. The BBC can only show its 
\rival how successful its entertain- 
iment is compared with BBC’s. 
Advertisers can employ their 
‘own ratings services to find this 
‘information, but it had been the 
aim of commercial television to 


ns supply all the facts and figures 


needed through a single Television 
(Continued ~n Page 6) 
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4 Four A’s Panel 
KANSAS CITY IS SOLD on Discusses Problems of 
S: TALL, p tag : Hypothetical Agency 
Detroit, Oct. 27—The second 
SPECTACULARS annual meeting of the East Central | 
region of the American Assn. of 
v -~ NOW AVAILABLE... New Rotory Bulletin - | Advertising Agencies concerned it- 
f- self chiefly with working out the 
| eee (STALLUP) | problems of a hypothetical medi- 
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PREFERENCE! a 


MORE DAILY HOME DELIVERED 
THAN THE POST! 


MORE SUNDAY TOTAL CITY 
THAN THE POST! 


MORE DAILY HOME DELIVERED 
THAN THE PRESS! 


Pe morning or evening, 
with circulation now at a 


Atcord 205,043 day! : ; 


ed 
ee. 


Source: ABC Publisher's Statement 
for period ending Mar. 31, 1955 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


THE BRANHAM COMPANY —National Representatives 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


THE HOUSTON CHRONICLE 


Now! Go modem..live easy = 
with SinetoTable’fAcowere 5 


uBiQuiITOUS—Ekco Products Co., 
Chicago, will introduce its new 
“Stove-to-Table” cookware with 
this ad in the December issues of 
American Home and Better Homes 
& Gardens. Dancer-Fitzgerald- 
Sample, Chicago, is the agency. 


um-size agency. 

Some 60 members attended the 
one-day meeting, with Ernest A. 
Jones, exec. v.p. of MacManus, 
John & Adams, as chairman. 

To fill vacancies, Andrew Mel- 
drum of Meldrum & Fewsmith, 
Cleveland, was elected governor 
and Wilfred F. Howard of J. Wal- 
ter Thompson Co.’s Detroit office 
was named secretary-treasurer. 


® Three panel groups were set up 
to study and come up with the 
solutions to a hypothetical ad 
agency. 

The groups were given the vital 
statistics and asked for answers to 
the question: “What are the most 
important things this management 
should do to insure a healthy rate 
of growth in the future?” 

In broad terms, the panels sug- 
gested nailing down a future own- 
ership and management plan by 
making stock available down to 
the clerical level and setting up a 
profit-sharing plan for non-stock- 
holders. 


® In seeking to bolster new busi- 
ness, the panel suggested employ- 
ing men in their late 30s to devote 


Creation of an organization be- 
low top management to take over 
personnel was recommended with | 
a long-term planning program. 


full time to new business activities. | 


Advertising Age, October 31, 1955 


“56 Olds Drive 
Zooms Out Ahead 
of Nov. 3 Debut 


(Continued from Page 1) 


Oldsmobile will present “The 
Great Waltz,” starring Patrice 
Munsel, Keith Andes and Bert 


Lahr on 108 NBC-TYV stations. The 
commercials on this 90-minute 
spectacular will be in color. 

Color spreads featuring two 
cars and headlined “Oh-h-h: Those 
*56 Oldsmobiles,” will appear in 
Collier’s, Life, Look, Newsweek, 
Time and U. S. News & World Re- 
port. The Post will carry a third 
page on Jetaway in addition to 
the new car announcement spread. 

Single pages will be used in 
eight special interest books: Better 
Homes & Gardens, Fortune, Harp- 
er’s Bazaar, Holiday, The New 
Yorker, Sunset, Town & Country 
and Vogue. 


m Newspapers will also play a 
major role in carrying Oldsmo- 
bile’s announcement message, Mr. 
Carlson said, with more than 3,000 
weeklies and 1,600 dailies on the 
schedule. Color supplements like- 
wise will be used extensively; col- 
or pages are scheduled for Amer- 
ican Weekly, Metro Group, Parade, 
This Week Magazine and six lo- 
cally edited roto sections. 

In addition to its regular twice 
a week “Patti Page Show” on 112 
tv stations, Olds plans to use spot 
tv in 75 markets and spot radio 
in nearly 100. 

Theater screen trailers in smaller 
towns and widespread use of out- 
door posters, together with neon 
and cutout painted bulletins in key 
markets, round out Oldsmobile’s 
broad media program for ’56. 

D. P. Brother & Co., Detroit, 
handles the account. 


GF Promotes Brady 

John E. Brady, formerly radio 
and television coordinator of Gen- 
eral Foods Corp., has been named 
director of advertising services for 
GF’s corporate marketing depart- 
ment. He succeeds George Plass. 
(See story on Page 24.) Before 
joining GF, Mr. Brady was with 
‘Lever Bros. Co.; prior to that he 
was an account executive with 
Batten, Barton, Durstine & Osborn. 
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THE COMMITTEE 


COACHES 
THE BUILDING TEAM 


“T guess you would call me one of the 
watchdogs responsible for the planning and 
workability of United States Rubber Com- 
pany buildings. 

“Take, as an example, the new office building 
now going up in Rockefeller Center. U.S. 
Rubber does not own this building but, as a 
major tenant, the company exercises consid- 
erable control over the interior construction 
of the eleven floors it will occupy. 


“I work closely with a Building Committee 
that is made up of a Director, who is Secretary 
of the company, the Director of Engineering 
and the Assistant Treasurer. I act as liaison 
between the Committee and the professional 
members of the building team (the contrac- 
tors, engineers and architects). Together we 
study our requirements and make our deci- 
sions — whether it be on types of floors, ceil- 
ings, lighting, air conditioning loads or color 
schemes and furnishings. 


“And it is here that I find ForuM of tremen- 
dous help. I’ve been a FORUM subscriber since 
1929. It keeps me up to date on the latest 
developments—advances in structural design, 
new materials and their use, and the effect of 
color treatment of space. Yes, I find FoRUM 
very valuable.” 


“Mn, HAROLD A. THORNBURG ~ 
Manager of Industrial Engineering 
United States Rubber Company 


ee TROT ow Sew 


architectural 


FORUM 


the magazine of building 


Harold A. Thornburg, Manager of Industrial 
Engineering, U. 8S. Rubber Company, has 
made major contributions to the successful 
construction of his company’s offices, factories 
and laboratories since 1942. He is currently 
working on the U. 8S. Rubber Building in 
Rockefeller Center, N. Y., and a research 
lab in Wayne Township, Preakness, N. J. 
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British Broadcasting Corp. Plans Audience 
Research for Its Commercial TV Rival 


(Continued from Page 3) 

Audience Research Bureau. 
Differences over which ratings 
system should be employed, and 
how the costs of the bureau should 


be shared, led to the experts of the | 


BBC being called in to settle the 
problem, at least temporarily. 


ws The Institute of Practitioners in 
Advertising and the Incorporated 
Society of British Advertisers had 
pressed the program contractors, 
who stage the entertainment and 


4 


|hire out time to advertisers, to pay 
‘the major portion of the bureau’s 
cost. 

These contractors retorted that 
‘they were willing to help out, but) 
that the advertisers and their 
agents had asked for “too much, | 
too late.” The three sides then got 
together and decided to approach 
the BBC. 

Once tv viewing patterns have 
settled down, ad men and con- 
tractors will almost certainly take 
another look at the problem and 
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seek a way of obtaining more ade- | 
quate information than that of-| 
fered by the BBC. 


® Various ratings systems will 
then be able to take another shot 
at the rich prize of supplying Brit- 
ish commercial tv exclusively. At 
the moment, they are being looked 
on skeptically as a result of their 
“research” into the number of tv 
sets in London able to receive the 
commercial channel. 

The British Attwood concern 
reached the figure 169,000, Nielsen 
decided on 188,000, while Gallup 
raised it to 370,000. “And my win- 
dow cleaner says over a million,” 
said one tv chief acidly. 

These ratings systems have been 
canvassing for months to interest 
advertisers in their wares. Many 
top executives have arrived from 
the U.S., special brochures have 
been printed, and battles for su- 
premacy fought in the columns of 
the trade press. 

The main contenders in the bat- 
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FABULOUS PHOENIX-— hub of 
the nation’s fastest growing farm area 


THE PHOENI 


\ 


SSS e--> 


The Phoenix Metropolitan Area (Maricopa 
County) produced $159,920,000 in gross cash 
farm income in 1954 to rank fourth in the 
nation in this important category. This $159,- 
920,000 is more than three times the gross cash 


farm income of Iowa’s No. 1 farm county.* 


Pinal County, one of the five counties in the 
Phoenix ABC Retail Trading Zone, placed 
sixteenth with a gross cash farm income of 


These figures are reflected in the record 
'. _ for the state as a whole, as Arizona leads 
S_— the nation in farm income growth with a 
\ 43.1% gain from 1950 through 1953.** 


*1955 Sales Management Survey of Buying Power 
**Research Department, Valley National Bank 


X REPUBLIC AND GAZETTE 


PHOENIX, ARIZONA . 
. 


tle are: 

1. Social Surveys Ltd., a sub- 
sidiary of the Gallup service, 
which uses the aided recall sys- 
tem similar to that of the BBC. “No 
gadgets on the set” has been a key 
selling point. 


@ 2. Nielsen Television Index, as in 
the U.S., revolves around the Au- 
dimeter and Recordimeter. Graham 
R. Dowson, divisional manager in 
Britain, says “we have discovered 
that the NTI is better suited and 
will be far more useful in Britain 
than it has been abroad.” 

3. Television Audience Measure- 
ment Ltd., founded by the British 
Attwood group of research compa- 
nies, fits a “Tammeter” in selected 
homes like Nielsen. Every Tam- 
meter home keeps a diary record- 
ing purchases, thus indicating re- 
action to the plugs they have seen. 

4. Horace Schwerin, another 
American contender, pre-tests 
commercials by questioning an in- 
vited audience. Representatives of 
the public are put through such 
things as the “Schwerin Competi- 
tive Preference Test,” the 
“Schwerin Remembrance’ Test” 
and the “Validation Test.” 


ws Meanwhile, Jesse Scott, a Texan 
who is Britain’s foremost ad statis- 
tician, has announced plans to 
chart commercial tv expenditure. 

Mr. Scott, publisher of Statistical 
Review of Press Advertising, will 
provide interested companies with: 

1. A daily log of commercial tv 
advertising showing time of trans- 
mission, name of product or serv- 
ice, duration of commercial. This 
will cost 360 guineas ($1,080) a 
year. 

2. A monthly analysis of all tv 
advertising showing expenditure 
on time by each advertiser, by sta- 
tion, and by product or service, the 
name of the advertising agent and 
other details. Cost: 120 guineas 
($353). 

Subscribers to the first service 
will receive the second automati- 
cally. Mr. Scott also plans to 
launch a new publication, Statisti- 
cal Review of TV Advertising Ex- 
penditure, which will probably be 
an annual. 
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How come one of the wortd » most importent 
insurance componies is loceted in Wevsev. Wisconsin? 


REPEAT WINNER—Employers Mutual 
Insurance Cos. of Wausau won the 
55 award for the top campaign by 
a mutual fire-casualty insurance 
organization with this magazine 
page. J. Walter Thompson Co., 
Chicago, is the agency. 


Employers Mutual 
of Wausau Wins 
Advertising Award 


Sr. Louis, Oct. 25—The same 
campaign which previously won 
an award for magazine color art 
for Employers Mutual Insurance 
Cos. of Wausau has now received 
recognition as the best campaign 
of 1955 for a mutual fire-casualty 
insurance organization. 

The award was presented at a 
meeting of the American Mutual 
Alliance here by James D. Woolf, 
Chicago advertising consultant and 
AA columnist. 

The previous award was made 
by the Art Directors Club of 
Milwaukee (AA, April 25). J. 
Walter Thompson Co., Chicago, is 
the Wisconsin insurer’s agency. 


Horton to ‘American Home’ 
James B. Horton, formerly with 

the Wall Street Journal, has joined 

the New York sales staff of Amer- 


lican Home. 
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You are BETTER SERVED by an advertising agency 
represented on-the-spot in your important market areas! 


Sooner or later, all selling runs into local problems or local opportuni- 
ties. Whether they occur in Texas, New England, the Pacific Northwest, 
or Canada, you are time and dollars ahead if your agency can act 


quickly through people native to the locality. 


On-the-spot man-power and action, backed by intimate regional 
knowledge, are among the extras available to clients of agencies who 
are members of Continental Advertising Agency Network. Ask the 


CAAN member nearest you for details. 
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CONTINENTAL : a * ADVERTISING AGENCY NETWORK 


CHICAGO, ILLINOIS 
The Fensholt Advertising 
Agency, Inc. 


DALLAS, TEXAS 
Crook Advertising Agency 


DAYTON, OHIO 


Hugo Wagenseil & Associates Co. 


DENVER, COLORADO 
Harold Walter Clark, Inc. 


FRESNO, CALIFORNIA 
Long Advertising, Inc. 


LOS ANGELES, CALIFORNIA 
Dan B. Miner Company 


MILWAUKEE, WISCONSIN 
Scott, Inc. 


MINNEAPOLIS, MINNESOTA 
Olmsted & Foley 


NEWARK, NEW JERSEY 
Lewin, Williams & Saylor, Inc. 


NEW YORK, NEW YORK 
Lewin, Williams & Saylor, Inc. 


PHILADELPHIA, PENNSYLVANIA 
Arndt, Preston, Chapin, Lamb 
& Keen, Inc. 


PORTLAND, OREGON 
Pacific National Advertising Agency 


ei ene 


PROVIDENCE, RHODE ISLAND 
Horton-Noyes Company 


ST. LOUIS, MISSOURI 
Winius-Brandon Company 


SAN FRANCISCO, CALIFORNIA 
Long Advertising, Inc. 


SAN JOSE, CALIFORNIA 
Long Advertising, Inc. 


SEATTLE, WASHINGTON 
Pacific National Advertising Agency 


SPOKANE, WASHINGTON 
Pacific National Advertising Agency 


Canada 
HALIFAX, N. S. 
Foster Advertising Limited 


MONTREAL, QUE. 
Foster Advertising Limited 


TORONTO, ONT. 
Foster Advertising Limited 


VANCOUVER, B. C. 
Foster Advertising Limited 


WINNIPEG, MAN. Foster Advertising Limited 
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Auto Dealers, NBBB 
Prepare Nationwide 
War Against Bait Ads 


(Continued from Page 1) 
Cleveland yesterday. 

He added that it will not be re- 
leased until it has been approved 
by the directors of NBBB and 
NADA. ‘ 


® The need for action to curb mis- 
leading advertising for autos was 
publicized by the dealer group last 
month, with the formation of a spe- 
cial committee to act on unethical 
practices in auto advertising (AA, 
Sept. 19). 

Mr. Bell told the marketing 
group that there is too much ad- 
vertising in the industry “which 
does not paint an honest picture of 
the product and how it may be 
bought. Such advertising is not 
good for the public and is not good 
for the industry,” he said. 

Most of his talk was devoted to 
the problems which have troubled 
auto dealers as a result of the high 
levels of production in the auto in- 
dustry during the past year. He 
said new concepts of quantity sell- 
ing have been preached by prac- 
tically all the manufacturers, and 
that dealers have been encouraged 
to adopt it. 


® Some dealers, Mr. Bell said, 
have found they could sell more 
cars than they ever dreamed of, 
and the earnings position of the re- 
tail auto group as a whole has been 
substantially better in 1955, aver- 
aging 3.1 or 3.2% during the first 
nine months, compared with only 
a half of one per cent in 1954. 

He described some of the far- 
reaching changes in auto retailing 
which are being discussed, includ- 
ing proposals for auto supermar- 
kets which would handle wide var- 
ieties of competing makes. 

“For 50 years,” he said, “single- 
line franchise arrangements have 
been standard in the industry. If 
a change occurs so that the retailer 
becomes a customer of all the man- 
ufacturers, many complications 
will be introduced.” 


® He said dealers are not satisfied 
with the current one-sided contract 
between dealer and manufacturer, 
and that they expect to take their 
problems to Congress in the near 
future. 

“So long as contractual relation- 
ships between manufacturer and 
dealer are one-sided,” he said, 
“with authority on one side and 
responsibility on the other, morale 
among dealers will be low and 
confidence cannot exist. 

“We realize Congress can’t pass 
a law that will create good intent 
where good intent does not exist, 
but we hope that as a result of 
these congressional hearings some 
more equitable relationships can 
be established between those who 
make cars and those who sell them. 
If we remove the causes of alleged 
fear and coercion we can remove 
fear, and become in truth what 
Harlow Curtice of General Motors 
calls ‘partners in progress.’ ” 


® At the evening session, James A. 
Farley of Coca-Cola described the 
role of U.S. business in promoting 
good will overseas. He said U.S. 
products are universally respected 
because of their quality and the 
fact that the manufacturer stands 
behind them. 

The chapter presented its annual 
awards for outstanding work in 
government research to Henry 
Wulff, who directed a special cen- 
sus of business in Dallas for the 
Census Bureau last year, and to 
D. M. Shuffett of the Department 
of Agriculture. 

At the morning session, Dr. Ross 
Eckler, deputy director of the Cen- 
sus Bureau, distributed prelim- 
inary results for North Carolina, | 
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MERCHANDISING A MERGER—To an- 
nounce the merger of Chadbourn 
Hosiery Mills and Gotham Gold 
Stripe Mills, this series of teaser 
advertisements (“g,” “go,” “gol,” 
“gold”) ran last week in Women’s 
Wear Daily. The final ad reads 
“Together, Chadbourn Gotham will 
make your hosiery and lingerie de- 
partments real gold mines.” Harold 
M. Mitchell Inc., New York, is the 
agency. 


the first state to be completed in 
the new census of business. 

Later he outlined the publication 
timetable for the censuses of busi- 
ness, manufactures, mineral in- 
dustries and agriculture which are 
being published this year. 


® At a joint luncheon with the 
Advertising Club of Washington, 
the marketing group heard James 
H. Carmine, president of Philco 
Corp., Philadelphia, declare that 
consumers today are demanding 
more and more better things. 

Reporting that the higher price 
lines consistently rank among 
Philco’s top sellers, he insisted 
people are “quality conscious, not 
price conscious. They are willing 
to pay for features.” 


Mail Order Not So 
Easy, FTC Says in 
False Ad Complaint 


WASHINGTON, Oct. 29—The Fed- 
eral Trade Commission charged 
today that it was false for Leon 
Wolff of Los Angeles to advertise 
that he can teach individuals how 
to operate profitable mail order 
businesses with only a few dollars 
investment. 

A commission complaint against 
Mr. Wolff, who trades as L. W. 
Mail Order Survey and L. W. 
Publishers, says the mail order 
business is extremely crowded, 
competitive and risky, with success 
coming to only a limited few be- 
ginners. The commission says a 
minimum of $300 to $500 capital 
is needed to enter, with or with- 
out Mr. Wolff’s help. 


® FTC’s attention is directed par- 
ticularly to a guide book pub- 
lished by Mr. Wolff. The commis- 
sion denies that he is “one of the 
foremost experts” in the U.S., and 
states that in any event he is not 
the author of the guide, and is not 
a recognized authority. 
He has 30 days to answer. 


American Air Names Smith 
American Air Filter Co., Louis- 
ville, has appointed Richard W. 
Smith director of advertising, ef- 
fective Nov. 1. Mr. Smith, formerly 
an account executive with Doe- 
Anderson Advertising Agency, 
Louisville, succeeds Robert F. De- 
Lay, who has joined Burnett & 


Logan, Chicago, as v.p. and account 
supervisor. 


‘PR,’ New Quarterly. 
Makes 32-Page Bow 
Without Advertising 


WasHINGToN, Oct. 26—Six basic 
psychological needs of man which 
can be the key to the solution of 
any problem in human relations 
are listed in an article by Dr. 
Howard Wilson, in the first issue 
of “PR,” a new profession] quar- 
terly in the public relations field 
which made its appearance here 
today under the sponsorship of the 
American Public Relations Assn. 

These needs, according to Dr. 
Wilson, who is director of human 
relations projects, industrial re- 
lations center, University of Chi- 
cago, are (1) need to belong, (2) 
need to accomplish, (3) need for 
self-esteem, (4) need for accept- 
ance, (5) need for security and (6) 
need for creativity. 

The listing of these needs does 
not provide the knowledge one 
must have to solve human rela- 
tions problems, he wrote, “but gen- 
erally speaking, if a solution to a 
problem in human relations satis- 
fies one or more of the psycholog- 
ical needs it will have a good 
likelihood of success.” 


® The new quarterly expects to 
provide know-how regarding pub- 
lic relations methods. “It also will 
be an effective medium for the 
exchange of opinion and study of 
case histories by men and women 
practicing public relations as an 
ethical profession,” its editors said. 
The first issue contained 32 pages 
and no advertising, but the publi- 
cation expects to announce adver- 
tising rates in the near future. 

Howard P. Hudson, director of 
promotion of the National Plan- 
ning Assn., Washington, is editor. 
Associate editors include Charles 
D. Brown, American Trucking 
Assn., Washington; Alphons Hackl, 
Colortone Press, Washington; and 
Edwin C. Kepler, Sun Oil Co., 
Philadelphia. 

Contributing editors include Ly- 
man Bryan and John H. Smith 
Jr., both of Chrysler Corp., De- 
troit; Donald W. Krimel, Univer- 
sity of Maryland, College Park, 
Md., and Philip E. Robinson, Tires- 
TBA Merchandising Magazine, 
New York. 


® The board of directors includes 
William F. Treadwell, director of 
public relations, Leo Burnett Co., 
New York, president; Daniel M. 
Koplik, exec. v.p., APRA, Wash- 
ington; Paul H. Bolton, exec. v.p., 
National Assn. of Wholesalers, 
Washington; Keen Johnson, v.p., 
public relations, Reynolds Metals 
Co., Louisville; Henry J. Kais- 
er Jr., v.p., Henry J. Kaiser Co., 
Oakland, Cal.; Mrs. Dorothea W. 
Sitley, director of consumer rela- 
tions, Gimbel Brothers, Philadel- 
phia, secretary; Yates Catlin, di- 
rector of public relations, Amer- 
ican Waterways Operators Inc., 
Washington, treasurer. 


]. C. Penney Plans ‘56 Drive 


J.C. Penney Co., New York, will 
use insertions in 2,000 newspapers 
and commercials on 900 radio sta- 
tions, in addition to insertions in 
Life in its 1956 campaign. Ralph 
Allum Co. is the agency. 


Ahrend Yulke 


Gilbert 


HELP FROM ALL—Herbert G. Ahrend of Ahrend Associates, New York 
direct mail specialist, receives certificate of recognition from Har- 
old K. Yulke, president of the Advertising Executives Club of Long 
Island, following the former’s speech to group in Hempstead. Look- 
ing on is Reginald Gilbert, ad manager of General Bronze Corp. 


New York, Oct. 25—Pennsylva- 
nia Railroad Co. last night re- 
ceived the gold “Oscar of Indus- 
try” trophy for the best 1954 
annual report in all industry at the 
llth annual awards dinner spon- 
sored by Financial World. 

James P. Symes, president of the 
railroad, in his speech of accept- 
ance, predicted that the railroads 
during the next ten years will in- 
vest about $20 billion in moderni- 
zation and expansion of their fa- 
cilities. 

Weston Smith, exec. v.p. of 
Financial World and _ originator 
and director of the publication’s 
annual report survey, received a 
plaque from the United Share- 
holders of America for public 
service to the investing public for 
the work he has done in the past 
15 years in helping to develop bet- 


‘Annie Oakley’ 
Makes Carnation 
Top Film Sponsor 


New York, Oct. 27—The Carna- 
tion Co. is now the largest single 
sponsor of any syndicated tv film 
series, Wilbur S. Edwards, general 
sales manager of CBS Television 
Film Sales, reports. 

With the addition of 17 new sta- 
tions, the company now airs CBS 
Films’ “Annie Oakley” in 140 mar- 
kets. Albers Milling Co., a division 
of Carnation, uses the telecast to 
sell cereals and dog food in 129 
markets, while the fresh milk di- 
vision sponsors “Annie” in 11 mar- 
kets. Time was bought through 
Erwin, Wasey & Co., Los Angeles. 

Gail Davis, who plays the title 
role in this drama, which is based 
on the exploits of the famed west- 
ern sharp shootress, appears in the 
Carnation commercials. The cow- 
girl star is touring the country to 
whip up enthusiasm for the series 


among the sponsor’s brokers and 
| salesmen. 
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SWEETER... FIGURES—Sugarine Co., 


Mt. Vernon, Ill, is using full- 


color Scotchlite posters coast-to-coast to promote its concentrated 
liquid sweetener. The company designs its own posters and rents 
and maintains the plants. 


Pennsylvania Railroad Wins ‘Financial 
World’ Oscar for Best Annual Report 


ter annual corporate reports. 


e Silver Oscars were awarded to 
the following companies in their 
respective categories: Marquette 
Cement Mfg. Co. for the best an- 
nual report of all manufacturing 
companies; Insurance Co. of North 
America, financial _ institutions; 
Dayton Power & Light Co., public 
utilities; Radio Corp. of America, 
merchandising companies; Con- 
tainer Corp. of America, consumer 
goods. 


e Best annual report advertise- 
ments of the year in six industrial 
classifications were won by the 
following: Allied Chemical & Dye 
Corp., chemical products, (Albert 
Frank-Guenther Law); General 
Dynamics Corp., industrial manu- 
facturing, (Gotham-Vladimir Ad- 
vertising); Cities Service Co., 
petroleum products, (Albert 
Frank-Guenther Law); New York 
Central Railroad Co., transporta- 
tion, (J. Walter Thompson Co.); 
Fidelity-Philadelphia Trust Co., fi- 
nancial institutions, (Gray & Rog- 
ers); American Telephone & Tele- 
graph Co., public utilities, (N. W. 
Ayer & Son). 


e Best annual report issued by a 
Canadian company was awarded 
te Dominion Stores Ltd.; for Latin 
America the winner was Brazilian 
Traction, Light & Power Co. 

In addition, bronze Oscars were 
awarded to 100 companies in that 
number of classifications. A total 
of 5,000 annual reports were 
judged by a committee headed by 
Dr. Pierre R. Bretey, editor of the 
Analysts Journal. 


Sheatfer Opens Dutch Plant 


W. A. Sheaffer Pen Co., Fort 
Madison, Ia., has opened a branch 
plant in Utrecht, Holland. In addi- 
tion to Holland, the plant, called 
Jade-Drake Writing Materials, 
N.V., will supply France and sev- 
eral other European countries. Ad- 
vertising support is planned for 
each country served by the Dutch 
plant. The writing company now 
has three factories in Iowa and 
manufacturing subsidiaries in Aus- 
tralia and Canada. 


AANR Group Slates Seminar 


The Chicago chapter of the 
American Assn. of Newspaper Rep- 


resentatives will hold the first ses- 
sion of a newspaper seminar pro- 
'gram Nov. 8 at the Chicago Daily 
News. Daily News executives, in 
cooperation with the group’s sem- 
inar program, will address AANR 
| members and will explain the 
functions of the various depart- 
| ments of the newspaper. 
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.sif’s FIRST 3 FIRST! 


Competition for the consumer’s attention to an advertising message is understandably 
keenest in the nation’s top markets, and in the First 3 markets of New York, Chicago and 
Philadelphia the family coverage of General Magazines, Syndicated Sunday Supplements, 
Radio and TV thins out. In these 3 far-above-average markets — which account for 18% : 
of U. S. Retail Sales — there is no substitute for FIRST 3 MARKETS’ coverage of more o 
than 3-of-every-5 families. 


" In addition, the families of 6 states adjacent to the 3 markets spend 30¢ out of every Total 
U. S. Retail Sales $1. FIRST 3 MARKETS GROUP concentrates 82% of its more than 
6,000,000 total circulation within these 6 states to deliver 47% coverage of all families. 


To make your advertising sell more where more is sold...it’s FIRST 3 FIRST. 


The group with the Sunday Punch 


New York Sunday News 


r Coloroto Magazine - 
Chicago Sunday Tribune oe 

J Magazine <td 

x 


MALLS GROUP Philadelphia Sunday Inquirer 
“Today” Magazine 


Rotogravure * Colorgravure 


New York 17,N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ¢ Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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three years in 


Some of the Old Saws Still Saw 


In the confusion attendant upon our having attempted to absorb 
the semantics of a group of high grade and high velocity social sci- 
entists a week or so ago, we failed to make the home port as meal 
time rolled around, and instead stopped the old hay burner in front 
of a roadside inn where we’d sampled the wares once or twice before. 

A couple of strange characters—strange, that is, to the roadside 
inn—were with us. They greeted with some skepticism our assertion 
that this inn had food of more than average palatability, but since 
the hay burner was ours and it was a long, long walk to their re- 
spective domiciles, they went along with us. 

The food was—wonder of wonders—as good as we had touted it, 
and the inn was in like Flynn and had acquired a couple of new 
boosters, until it came to the drinks-and-dessert course. One of the 
strange characters felt the need for iced tea, despite temperature hov- 
ering near the frost mark, and the waitress politely but firmly in- 
formed him that there was no iced tea available. 

It seemed to him—and to the other two—that if the restaurant 
could supply hot tea (which it could); and if it had ice available 
(which it did), then somehow such a simple concoction as iced tea 
could be managed, and in a reasonable time. But the waitress was 
firm. Not nasty. Not impatient. Not impolite. The restaurant just 
didn’t have any iced tea. 

Well, this is all pretty silly, and if the character had wanted to 
pound the table, he probably could have managed to have a miracle 
performed. But he didn’t really care that much, and so he settled for 
milk. But the silly incident cast a slight pall over some pretty jovial 
spirits, and the rating card on that particular eating emporium went 
down a considerable distance. 

It’s almost pathetic how minuscule things like this can affect atti- 
tudes and actions. The manufacturer, of course, can’t do much about 
how waitresses or salesgirls treat customers, but the tiny irritant can 
get you in lots of other situations, too. For instance, just let a fellow 
get the idea that the little red opening tab fails to work more fre- 
quently on your particular brand of cigarets or gum than on others; 
or supply him with an instruction sheet which isn’t very clear; or 
have a housewife break a nail while opening one of your packages 

. and pretty soon you see a little thing destroying all the accep- 
tance and good will you’ve built up with a good product, and fine 
service, and a fair price. 


Deliver Us from the Experts 


Robert C. Ruark, the newspaper funnyman, has been turning his 
attention to advertising recently. And like all other funnymen, he 
has now attained the status of one who knows all about everything, 
so he devoted a recent column to decrying advertising as being too 
cute, and suggesting that advertisers just tell “what’s in it, why it’s 
better, and how much does it cost.” 

We have no objection to people who would like to have advertising 
different, and Mr. Ruark may actually have a point. But we are a 
little tired of people who seem to think that admen go out of their 
way to play tricks on the dear public, just for pure devilment. They 
—including Mr. Ruark in this instance—imply that all this “non- 
sense” in advertising is put in because the people who produce the 
advertising, as well as those who pay for it, are getting some kind of 
perverse pleasure out of confusing and disturbing those at whom the 
advertising is aimed. 

They can’t seem to get it through their heads that advertising’s 
function is to get across a favorable message of some kind from pro- 
ducer to consumer, and that advertisers don’t advertise merely be- 
cause they get a kick out of the idea of spending their own money. 

They may be misjudging the effect of their advertising, but they 
aren’t being obscure or confusing or annoying just for the hell of it. 


—Loyd Crader, Basila Mfg. 


“Just because I work at a rival agency, honey, don’t think a word 
will get beyond this phone.” 


Co., Mobile, Ala. 


What They're Saying 


How Green the Grass... 

Phoner: Mr. Young please. 

Ans: He is out. I’m his assistant. 
May I help? 

Phoner: No doubt you can. I’m 
Dr. X, a psychiatrist. I want a 
part-time job in advertising. 

Ans: Are you serious, Doctor? 

Phoner: Yes. You see hours of 
“couch” conversations are getting 
me down! I would like to divide 
my work 50-50—4 hours psychi- 
atry—4 hours advertising. 

Ans: Doctor, just what would 
you like to do in advertising? 

Phoner: Oh, whatever they do 
in an advertising agency. I’m in- 
telligent, well educated, energet- 
ic, possess a well disciplined mind. 
I have a friend, a successful psy- 
chiatrist, working for a big indus- 
trial outfit, and he’s doing fine. 

Ans: Perhaps working on prob- 
lems among the personnel? 

Phoner: Yes, but that’s not what 
I want. That’s the same grind I’m 
going through now. 

Ans: A partial change of en- 
vironment, Doctor, rather than ad- 
justment to your present situation, 
would you say? 

Phoner: Er ... well, yes, in a 
way I suppose. Also I think the 
monetary return might be greater. 

Ans: I see. Don’t you find 
among your patients that the grass 
looks greener on the other side of 
the fence? Frankly, Doctor, I can’t 
for the life of me come up with a 
helpful suggestion. Advertising, 
like psychiatry and psychology, 
takes a lot of doing before one is 
good at it. But let me know if your 
idea meets with success. 

Phoner: Indeed I shall . . and 
many thanks. It’s been a help just 
to get the thing off my mind! 


—“Agency Management,” No. 28 of a 
series issued by John Orr Young & 
Associates, New York. 


What Do You Want? 

When are the remaining few 
New York pseudo-executives going 
to stop their secretaries from an- 
swering the phone thusly: “Who 
is calling Mr. Jones?” (okay) 
“What firm do you represent?” 
(okay) “Will you please tell me 


what you want to talk to him 
about?” I’ll never understand why 
men permit their secretaries to do 
this. It’s like having their food pre- 
digested and suggests that either 
they’re afraid or incapable of judg- 
ing a story for themselves. Suppose 
the secretary doesn’t happen to 
like the most profitable story in 
the world, it’s just possible that 
the firm could miss a terrific piece 
of business. 

I had this happen twice last 
week in New York. I merely told 
the two secretaries who asked 
what my call was about that it was 
none of their business. Thank 
goodness, this practically never 
happens in any other city than 
New York. It is even diminishing 
there, but I’ll never be happy until 
it’s gone altogether. 


—Irving B. Hexter, president, In- 
dustrial Publishing Co., Cleveland, 
in “One Publisher’s Viewpoint.” 


Lo, the Poor Hyphen! 

Lo, the poor hyphen! Where is 
he today? How oft, hereafter, ris- 
ing, shall yonder saffron-colored 
moon look for him in vain? The 
haunts that knew him, the com- 
rades who loved him, now pay 
fickle court to other, more substan- 
tial heroes. He is passé, archaic, 
obsolete. 

This once-proud hand-tool of the 
nimble-fingered word-juggler is 
now only an under-nourished has- 
been, a much-neglected also-ran, a 
mere ward-in-chancery of the dic- 
tionary-compiler. 

Like the American Indian, the 
hyphen is vanishing. And like the 
Indian, it has been banished to arid 
wastelands, appearing now chiefly 
in Service Manuals for automatic 
washing machines, and in the “Ad 
Infinitum” column... 


—“Ad Infinitum” column by Bill 
Morgan, in “Blue Pencil,” organ of 
the Advertising Club of Los Angeles. 


Flavor Note 
New flavors for toothpaste are 
being tested. In America they are 
trying whisky, but in this country 
the experiment is unlikely to go 

beyond fruit. 
—Advertiser’s Weekly, London, Eng- 
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Rough Proofs 


Indicating the catholicity of its 
media interests, the Audit Bureau 
of Circulations has recently an- 
nounced the election to member- 
ship of Confidential, Playboy and 
Presbyterian Life. 

- 


The Department of Justice is 
now building character with news- 
paper publishers, against whose 
association it has filed an anti- 
trust suit, by announcing that it 
has a “continuing interest” in the 
price of newsprint. 


If a news flash which appeared 
recently in the world’s greatest ad- 
vertising journal about Manhattan 
is correct, it’s possible that K&E is 
about to lose its shirt. 


Maurice Needham says. the 
agency business has many needed 
specialists, but its greatest require- 
ment is for the complete man. 

Football coaches looking for 
triple-threat quarterbacks say the 
same thing. 

. 

A publisher looking for an ad- 
vertising salesman hopes he will 
be “able to work with minimum 
supervision.” 

That kind of fellow will ulti- 
mately land the boss’s job. 


If Averell Harriman really 
wants to become the president of 
the U. S., he’d better start soft ped- 
aling that stuff about the joys of 
paying taxes. 

© 

D. R. Collins insists that even 
when the corn gets as high as an 
elephant’s eye, farmers continue to 
read the ads and buy the products 
of the advertisers. 


Jim Gediman kidded tv at the 
ABC convention for lacking uni- 
form and accurate circulation sta- 
tistics. If he really has the answer 
to this one, he’s in line for a medal 
from the television industry. 


The Tribune talks about “big 
dame hunting” in Chicago, but a 
close reading of the copy indicates 
that the discussion has nothing to 
do with bust measurements in 
Hollywood. 

+ 


In spite of the fact that agencies 
which have moved to suburban or 
country locations say they’re hap- 
py to be away from media sales- 
men, the latter still seem to find 
plenty of space buyers to put on 
their expense accounts. 


Edward MacDonald says media 
are “adept in manipulating figures 
to their own advantage.” 

That’s why research directors 
were born. 

+ 


Esquire says the Twentieth Cen- 
tury is a success because it’s the 
fashionable train to ride on. 

It was so popular it even attract- 
ed the attention of Robert R. 
Young. 


AA reported that Sol Polk’s pre- 
mium apples are “delicious,” but 
it’s only because they’re Delicious 
that the Washington State Apple 
Commission is assisting in the pro- 
motion. 


Copy Cus. 


land, Sept. 16 issue. 
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There’s no business like the FOOD business when it 
comes to a need for CONSTANT ACTION. That’s why 
Food Retailers put so much of their copy in THE 
INQUIRER. That’s why THE INQUIRER carried over 
1,000,000 lines of retail food advertising last year and 
scored a gain of 13%. For day-by-day action, put YOUR 
advertising where advertising pays... in the newspaper 
that’s FIRST FOR ACTION in Delaware Valley, U.S.A. 


First in National, Retail, Classified and Total Advertising. 


Prosperity Boosts Food Sales in 
DELAWARE VALLEY, U.S.A. 


Food marketers do a booming business 
4 ° ¢ in Delaware Valley. Here, 1,381,000 

' families account for nearly $1% billion 
i . annual food sales—and still the 


alley grows! 


i Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 


West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. | EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Salt Co. to Ogilvy, Benson 
Diamond Crystal Salt Co., St. 
| Clair, Mich., has named Ogilvy, 
|\Benson & Mather, New York, to 
handle its advertising. The account 
was last with Benton & Bowles. 
Until 1953 Diamond Crystal was a 


sons. The first, to be held during 
November and December, will be 
the “New Crop-Holiday” drive, at 
a time when new navels reach the 
market. A “Winter Health Drive” 
will be staged during January, and 
a “Spring Zing” sale will be fea- 


Sunkist Growers 
Backs $3,250,000 
Citrus Campaign 


(Continued from Page 3) 
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division of General Foods Corp. 


KANSAS Cl 


NOW AVAILABLE... New Rotary Bulletin 


TY IS SOLD on 


POSTERS 
BULLETINS 
SPECTACULARS 


STALLUP, 


The Valencia orange crop, which 
will start to markets about June of 
1956, will have an estimated budg- 
et in excess of $1,000,000. Since all 
Sunkist budgets are based on a per 
case assessment of member grow- 
ers, the Valencia budget will not 
be definitely set until next year. 
Plans are to use magazines and 


newspapers to promote the Valen- 
cia crop. 


® Six stepped up promotional 
drives are scheduled over both the 
navel and Valencia marketing sea- 


tured during the last three weeks 
of March. 

During the Valencia season a 
“New Crop” sale will be held dur- 
ing the last week in May and 
early June, followed by a “Slim 
Jane” sale in July and early Au- 
gust, and a “Back to School” drive 
during the first three weeks of 
September. 

Newspapers will be used to sup- 
port the “New Crop” and “Slim 
Jane” drives in major markets. 


® The campaign for lemons, which 


SEPARATE 


THE 


THE 


LET'S 


BOYS 
FROM 
MEN 


1,300,000 net paid circulation 


3,000,000 boys belong to the Boy Scouts of America. 
In fact, 1 out of every 2 boys in the United States joins the 
Boy Scouts of America at some time during his Scout age span. 
And BOYS’ LIFE is the official Boy Scout magazine with over 
3,000,000 Starch-recorded primary readers. This, we 
respectfully submit, is market coverage. 


Boys GRA 2 Pork Avenue, New York 16, N.Y. 
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runs through October, 1956, will 
consist of a number of drives run- 
ning concurrently. Each will fea- 
ture specific uses, based on ex- 
perience which shows they bring 
greatest sales results. The total 
budget is $1,350,000. 

The first lemon ad will run Nov. 
19 on the back cover of The Satur- 
day Evening Post. This will be the 
first of a number of ads telling 
consumers that now they will 
know Sunkist lemons by the trade- 
mark stamped on them (AA, Sept. 
26). 

Uses of lemons in or with other 
foods will be boosted via three 
four-color spreads in Life, and at 
least smaller-space insertions in 
American Weekly, Family Weekly, 
Farm Journal, Holiday, Parade and 
Progressive Farmer. Additionally, 
11 independent Sunday supple- 
ments will carry one insertion a 
month. 


® Life will carry a lemonade 
schedule consisting of a four-color 
spread in June, followed by four- 
color pages in June, July and Au- 
gust. 

A total of seven small-space in- 
sertions will push lemons for low 
salt diets, in American Weekly, 
Family Weekly and Parade. Lemon 
with tea will get the benefit of six 
insertions in Farm Journal and 
Progressive Farmer, plus 10 inser- 
tions in major market Sunday sup- 
plements. 

A campaign for lemons as a 
laxative will consist of one-minute 
radio spots in 57 markets during 
the period Jan. 15 through July 15. 
“Push-period” campaigns will cov- 
er lemon pie, lemons with fish and 
lemonade. 

The newly inaugurated trade- 
marking of Sunkist lemons will be 
promoted to the trade through a 
national retail contest to be run 
Jan. 15 through Feb. 15. A total 
of $15,000 in prizes will go to 
retailers with the best displays of 
Sunkist trademarked lemons. The 
promotion will be strongly adver- 
tised in trade magazines. 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


‘Herald Tribune’ Boosts Two 

Willet Weeks Jr., manager of the 
New York Herald Tribune syndi- 
cate and news service, will become 
director of the paper’s European 
edition Dec. 1. Sylvan M. Barnet 
Jr., now general manager of that 
edition, will return to New York 
as assistant to the paper’s president 
and director of the syndicate. 
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OF MERIDEN- 
WALLINGFORD 


Conn. 
Without The 


RECORD & JOURNAL 


Hartford and New 
Haven newspapers won't get 
you to first base in Meriden- 
Wallingford. Only The Record 
& Journal sells this 89,000 
market, where 1955 food 
sales topped $21,800,000". 
Get your share with— 

(*SM °55 Survey) 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


National Representatives: 
Gilman, Nicoll & Ruthmon 
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This is the reason! Year after year, JOBBER TOPICS has consistently carried twice as many 
pages of automotive advertising as any other automotive merchandising publication. 

This record reflects the judgement of advertising men in more than 384 companies who know 
that success in selling the 350,000 automotive service outlets hinges on wide and immediate 
availability of their products in the automotive jobbing houses throughout the country. 


JOBBER TOPICS belongs to the automotive jobber and jobbers like it. It has belonged to 
them for 34 years. But more important to you, jobbers read it. These jobbers are the 

men who meet your dealer customers, they are the men who push your line at the retail service 
level. These are the men who believe in JOBBER TOPICS and who make your product available. 


The wisest advertising investment you can make is to start advertising your line to 
these jobbers and their thousands of salesmen regularly in the pages of JOBBER TOPICS. 


Inform them, sell them and keep them sold on moving your goods from the more than 
4,000 distribution centers throughout the country. 


The Automotive marketing experts on JOBBER TOPICS sales staff have over 171 years 
combined experience in distribution through jobbers. They are well informed to answer your 


automotive marketing question. Decide now to request full information from your 
JOBBER TOPICS representative. 


“ THE IRVING-CLOUD PUBLISHING COMPANY 
1 

New York 17, N.Y. Cleveland 14, Ohio Chicago 6, Illinois Los Angeles 57, Calif. Oakland 12, Calif. 

122 East 42nd Street 856 Leader Building 865 Daily News Bidg. 2506 W. Sth Street 2505 Broadway 

P. J. Philpot A. R. Harris K. Kneisly Robert H. Deibler E. D. Newfield 


Gordon Horsfall T. J. McGill Roy W. Brown 
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National Airlines _Graham-King Names Mitchell 
Graham-King Inc., New York, a 
Boosts Mars Flights new company specializing in 
O ] ‘apartment cooperative ownership 
n plans, real estate and investments 
Y 79 Years Away has appointed W. Robert Mitchell 
Miami, Oct. 25—National Air-|Inc., New York, to handle its ad- 


lines, celebrating its 21st birthday 
last week, took-.a long faraway | 


look into the future and — .S. Graphite Boosts Harvey 
out a dummy ad for the year U. S. Graphi + tei 

- _ phite Co., a division of 
2034 to n everybody they could) wi-kes Corp., Saginaw, Mich., has 
think of. | promoted Thomas C. Harvey to ad- 


“Effective Oct. 15, 2034,” the ad 
‘ tisi n ith addition 
announces, National will be flying vertising manager, wi ional | 


vertising. 


,|.WOR-TV Hikes Rates 


Bastian to the Chicago sales of- | 


‘ile 


pepraionaryp orem OS a ae 
: 


Advertising Age, October 31, 1955 


duties in the sales engineering de- |‘Zoo’ Alternates Sponsors 
partment. Mr. Harvey joined the 


company in 1945. 


\ritic remedy, has appointed Kas- 
“Zoo Parade”’ will be alternately |tor, Farrell, Chesley & Clifford, 
sponsored this year by American |New York, to handle its advertis- 


Chicle Co. and Mutual of Omaha. |ing. Dowd, Redfield & Johnstone 
Ted Bates & Co., New York, is the js the previous agency. 


A rate increase ranging from American Chicle agency, and Bozell 
25% to 110% has been announced & Jacobs, Omaha, handles Mutual | 
by WOR- TV. New York. It is the of Omaha. The program is aired | 4?mstrong Joins Sutherland 
first increase since November, |Sundays, 3:30-4 p.m., CDT, over| Dale Armstrong, formerly a 
1952. The station has added George |NBC-TV. v.p. of Executive Research Inc. 
Pamental and Warren M. Starters | and Trans World Airlines, has 
to the New York office and Robert Sustamin to Kastor, Farrell /been named a v.p. of John Suther- 
Drug Research Corp., New York, ‘land Productions, New York, pro- 
‘maker of Sustamin 2-12, an arth- | ducer of industrial motion pictures. 


fice. 


“more stars to Mars than any other 
rocket line ... 14 days, 7% hrs., 
non-stop.” 

Features of the trip will be 
“choice filet mignon  tablets— 
served in your own individual en- 


Now’ Natiano! offers 


MORE STARS TO MARS 
THAM ANY OTHER ROCKEY Lint! 


velope ... foam-rubber seats with 
newest design gravity grippers,” 

. Starlight cocktail lounge—“lose 
a weekend, or a week, enroute.” 
Plus, of course, “telepathic music, 
Venus-grown flowers.” 

Special Martian package vaca- 
tions are also offered for “six 
weeks in glamorous pressurized 
villa.” And the low price of $595 
includes “conducted tours of palm- 
shaded irrigation ditches.” Just 
“see your space travel agent or 
television-phone MU 17-7200. On 
Mars, dial CAnal 2-22222.” 


® Grant Advertising, Miami, is 
the agency. And, according to a 
line of microscopic type at the 
lower right-hand corner of the il- 
lustration, Leonardo da Vinci is 
the artist of the “flying machine.” 


Rowe & Wyman Gets Four 

Rowe & Wyman Co., Cincinnati, 
has been appointed to handle ad- 
vertising for four new accounts. 
They are Fries & Fries, Cincinnati 
manufacturing chemist; Lee-Stev- 
ens & Co., Cincinnati storm win- 
dow and door manufacturer; In- 
dustrial Home Improvement Co., 
Cincinnati, and Leshner Corp., 
Hamilton, O., producer of dish 
towels. 


WILL ROGERS—Radio and the Press 
worked closely from the very beginning. 
In an early Pittsburgh Post studio of 
Station KDKA, the beloved Will Rogers 
and a Ziegfeld Follies cast make a special 
broadcast. = 


9° is busting its buttons—ON 


It all began with Westinghouse Broadcasting Company Station KDKA! 


On November 2, 1920, a few men in a little room in 
East Pittsburgh, sat up all night reporting the 
results of the Harding Presidential elections. It was 
the real beginning of regularly scheduled broad- 
casting. This historic broadcast over Westinghouse 
Station KDKA launched an era which changed 
America’s whole pattern of living—with the develop- 
ment of two of the greatest forces ever to influence 
modern man—radio and television. 

Today Westinghouse Broadcasting Company is 
the largest independent broadcasting company in 
the country. All WBC stations are peak-powered. 


They beam the very best in entertainment and 
information to every corner of the area they serve. 

No wonder men with a message choose WBC 
stations! They dominate six major markets where 
1/6 of America does its shopping! The one to com- 
plete your selling campaign is listed here: 


RADIO 


BOSTON —W8BZ+WBZA 
PHILADELPHIA— KYW 
PITTSBURGH — KDKA 
FORT WAYNE—WOWO 
PORTLAND — KEX 


TELEVISION 


BOSTON —W8BZ-TV 
PHILADELPHIA—WPTZ 
PITTSBURGH — KDKA-TV 
SAN FRANCISCO — KPIX 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS. INC. 


No selling campaign is complete without the WBC Stations 


SPARK EVERY PROMOTION 


The PHOTOMATIC Co. 


53-59 E. Illinois St. * Cileoge 11, i. 
i Whitehall 4-2930 


Se 6 ee 


2 


: aa e 4 ~e - j : sot - ee A SE 2A RES os hss > ae Pa 
rar - A Wie’ = ~ we v Ls ; < a aa e : t > is at Mire,’ rs 
: as f ‘ 4 é ‘ ‘ i i) Maes : . 1S eae Ae ‘i ee = RSS trae. 
° , . is Hae y 
aren, 
Toes 
bs 
re 
| en 
-" 
a 
i 
' : 
| : RE a : .e cae a a Sot oe 2 3 or ren oe eer 3 
By ee eS aes: oF a a: e = hal “4 SE re: m $ 
ees. 5 9-— ee S ‘i, i aS, ee : cei © eS oa ; 
RS pi i et oe 7 ae ee 
re es ost ee AP Shia. ees ee ag ; s i. = ny OO, ae 
ae ae or Be ceee tS sont Ba # eS aes 3 tu he Se 
ee 8 OR ae ee a a: 3 i: 
<7 > Hae % Be eS : e hes ey Re Pe 5 3 
a ; Ba a ee Ea o E ee Oe ib ¥ “ae Pa eer =f age P| 
e ; ae ys ig ‘ Aeon Bh at Sale 2 i ay : i : 
Y “Se Se ph) Re a gif ; ibe ae © i ee a 
2 5 Be sa : ee Be had ae mi & : ane an Root i : 
ia pee Bie: _ see yt igs eo aa : ; eo 2 eo i ‘Se % ¥e 
ek , e ee Pp ‘ 
eRe : ae ae IO pt. oo a ’ me \ a . 1 4 Be 3 s 5 cid : : o % . 
) ae <a i LAP ate eae ey ie i oon boil Xe % Re, Re, 2 ab tein eS a pe ' 
a e , Series a othe 3f ee 
ae a eg ee el +3; Oh Ae 3 “SS F ee . fo ess gs 
a : “a ht o ak ‘2 i De» oa # ' ee ts { m4 
. Po ears eo Poa , ee ae. . eee Ba 5 
~ al acu) es be ‘i : eS 3 Fs es 2 | “ 
i eee ee Ul 1 en EB pioraeecks! Fw bi ess 
a Ph sae ailiaaleyt 5 en Aa an, < he oe es : _ 
im LY NATIONAL Je  “@..\ \fiarg -_- . 
ee Ww ern fey idee wl” ESR aig eal ge at wee fe i ty fl 
; es , lias 7 nz eee ae Keo eee ee) te ee ts 
fee ite SPACE LIME of the STARS Bue — Sige: Ces i. aie See ne Poo ai oo ee ' i: 
Bs — pa a eae ee LR eam Ms Pak x ie x 
7 a P, : : bic Ws ee a ge bak as, oe oe me 
Ps, oe . * . ey pt ty y= es ; 3 oa 
aa fue 4 = ee ee ee ia | ge 
r age ap “ aa cee ae me ee et — 
di gi, ’ F } . = , B ee ue . <a oe ee i i f 7 
a | ‘ > ‘ emae 2 A Oe ia Po Sa a ¢ SU ote e 2 
z 3 7 * ef > ES a ; ae oo > : ky 3 ae et, eg Pe 
‘ oo ha Ss ee th Oe an : Bits ¢ bas a ae i Bay SR f 7 
: 7 ‘ “"s : 7 v oa MR sitemap aes > eee: ae i : 
ol 7 Fy a ae t Py gt Se ee ee 2 = 
ei Ea ae er ee f 
Ruy _ Pears. Mee 2 gaa oh oh: ee < ee ' 
"4 oo é ~ ri aoe oS RR # Sige? os ; a Es eee ; 
7 : so aa _ >See oS i f 
“oe * ee ee ee 
4 é wee’ At he 2 + 2 “ec onan ow ei ae ee ge 
. rae Fi a Oe oe Vor aa Sete at Pe ae ' 
Es Pe tg i ee at gt ee aaa ‘= ee ee | E emia | re 3 ie are ee , en 
: 7 oe, : : See ss Bi clad ” ae Fs We ee ' : 
bs c ae 2 i, > ree Me Be Nes a oe Ee 
bin we. — on ‘ * , Fe ce ee ae ‘ i W 
Ee oF ih 1 ah mn "eR W ANN epee : a a oad ee ‘ + = i 4 Ad 
a ine Ste 5 90 Net st oe : er ) - A Bae Sie ’ co 
Bs i es win _— ia naps sa 
eee SS Sa ae = } 4 p 
s ee eligi nae Se ew . oa 
| : 
| ‘a 
rs a 
' 
} ; 
' 
j " 
' ; 
. ee : 
+ 
| ¥ J 
4 
; kat 
| ee 
| iy 
| 4 
: 
ee | | | 
| 
| 
| 
las 
Mey 
ee : 
| f 
| 
o | 
| ee 
| 
a) 
TE £ EE We ee 54 she gee mmepeeee.. -< Li Ok 2 CPB ts. ema Re oe 7 
4 ys ; , pn we Oe ee ak & eee Bn gos | cy, 8 : 
q e we * #ae Mes Ee: 
AS a sig i Fea aS ees > ces E ¢ oy 
ps F sf t 
| ' , 
| $ - “ rors ~ oe : i i , 
; gs ee, ge 
; i gah , ae Spy ais , 3 
F a . eee: 4 at . eee é x 
‘ Ag ' ; nuine el) oo ge 4 { a ae 2 =e ee ig r a P 
Be knd Ue One , . a pu i Pi ct, iM 
ms any 2 $ ; Signs a te Ge - ¥ v A ior ‘coe By 2 
? orn Z i - 7 ee nS q : z a: i 
F ; he ie asi. : 
f Oa Oi ale x : : 
‘ on € . e aS z a 
; fi ay WE Ee ie : oo : ; 
a yap . 5 . vast | 
ie Rios . 2 te “ tS am = 
‘ mh = Pn. a it * i. fe —— Ba a © y ny 
fe ae xe eae A . : ‘ A e y > a x ae : : fo ni 
Ce ese co ae eg 3 s ! * - a at! a ~— * 
at Be hc ha oe seal 0 2 tae Re ree tal a ye “ad )? * 7s gad a. 2. p “ i - uc 
3 ey ae all ; ae . gi 3 ni a sae ME  -_ 4 
is ' ¥ ae H ee ae ee d Ess F - ee eet ear at . 
a me hors pu “ =a P eer? Ser ee ee “ay , — see Te miecial ee P si iene: 4 nap i 
aa a ae tee 8 Goth ir - ict: dui a yao we, eae - > St ee oe Eee ee ee ee | ae ie é > 
ea le ee Me jee ky en ee ‘ae ee can eee ee x x a ; 
4 a ‘ds eeoneaE ; = : cached ar) ip ae Be oxi sea ele oy! ; é ws 
Sharp, clear, crisp prints in que ; — ey, Fee eee 7 
: .] ; ‘ Se igs 5 ‘ x gS ee ae se <email A | a a pe ie HES Aan B 4 
A of : te aes 8 ae Bs Pe Di nig i ee. ae ee ea Pe PTE ta i a ae 
tities " 5 to 50,000, sizes from i Bee ag Ree “ee Sake Re ds a co Fe vf a Ema Se 8 es pele. ; ee, A : 
é : a aaa a epee ae ee Da oP i a Be bth Fl a eee 2 ee a See” J ce i : 
2% x 2 to 40” x oor , aa OEE i et Sen . sess: se aaa Rie wee id ae ae ie pis ; 
ne BN eg! ele oe Le ee ef 2 ee. ee ae 3 ee es eC ae ‘yaad Bee en oak ge cee Gea i ee 5 ears Sp: Pe is ‘ ¢ ; 
iN ais a LEE BPS a, a re ae RD eR eee , . 
ae See iat Baye Si a ae oe eo geiapetet eg ee ‘ oa ' ae we i RS Ee ts aN ae ee, : 
eh em A - NE = 4 Wye 4 , ay ee pte a! jae) ‘ etre pus. agp ees Sea Nig i ae BPS : wy é . 
+ eae en ee nee | 5 er eae : wee Pi t i ‘ e * io oS, a Be ars oath ie . an ee eas 4 Ee as RGR Gl ee pet Pg ; 
Mecators ie” 2 aes jee i eo ae : ee a See ce ee. ee ee aa Go ce! eee sone aber yh, ciated : 
Qo ey “ i Someres eee ake ‘ it pe ce oe ae, - : 2 a MS eA Pe se e ie ee SS eee 
es . Beant} ee ee Lies > a ee sae Sie, ¢ = ne Ss 4a ee ae Pa eee : s c 4 ; hee t feki ee r 
1 465- yer : a og in ae ae cs a gee aan pee M4 ‘ea & as, \ rie oe pr ae ee Bsa : ig 3 i . gee ¥= ee 
900 50 3 boric ee — NaS i Ree oak a ke I~ e ‘ - ie <a > ent: ee ce of ia ; ae See 
500 v Cost Chart s ie eee aba | ae eg fee ge ee a fe ane mee, game Be es i ae y ae See 
.- 7 ee Se eee —_$ cs ae ol Sao were ae apa dy 
’ 6.58 cece : eee aes Se. eg. aha Bs. Pe Re i Se Tee i oe \\ =a est Re oe fees ie ed ee SS aaa a le Allele A 
100 Me elas ° ee S Sel ee ee ne. ne “SN ee a eee Co eo eee ee) Ys peer His 
5.0 fe ae ae ee ae eds ee ee oe wal ee eS eee mer ee oS ate See: ao Rees 
Pa Reproduction | me, Gene ae ee ae i Seg teal et) ee oem Sa ee ee ES eee ea OS ieee ri : fe ios oe: Ee ae ’ 
ba 3.59 he ee , Poe ° ee TTT, ae Soll eS rs ek oP Pie. 9 a ioe a aie Per :, Oa aes Pei as J Ma a a anita, Be ca coy a a : 
3s ua tive where we eee ia iia ape Nie Baie eS eee ee ee aes Maine at 8 GA eee Ea Meet eye = 
940 ue a eicatag | ee ee (ee Sala i i ee ee” eee es ce, py velaaeaaeeael ae TN gt Pet aa ae ee ea he os hee 
wv ‘3 required = eee Te Mee. at eer, ie ae eee ee , Spee ie . ee ee! ' ee “itis ieee 
‘ " — ‘ { ( f Bg is ae ef ed ae. at eee ey ae : re: ei ee EE ee ae eer + : J 
rr a 4 fd i | ee es hee aS 3 Perea osc gst ngs : Ee eT re Te = 45 J Megs, Alita ak F 
a — eoch Sane t 74> nee ; IG, a tees. aly Gare ee : " Ligh the SEE. tine. 3c aie, phe <i 2 tg = : 
: % Sas ee io et ae He Sica rea mk? Beene ch, fa ae a acme bersta ff oe ee ok = : a : 7 
. ah ieee Y ad a ee arr a4 ee OR goo kN oN P rk ame : yes o A+ " 3 hs i hy 
| 1 eon rr Ft cone a ere pe | ae eee eS “oie eee oe : 
ee fe che 3 . sg Sy te _, Aaa: et x: j 
| i Ree pee _) ere a gga een . p i iim aa yay ee Sede a Wie ae 
, : cea EPEC Rc ot as ss ee re ae oe ee de meer, ome y= 3 ea aa ‘| oe = 
een ee Se ea ; S ® i A ‘SARIN, oles i les, se ied Macleae: : ae Rha: ee sagan ae ho ee ne os 
: —— ems t oh ec Be fie eS, te Oem a a Sap ieee te ek Saletan Gest. Re aS phe gts Siememeroe ce | A 
+g See Pie ae ea api it Seer A Ce : i seen Wye pera eee re pe at Sa es ~~ é . . 
ee Sm oa ul “ eee ee ; 7 el OP eae oe lls ahs aa ( Pb tiles. . ae a 2g (2 ney sree eh ph oe eels Daye Ogi: Sea i 
pe ie i patie ge or ah Soper ; ae Wr Bs ee oo ee : ore a ey eer a re eg = sie a a ., " : Rt 
i cet eri = pl eter a x iit asi E ai . eee ea ie een a gues Beer tet. an leith ay aes Tt ee i = on ee ee STS ss os 4 
aS ne ee ee eee : mies Ds gr en eae ame = =u ee pon are eae eee " st OS Re eee eee ae Sayers cE ey Se ae oe ee ce a 
nd : 5 aa reg a. a ; : 3 : AO a oaee Be peek eheetay nog me “vid re aoe a a pe 
- nema eo as gine MR at oo ae ie § 
— eet og 
— « Lee ut 
ia 
ieee yo He % Me os eae: ple 
hae et tc eer Ar ok ee eee ee hz te 2 = ‘ f < 
z 4 s ee DRE BFS pil Py tur * A ¥ we * he ~*, eer: » . . , a) 
at Op ae er ee ee bea ee We Ae eT tee Shae. fo ek ie) Skee Ge ae ety sage PRR IS te Re oe Sigh eS oe Wack ee es ee a : ae ; Pi 
STE Sige aoe at Sot eee pase, Eke. See age cent ke hime ee, We age Oo FR as ai cet Sok OM Te re bo ce eis ens aa Pes, Sota gtr eee congas i ‘ # 
258 BORE sail coe Pa See es sieapl a ts, Seaport oat AL Low ho ean ah SRS Sig BS 58 eg eagles 2 ee AE ok Soe CREM a a aa uk wat tet ie es 
7 Smarr sone on ieee one Sega BR ORS id Oe eee eoera ie cas oe PSS Pi en Be a WAS ee 2) pa Sele ce ee bh a gt ear ee Pe fea, ha ee y Fae ee? f farek Et Sie Saar ge a ESE SAVE halle! Teh caey eee toca Sparel Wee a ee es eee * fu P ete 
tavernas CoE oe Cs a OL Ee ran tee 4h eae SR Ar eae es wa Bes pec ig DT Cs ae Bae MRS tage or gs Fr cote Pern Ore ga oy ie Ae eee if Testsaaten, Sah the RS Sear ea ie <a Aaa ainda Ee Sates 
p ls ‘ ee 27 oy! Fe yo “GR soe, 4 pe 4% a ee r eg ies Vad Sa ate eae TE dfoie £7.08 ar ae te a ee ken oe, “F - roe we iE ee “scape ear LM Sees ES Ke bey at eS Fomes oe Se NRG a - F a yee a Ne ie 
fete CS a amen tamed hg apik Ar Oe oa aia ME ES 2 he saa rape ge weet eT BAS TS SOON Gyn Pian egg Lo SRR ccs peste oh megane EY cs + oe: =k Ss gt Sarg a carga PEs vs NI 
ore: Sr ORS a oe SA en aaa Ua eae ra “Wer oe an ae PN BN RS RE Ra ope Re: Sy AO ie gets a ra. ine a eg eae tae Coen 2 Sk eR S oR OtD eT Chun oe a = gt SP pre ee ome nen ae lS Te Lng ig ee 
pe SA ge Te tae. ee NS ST as, pes, Pe are OE be? FY, rap fit Toca ad Pr iad EROS hats: Dia Ra eS ee ah ae a pita mega: hg RSs : coe TE be 3 LM ot ae ee Bey eedh ed a ae pf Pa See reas Geiss Rie 
~ am os $e. Oe BOM ei ey a ich ee pee” aK? yk Ley ler ro Be 2 ire £3 ‘ex 7 Pes Se ee! es Ay Le im Des be Sie a 3 a “Tea ees ee ag ee ee fee ES ee Pie oO oe ea Peet Ve aT ots ge hs ee a se Re. 
My - Bes tes Al ee ae Ba art 1S. Satpal RTE ees Par BP ES ge .! : Fe he ys CRY mall Bt tee 253 if fis Med og Fs ectte ges yal. oe a Pee Rt, ORs ae rie Be Wg en WOE ss EN. mee te Paes ae 
Pe ay eal eT Re LE ee a EE: eae oe PERRI NTE Oi ae Be MAE ST a as pedicle oho Ae Naeem nae Sg ey pee 
>» &§ ro og a ee a ee a ey eg ae op Cia Re ee eI as ee SY a ee a ca tee ct a POS a aes ee Pa oa" é 
rg oe See ee ilies: Se. Sa Ce ae ie SS M. <2o aS, re ets Pay TEN Sees 


Advertising Age, October 31, 1955 


‘Timberman’ Gives 


17 


ship required by the Post Oftice uary 1950, 4%, and Miller Freeman respective holdings, the publication well are shown their respective 
_Department for periodicals using | Publications, San Francisco, 45%.| says: | percentages of holdings. .. 


second-class mail. The fact that the late Miller “During recent weeks a number | “The 45% interest in sharehold- 


Percentage Holdings 7 
g Freeman had bought into The Tim- o¢ erroneous impressions have been ings owned by George F. Cornwall 
'® The statement shows the follow-|berman was revealed previously |cajjeg to the attention of our staff | (son of the founder) and inherited 


inO i 
wnership Note ing ownership of the Timberman, | (AA, Oct. 10, ’55), but The Tim-| regarding the ownership of The Upon his death in November, 1951, 
PORTLAND, OreE., Oct. 28—The| publisher of The Timberman and|berman earlier had no comment. 


hac 'Timberman. To our thousands of by his wife, Elaine G. Cornwall, 
Timberman, monthly business pa-| Western Builder: Freeman Publications publishes loyal readers and to our valued ad-| Was sold several months ago to 
per for the forest products indus- | 


ndu Edgar P. Hoener, publisher, ac- | The Lumberman, for years a close | vertising clientele, we have con- | Miller Freeman Publications, San 
try, takes the unusual step, in its| tively associated with The Timber-|Tival of The Timberman. ‘cluded that a statement of fact is Francisco. None of the present di- 


November issue, of disclosing the man for more than 20 years, 51%; ‘in order. On this same page, in|Tectors or officers of The Timber- 


exact proportions of ownership of Mrs. George M. Cornwall, widow 
the publication, as part of the nor-|of the founder, who started the 
mally routine statement of owner- | publication in 1899 and died in Jan- 


# In a statement in the November |conformance with U.S. postage reg- 
Timberman calling attention to the | ulations are listed all of the share- 
listing of all shareholders and their holders of The Timberman and as 


RADIO PUBLICISTS—This picture, 
taken in 1923, was made in the hope of 


winning people over to radio listening. 
Cotton stockings add “‘glamour.”’ 


man own or control any sharehold- 
‘ings in any other publishing 
venture whatsoever.” 


| Revion, P. Lorillard Will 
Co-Sponsor ‘$64,000 Panel’ 


Providing mutual problems are 
‘ironed out and contracts are 
signed, Revlon Products Corp. and 
P. Lorillard Co. will co-sponsor the 
new CBS-TV show, “$64,000 Pan- 
el,” starting about mid-December. 
The show will be built around par- 
ticipants on Revlon’s “$64,000 
Question,” though the actual for- 
‘mat has not yet been worked out. 

Norman, Craig & Kummel, one 
lof Revlon’s agencies, is producing 
‘the show. It’s expected that all 


Revlon agencies will sponsor prod- 
‘ucts on the telecast. 


| WISN-TV Promotes Three 


L. A. (Duke) Larson, commercial 
‘manager of WISN-TYV for the past 
six months, has been appointed 
assistant manager of WISN and 
| WISN-TV, Milwaukee. George 
Ingraham, formerly city sales su- 
'pervisor, has been named local 


BROADCASTING’S 35th BIRTHDAY! = S:ists.emo% 


‘past six months, has been pro- 
'moted to film director. 


Mogul Gets New Block Laxative 


Block Drug Co. has appointed 
Emil Mogul Co., New York, to han- 
dle a new laxative product, Laxi- 
um, now being tested in the East, 
Midwest and on the Coast through 
radio, television and newspapers. 
Laxium is being marketed through 
Block’s subsidiary, Hudson Prod- 
ucts Co. The Mogul agency also 
handles Sentrol, Omega Oil and 
Poslam for Block. 


THE HAPPINESS BOYS—Billy 
Jones and Ernie Hare—the original 
Happiness Boys—entertain with 
jokes and songs on a 1923 broadcast, 
forerunner of today’s crop of come- 
dians and laugh shows. 


| Foremost Boosts Oliver 


P. Reid Oliver, recently named 
v.p. of Foremost Dairies Inc., has 
been appointed director of sales ¥ 
and will move from the Kansas 
City, Mo., offices of the dairy to 
operating headquarters in San 
Francisco. 


GREAT COMMONER—William 
Jennings Bryan is pictured during 
his first radio broadcast, which 
KDKA covered at Pittsburgh’s 
Point Breeze Presbyterian Church 
back in 1922. 


RADIO PIONEER—Dr. Frank Conrad 
is pictured at work in his laboratory years 
after KDKA went on the air. Assistant 
Chief Engineer of Westinghouse during 
the pioneering days of radio, Dr. Conrad 
supervised the construction of KDKA. 


HARDING-COX RETURNS—Here is 
radio’s most famous broadcast—the re- 
turns of the Harding-Cox election—by 
KDKA in Pittsburgh, which opened a 
great new era in communications. 


se ada 


CHURCH ON THE FARM— CATHODE RAY TELEVISION— 


Rural listeners not only turned on 
their crystal sets for farm informa- 
tion; they also attended church via 
the radio. In 1921, heavy snows 
kept many farmers close to home, 
and helped KDKA gain more farm 
listeners. 


SILENCE PLEASE—The soloist 
was expected to ignore the “Silence, 
please” sign in this 1925 KDKA 
studio located at a Westinghouse 
building in East Pittsburgh. 


Dr. Vladimir K. Zworykin, Russian- 
born scientist, demonstrates new 
cathode ray television system de- 
veloped at the Westinghouse Re- 
search Laboratories in 1929. Dr. 
Zworykin’s experimentation laid 
groundwork for electronic television. 


Support the Advertising Council Campaigns 


ORAVISUAL ALL PURPOSE 
PORTABLE EASEL 
Designed for use with large paper 
| writing pads. Also ideal for showing 
turnover charts or cardboard charts. 
All aluminum construction. Folds up 

for easy carrying or storage. 


Many other models available. 
| Write for free catalogue. 


ORAVISUAL CO. 


Box 609 A St. Petersbury, 2, Fla. 


Pip = eee 
es MSE ai ee aly ean ; 3 a 3 ‘ Sete 
- se aa ES ey 45 5 \ = s 4 * <. ee * ‘ a" > tal? ib . a] fi ee ee be te eo. 2 4 4 7 eas Pes on , 
peaninntens «8 a ESS , ‘ - ee ca ul FZ one . : 
ey 
¥ Po 
ee 
BERS SETA «sn a PEE ST” aoe, Se a 
Ms Ree — er Lae ~ , “3 , 
es ie ae é as ~ ene ¥ 4 ‘ « ¥ m3 a 
A m as F te Sid 7 
Bro ga oie 45 : r Whig a 
3 % 7 Se = 3 2 
ae ee A “ pee Se ee 
3 4 ae 3 a 4 si * . ars —— cae * 
f 4 { en f : a SF let, 
Ss rY $ ff J * ee) f ee oS ee. 
¥ a Bae, F is é 4 > ‘ : |, SES ” ine ets. 
| “7 Ries X > “MN ee  ——_——_ 
j ee & Taare: si E i 6 a " 
eae a ies ee : “a fo 
OF ges iia . f "lag is 
: wo ee” 6 eee . 
: = * ae Ae. Pe * ment « ; 
aa pei. sind ay a 5 i; 4g iB + r ee se 7 : * 
gga Pee Bie 2 tg, &. pts rae 2 ‘ , 
, Sales ey Sat I a. U ee eee 4 
ge “hee i Ce. 3 ee ee fal * : Bory 
5 Pe, rf ye De sis. ~- : " o s 
| See! ll, 
oe ~~ of o 2 Re * Se 
% gt, ? 4 * me Pe i 
a ‘ = ms at Rina tel See 
ee # ’ ei. 2 eo 2. 
pie ee : i eel Fe 
i = Faas i ea ee 
ie aa 4 Ky, — Tie 
Bote. nae fae ge” oe eae + ree 
aS a ri Bs ni, ee > Se 
7 gs Ne iy og Liga er. Seer 
and 
‘ e 
ies f the 
: the 
Be | Pd 
e ; Fe Pe ee: ? i H E , eS wae 7% ©E —— =e ca ae # 4 4 ‘ = 
7 4 d : ; : a. : " rs aa Z x! e a4 ee, a 
? ir ; oo mee oe. Se oe SF OS ee 
: a. 2% : Poa We ey ee ea 
( id : Pe eek SP da SB moe os ee OE CF es KEG weet 
4 ‘ 4 ee shi Pe . ee j : Ree ies ae 2) pa ees 
_ 4 F i ’ Sher oF +. Se | Fave & ig "aa | 
i : ; 4 4 eee ee eat 
: : . i kK 1 ae c ‘oe eres) Fo : 
Sag ‘ : ; : =r , Rab ibe i Siti. + . 7 
: ¥ > Fa care SLtEe a ¢ Tee x te tae * 4 
=" . 3 ‘ ‘ ' i; és fi = x q ag Tr 1 a hoe | 7 + ] - fae G 
7 is ; a } ee ea page ee cre a at. 4 
‘ - 3 ; a oe ns a . ee | ae | 
; z ct Bima. Oe : : ° % ee ae 2s 1 an ga 
— \ Bir! ay 8 a oe Ry ee 
— 8 68S ot, fe 4 az i te a ee “Se Oe oe Be, (, aD 
5 rey Me 2.2 ee, “i lowers tf EN pr aa aes | Ae NET ge ; 
a ip, amemeay 2 } >a ae i. ioe be Sele, uk i ol a: al pio canoe Sa : 
i : pk iz it i i see i A a tari Pom ae ae een : + oe & 
; oe ee oe < - : a ee es, ees a : mo ee, i oe . 
- . ee ee : j jn ‘S ee ee “a : - ‘ Ht i 
: ae, Car 4 — > Spee os * an wie ei ee 
hd : ae 2 Lae eee ; oo! a oe cao ee 
4 ae oe: lee ‘ et é Bes. *, 
7 oe 8 See (ee Ra A i ee es eee ee ail 
EN : ) i% SEM Oa ee ae & “) 4 all : eee fo a a. he 
? } Ba ye Pam ae ee ee ek}. the : sy peaec 
mm 4 me ei eo Ss te Ses te” ‘et Pier te tea roe pat ee 
mi es , : rs ot a : vo a © SS tig a a i i ce 
ed i <i -—_— 4 et a 4 ei eo | ere Uke 
b is : 3 — hae aia, Be | En A ha —— a ; a 
et ‘ > Sai a * i 7. fy * Se eae ns ies a ee oe aaa = 
haf : ‘ Pee. ; * ve (E A tia ee z : ‘"” ad * cra | oe . Ley ves gine =p ae ia a -_ 
cae ee Soli a tgs. ; vie ee a ree er Se 
ae ee % : Ll’ “oe al ae ae a ee ee nieces iv ecg Se 
my cee, . aie = ain Je a, oa ere es Cee eae a si 
a a bse ke, . a SS. ee Ree 
pa ei aa : ie Cn Teak? ete * ms ty ig Se ia i : 
y sy } j ; ¢ Piao om at aon. > ee ee ei . ee ks AS, oe Pan oe enh 
3 . a, he >, fa “gee a ee ee ic eee ae 
‘ . 4 aed . te - ¢ ‘i ge ” Sag a tee Me 2a ° ; ell nea eb pei ee Fae ve." thet 
; oer. a — ek : a. on eee A ie ite a ae ta ler ke tt. ie ‘aa 
%. ase ee SN er ee ey © Nae 
. See eee § a. PMN bes. a ‘ che. aera = ee ee 50 et a i 
So 2 ee E . * Bai i: tha, ene 3 pe : i Sal EU ey Ty, 4cpen aM Sia: eae ae ek he ; 
: 4 tiene - > [a Er. se hae Ge a, ee ek ree ; ee ee 5a ane Bh tS. nia Se iaige a ts - 7 
* j ig: <a cla i ee RR Py aig ok eee bee ait cal, ee eo eg “ad. . ee 
= eae age ee 8 mee a >, so 
eines ; : Panay i: Sane Laan sive - an ‘ - +. org sae. 
4 in a —— FF < a a oe See me a < Ja 
fd cee oh a a P x ‘ ae] ea 4) ne a ry, 5 eae q eote oii oa Be j 1 ig fee 4 af sas : 
Re “ht ae a ie Ee heii sO aaa. tol g Rae ae ee se 5: 2a Jb el « ; Rating: al 
be,” eS Se meray 3 4 Mi Sea = “eae : yee a TE <. by = 
ae a oh oe Careers ey a >. eee Re! we . : fe a gE a if RE eal ac 4 Pe 2 win 
a ; aa heme ss cies. ci ert? Geemarc ht oe a a0 eee ieee : Pies? He S Pas : 
- : im a Ses ie td es Z fee oere 4 or eae a he oie nee, BS en, 4 ee os y hi ga eemex 
ry ees oe eee ate 3 ‘as ff Hae ee = ah ; 3 Bes. 
ri : f i, SE a ee ee 8 ° je Bet Ss a? aah de a tna 
% Rare: ie. 2 * j Pins Pee eS xe ¥ id = z eh ee oe 
a ‘ a ae a fy “et is i 4 4 pe et a, 
AY i ae ‘ek . a eee 5 Be > ‘i =n ee rs bai, ‘an baste : 
| i. oe, | Ia — = ——— 
: 4 t ae Bhs Rik ' oe i ‘ ‘ Z sc i ae *: a 
5. ae ree . oa : ae . F re a ics 2 iain 
ees ig ee + ~ v so Same 4 a ee ee - 
oF Me ie . am ox ry , ne ; i -_ 4 . db , Hest < iB, 
; ee oo . eee g ‘e |} ae fe = a pe a4 
: ee ne a ei, ce ee © 4 % . ae’ — ne . > } a 
. i bees pes ah : : ie aes — i % ae i= Eon . ' i 
ey | c ¥ = a le git ee 
F Pa F ™. ne = é eit ‘ . See ne er oa ee an 
ta, : j a a oe mm, Te sg 
- ¢ ) , a a. ’ ; z 7 - Jj i, ate 2. st, ee a “hy ~ 2: 2 
a eee ea whee oi. ag eee a ‘ e ume, tie F : 7 
‘ lates tiem WM Gs icles phen dreals | Pat re Li VRE Re et pdak 
s a. Rr cee ee RE. Ao 1, Dm Ke NS 
ae : HES Syne 4 “ye eens eee 
: > ileal oe a alae ee oo ee ee 
= ae! » fala em Ec Cutie] Mase it, ON ee ne rar Ae 
A ee n= ‘SRE i “ie heed ie BPP ios r. <n RR Sek 3 ! me bs Ae é is ee j 
ia TE, al " ee toe See ted Ee Rem C ye x i: 
= ; sr En Oe ee SD eee ei i ee yt taller Sah ae 
re ae ii ca ee a . eee Bi 
wr ; fe, ad aga 
- ie : ie de 
z z é eh r is: See fe eh ae 3 
’ = ae = fa? e os wy Ae -. 
2 + 8 y a ~ a es : ae 2 rae : 
6 WY Wes coe \ mY % \ Bike. 
— Bo ee Peidae Bap 2s. FF, Soe Paha 
Sig , oS tg ee ee a hk ere be tS ee Se 
. # FH 4 ics @R ¢ Lg raat mo > os es mes 7 Boo 2 = a. 
Oo Ss oe eee La a ee 
a ; its | ee Ta % 7 Es ees. oR > y 
s 40 toe, ogi Fee ae 
a a @ Cyeee? * 4 
rs i Silid Pew a Aas ; 
. Re ene ; Pe. ee : 
--- Pe ae i 2 “< : Rare, 
cay ee pee . Sa Gee ait a 
. a ae 
* % Tenia sane M 7 a a ie 
— es Hee a 
e o.2 ane P “3 ae ‘ 
te ‘ee i" ae aie eh & ca 4 
. pe : te é ? : i “7 Pia 
‘ Pa ea Be So ae 
, ; “Ke er eee eh ns SBon, kee 
a 
2 pts a 
«x ob 
Rit ‘ . J eae 
1 ‘ iy : . : ; ttre ewan! . lips me « 5 ite Se hae “ ? mS ee, Par 6209 
* aol . sd 2 that we. ae Bag ete 7 oe ry art . 2 GL “5, in Se ee < ts Cites oe aj 4 3 ee eben: | pee oe Pea ge Prt etn + opal oa wae a OT 6 eee Ae el oat Cee sit 
Bice 78 oe ; . ee 7 bat ac, = eas ae aes eae Se ine Cu S. Div ars Sele tag” Sens rR ue NE eee ore Sp aos Yr ga wy Bay i ete a a Ses a Se ES Be HAS tes PY ne, ett ey Fath ton ea ek 2 TESS atk re ee Pa ne S35 i Sea 
Faeyeas,” RAC g ol kp EY mage Rae go EE SRG omega Rg th cana hee Oe ge eae Toe AL MEY prt, Wick we hah iS2 dais aR ee SS oe BER eA iia ee Va ai 2 eel cea YS tM ae Aik See Fa 2 BO! ae Se las ot Gan oe 
PR errant 0 Leet ee AE sero Se ete ay ROS Be eh ae 1 oe at oe é . Se ee boas Asta Ties p eva a Tre cei oe oe ee POC LAr oR Pa ey ies i re ne % i dew ing Hector Mok rt malas ior tegen Chr an ed ee eae pave SS eters ps Ags cc ee eae 
eas ARE Ae he a A SA Ce MN ia Fe ec SR PEN Bait pene She ease a Aen tt sh carted Be RN aes Cah Peed eS FR ee ae Arye Sr ee eae Sab deat PS BE pane IN Bay SIP Ae APs Bt ee e Seen oe Sites Sony Ge ee tee AS Pe eS ee, cat Pag EPS | 4 z ee, 
6 es ES sisi REST 9. car EE oR PON EEO ie allem ae ay ake 23 cP hp SPER ERG BP nih yo ARE Be ae Ree eee teens geist be dit Ay i Nee etre a ce i Ss ae Ser Se gal ‘ Cea fate SO ge oe ee at F BySiene ¢ GRE tv 5 % ; 
bg te re ee, Bare Tea Ae aie oe ae ot Ste ele oA Ps ae ee ss O ae Bien Sen score gt ey Lays Hee ge AGS sak ent: yea tar aes ah FA Saf el Oe Eee Pees ae i, Pehics hres ce Rte eons A Gre. cea teen) end PETE TE STS 2 i Ge a 
Re NE iB Seo the ay Benue ih cot we atae . org we ite Sette a Were ser ee os a a A me ae Oy ee wih tot ee ee kt ee Cite ec eas prea. Ae Te ee ae A dg See ny Pigs sh at iin aS eg ah Ave ae ah, RE Ww Deen Ba, Pea ss oo i, Bak, ee oe CORY Lg ae neal NP A e, 
gear at fi See Septie Fite hey at eee a eas go 8 Oe ae Pw Sa eS ay RE GROAN RS EYL oe Ke Dera hea CAE dee Pare (arn peat | PAL ee pd ee cai: SPS SO es fe SR Ss Se Oe a aia erate ae ga! lirvegth Sees Sesh, ~R o 
WY as Berton BN sew, Guten ge F SOOO a NIN TT LEA ARRAS Et METRO Pee 5 Ra RE gS ON SE SIT oe f EP Rn eR Cal i Fogel 
Wee dak oon ie my oe ie aS Es 


os 


IN TODAYS BATTLE (je 


USE OUTDOOR 
FOR MORE 


—_— - 


More People SEE Outdoor Advertising! 


T.A.B.* Study of a typical market area shows 93% 
of the people SEE Outdoor Advertising. 


People SEE OUTDOOR more often! 


The T.A.B.* figures point out that the average person 
sees OUTDOOR 22 times per month. And POLITZ 
research shows that the average “exposure time”’ 
per person is a solid 32 seconds! 


OUTDOOR delivers greater frequency—at lower 
cost than any other major medium. In flexibility, fre- 
quency, coverage—your best choice is OUTDOOR. 

*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N.Y. 


ATLANTA + BOSTON + CHICAGO «+ CLEVELAND e¢ DETROIT + HOUSTON 
LOS ANGELES + PHILADELPHIA « ST. LOUIS » SAN FRANCISCO «+ SEATTLE 


Put Your Advertising Outdoors And Watch America Go Buy ! 
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FOR SALES 


ADVERTISING 
“SEE-POWER|!” 
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Samish Granted Prison Stay 


Arthur H. Samish, once power- 
ful California liquor lobbyist, has 


| Slowemenr Draven 


NEW ENGLAND, N. Y. &N. J. 
Regional Trade Paper for: 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-BOTTLED GAS & APPLIANCES 
Needham 92, Moss. ©¢ Est. 1947 


received another stay of his three 
year penitentiary term for tax eva- 
sion. The U. S. Supreme Court 
granted the stay pending determi- 
nation of a new request by Harold 
Faulkner, attorney for Samish, that 
an appeal be heard. On Oct. 10 the 
high court refused to consider the 
‘appeal and it is expected to act 
quickly on Samish’s present peti- 
tion for a rehearing of that deci- 
| Sion. 
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As leaders in business and their 


community, 1,065,630 Elks (ABC Dec. 31, 


1954) rate unusually high. 49.7% own 
a business or have a profession... 
employ 6,265,896 people and make 
an average of 10 business trips 
annually. All are co-owners of 
The Elks Magazine, their 
favorite fraternal publication. 
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Mailed Coupon Helps 
Eaters Defray Cost 
of 5,000,000 Steaks 


Akron, O., Oct. 25—More than 
5,000,000 housewives across the na- 
tion are receiving 10¢ coupons 
from the Grand Duchess this month 
—for frozen steaks. 

The national coupon campaign, 
which will have in-store display 
and newspaper support, follows a 
very successful coupon drive in 
Los Angeles early this summer, re- 
ports Harry H. Snyder, president 
of Grand Duchess Steaks. 

The first mailings went to the 
New York and New Jersey metro- 
politan areas and the West Coast. 
Oct. 28, coupons are scheduled to 
land in Kansas City, and, Nov. 1, 
in Michigan, Indiana and parts of 
Ohio. 

Window signs, display pieces for 
frozen food cases and ad mats are 
being distributed to retailers as the 
campaign moves into their mar- 
kets. 

McDaniel-Fisher & Spelman Co., 
Akron, is the agency. 


Cott Beverage Negotiates 
for Purchase of Mission Dry 


Cott Beverage Corp., New Hav- 
en, is negotiating for the purchase 
of Mission Dry Corp., Los Angeles. 
Cott Beverage, independent soft 
drink bottler, is seeking to buy all 
the 250,000 outstanding common 
stock of Mission Dry, extract man- 
ufacturer and soft drink franchiser 
according to John J. Cott, presi- 
dent. 

Cott Beverage Corp. now has 26 
franchised bottlers. Its 1954 sales 
were approximately $5,000,000. 
Mission Dry had sales of approxi- 
mately $3,500,000 in 1954, covering 
extracts, syrups and concentrates 
to its 220 licensed bottlers. 


Altman-Stoller Adds One 

Modern Juniors, New York, 
manufacturer of women’s sepa- 
rates, has appointed Altman-Stol- 
ler Advertising, New York, to 
handle all advertising, succeedin 
Rockmore Co. 


This SAMPLE KIT WillShow You 


How Leading Firms 


ELF, 
TICK 


“Brond Bond 


Their Consumer Products 


for 


@ Greater Counter and Shelf 


Appeal—{Foods and Bev- 
erages, Apparel, Novel- 


ties, Toiletries, Toys, Etc.) 


@ Special Sales Events. 
@ Colorful Packaging Design 


—At Economical Cost. 


@ Simple Application— 


(“Self-Stick” Bands seal at 
a finger’s touch—need no 
moistening) 


Send For YOUR 


“BRAND-BAND" KIT Today! 


PACKAGING 


Division of 


PHOENIX. pRODUCTS co. 
4711 N. 27th STREET © MILWAUKEE 16, WISCONSIN 


Advertising Aye, October 31, 1955 


Getting Personal 


Kani Evans, who recently joined the announcing staff of Ameri- 
can Broadcasting Co., New York, received the 1955 Television 
Award of the Advertising Sportsmen’s Club of America at a special 
Toots Shor luncheon Oct. 18. The award is made each year to an 
individual whose contributions to the sports field have been out- 
standing, and Mr. Evans was so honored because of his “Sportsman's 
Guide” which ran for 20 weeks on DuMont-TV... 


NORM STROUSE DAY—More than 300 business and personal friends of 
Norman Strouse, new president of J. Walter Thompson Co., gath- 
ered at the Oct. 14 luncheon meeting of the Adcraft Club of De- 
troit for a testimonial celebration. Principals of the event were, left 
to right, Walker Williams, v.p., sales and advertising, Ford Motor 
Co.; Mr. Strouse; Clark H. Stevens, Adcraft president; Walter C. 
Laidlaw, executive v.p., United Foundation, of which Mr. Strouse 
is a v.p.; and (right background) James Cope, v.p., public relations, 
Chrysler Corp. 


Harold E. Fellows, NARTB president, is recuperating in Peter 
Bent Brigham Hospital, Boston, from virus pneumonia. He was 
unable to attend the NARTB regional meeting at Roanoke, Va., and 
it is not certain whether he’ll be attending other regional meetings 
in early November... 


An early winter wedding is planned by Jean B. Reynolds, Short 
Hills, N. J., and Herbert G. Drake, Darien, Conn., a v.p. of J. Walter 
Thompson Co., New York... Pat Roche and John Newman, direc- 
tor of advertising and promotion at Official Films, New York, will 
marry Nov. 26 and honeymoon in the Caribbean area. . 


AULD LANG SYNE—CBS-TV v.p. Merle Jones gathered together these 
radio and tv men to discuss the “good old days” seven years ago, 
when they were all on the staff of radio station WCCO, the 
CBS-owned station in Minneapolis. Present were (standing, left to 
right) Harvey Struthers, general manager of WEEI, Boston; Al 
Harding, account executive in CBS network sales; Merle Jones, v.p. 
in charge of CBS-owned tv stations and general services; Sig Mick- 
elson, CBS v.p. in charge of news and public affairs; and Tony Moe, 
account executive of CBS-TV Spot Sales. Seated are Tom Dawson, 
general manager of CBS-network sales; Gene Wilkey, station man- 
ager of KMOX, St. Louis; and Carl Ward, general manager of 
WCBS. 


For his 20th anniversary with Kleppner Co., New York, John 
Collins, sales promotion director, received a gold watch at a surprise 
luncheon at the New Weston Hotel—and was the hero of the pro- 
gram, “This is Your Strife—John Collins”... 

Frank H. Woodward, of the Hulton Press, London, has been in the 
U.S. and Canada during the past few weeks, and was a guest at the 
Oct. 17 meeting of the Agate Club in Chicago... 

John J. Louis, vice-president of Needham, Louis & Brorby, Chi- 
cago agency, joined with Mrs. Louis in making a gift of $100,000 
to Evanston Hospital, Evanston, Ill. The gift was made through 
John H. Platt, Kraft Foods Co., chairman of the drive to raise 
$3,500,000 for hospital expansion. Mr. Platt has just relinquished 
the chairmanship of the Audit Bureau of Circulations. 

Mel Leavitt, sports and special events director for WDSU, is a 
father once again. The new baby, first son, is named Briant 
Ralph ... 

Radio Corp. of America chairman David Sarnoff received the 1955 
Gold Medal Award of the Hundred Year Assn. of New York for his 
work as “pioneer, founder and leader in electronic communica- 
tion” 
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pire Se 
~~% ho turns to her 


newspaper first 


ee 


») | 7 . 
Gi ... and in Chicago he turns 
S yey first to the Chicago Daily News 


CON: Here's why: 
6 © ere s why: 
(9 (y @ 6 % the appearance of Daily News women’s page is different 
G) ... with unusual touches . . . with stories displayed as a 
(9 lady likes 


% praise on Daily News women’s page make- 
up has come from journalism experts across 
the country .. . praise for lively content, for 
sparkling presentation 


% the by-lines of Daily News women’s 
page writers sound a note of per- 
sonal friendship for thousands of 
Chicago-area homemakers . . . Peg 
Zwecker on fashion, Patricia Han- 
cock on beauty, .Isabel Du Bois on 
foods, Athlyn Deshais on society. 


% reader response proves our 
points ... letters flock in to the 
Daily News commenting on the 
women’s page columns .. . and 
retailers enjoy quick action 
from their Daily News adver- 
tising, too 


% the timing is right . . . because the Daily News is Chicago’s 
home newspaper, an evening paper . . .one a homemaker 
| can enjoy with her family . . . at leisure after dinner 


Si does the shopping for her family . . . so when you 
want Her to turn to your product...catch her eye in the 
advertising columns of the Chicago home newspaper... 


CHICAGO DAILY NEWS 


Chicago's Growing Newspaper 


NEW YORK MIAMI DETROIT ATLANTA SAN FRANCISCO LOS ANGELES 
45 Rockefeller Plaza 200 S. Miami Ave. Free Press Building 57 Forsyth St., N.W 703 Market Street 1651 Cosmo Street 
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this one Is... 


The November issue of FIELD & STREAM 
breaks all records in the long history of 


sportsman’s magazine publishing. 


... 220 Pages 

... 199 Advertisers 

...J0,890 Lines of Advertising” 
... 390,118 Dollar Volume 


Great Stories * Special Illustrations 
Zane Grey: Irvin S. Cobb : John Taintor Foote 
Robert C. Ruark : Corey Ford - 15 Others 


* There was one issue with more lineage—the May, 1947, Field & Stream which carried 52,081 lines. 


FLASH! October Newsstand Sale is 27.5% over September— 
Further Proof that Sportsmen recognize a Quality Magazine! 


— 4 S * Sure 2 ” rT} . Py .- A 
5 .. Week. Sus 23 7 ° = Z % gt = 3 guar. z ee F Se Ge + 
Rn Sq ine ras af at: “ae | tea / ait ape Be Noakes ag re P ale be “eel = tat Fe 5 oe z Rhy eae aor (atts ae FEMA Shed ae Zeer Rey ths Wh, Ss i Mart alk Wee e e, : 
‘ ae igs ? are s. f; ; icp 1 : EE ee, '* ¢ ? y as F aN ; P 4 ~~ ae NAN ED MRM TF le oo 7 a i 
cay me A a 4 : : aim 7 a J one ee os eee 
cope a. 
hee ” a 
i. . 
rg se : 
igh gb Pe 
eb y 
: ~ 
ea p 
" G 
at 
ee 
. 
‘s 
re 
- 
ee : 
4 
7 
f 
ae 
hid 
. 
% 
‘ 
’ 
‘ = 
f 
7 
; : 
y 
i 
; 
a 
| 
“ 
i ‘ P ; é al 
7h 4 oF ; rm) ‘ ee 4 6 Satis Sa : aie “ arte See Pee { 4 ee: Fak Fae oR a ia Fao pei? mus Meg te ok SS RSE : =e 7 re ie 
Jo a a + ote Se oe ghee ies Seiad Ses, ES LE I PD, oe Py ook. Ty ee he ET yo OR a ae ge Ee eee se eee ee ee et = 9 OY Me eee sp en a we AA oe, Che Jee em Se eee ee, 
Pia ey fF e iene Pee ees . y : oS east lade saa RPh poh Pee ee ee me es Nee Re At Ata} fo oa So 5P toa pee os ie re, wv Masi, eG PNR SA ie fee ki, Sms Oe ee it nt © 
Eee Veg Gitta ER ee egeg ot a I sy Re Le ae aah ea Me RICY ty AE oe Sagi MeN raat ck he RRR er RON NMP, 2k tee etme Bele tare ib ge ne 
pps eft ee eS <a ape IN a Mae rai Pe I as Ries Se are ge SRP. ig ee A oe BE Ae AeA Drei a, 4 wea bl OR Nala Bene ee cee BP re Pg tT SIRT EL CE Se Ae ae [atti a A AE ok eee fee’ eo iy Sa cae nage ee ite bs cacti: ars waite at Wess, ee a arte the ape Ne Ses ee é aay Sen ere 
‘pets aes a Ey AR Paes nce os SELON hep eh eee SR Rn Pel see RN et RR TORT eh, or SN Ue a SiS Se ees hy ec eh SSB nt Or eka vs SN te TS OL ae Dagens Pd Se ST | gy es Rg a age ek A Re chew wate ee ete. va! Soehas, eo Ren BAe 1 ae ee eee ge lad 
ee ~* ¥ OY Sete eg” ee tere j acl Se eR ee eg ee) oe A ek a ieee Silat gh SS ba eS TE Ey te, @ OS, Meme et SaaS na a oe ine zea x Ber? ee Boe Ty ks Ce See Erte es ae dee oe Paes Sake pate Pani Chg Vike) Sao ee Cae ee eG LF ie eee See 
es GRD Cone oda teen sf SAR) Se. kee ee Bs via) SNe eet hme ap © Ree Ae Be ba Ny eoermgee tae ee We ts 9 Se nae ey Raps OR ME RT Chee more ke ae coe er lepine ee fo” Guia ene aes 6 ail ae de re en See RBS Nati ord < 25 HET ee Re ee a e's ae aE Tare g™ ab eee 
Pe > pra OR Be enh Mae Se TEN $e watch ne ob Uden ge Lae CA MES ain Ohta at a Fy oe enon eRe | OG Sale CRT tl Yen Wap Bie athe Soe a Te Soe Rs “hee ah Sontag Egan > 6 th ite ee Rie tn a vee, eer el ve ie SP Aare ME AERA ae, aes ge epee ee 2 PE 6S ae i re eee 
Lema A athe ie cok & oe 5 BRU Re as ke Sah a ee ee ac oe AERC pee aS Eaey Pi on A Pe Waar there Ale Be ee reres iF Se ee ee MS bg Woah oe AP ~ > So ge * beta BE 1 Bate iat te 68" te vf iy Ma eae ON oe gE Ay Py Pee oe Sw, ae es aot a sae 
est aes eet EBS Se Py ee) GALT Ri a tee 4) Te eae S25 ee eee Me, Pees Par a Se ge eM iin i a Re gee beet ot at ak Or Bai See kee Mea!” Te ac) of a ee ee eat ee Re, SaMenee Bese Aes He Sete et Te | ae (9. fae Dae a: SS > LRP A at We Neal Alig a ae, Soa forties ot 
Fy Sa ee EE ee Renee se eNO, aden Nb 4) on eat) Rua OE en, She Reg ra yr cll ee cal Oe oh lane oe Ar eS eae Se as A i | Ck Le ey ie a ARS Aaa t cen Lot tS eR a Se ie ae Ok eo tg ee ARE Seg ee Aes Oe bie fe ae a SS Se D3 i Ad eae oh OP ee AE GY 


as 


se a ee ¢ eho ar s : - : 
i } "i 1 pata Ree aie! a2 li Acai Tas Sere. ’ te ar oo 9 é 


Sg SG a eee ote, + 


oes 


NOVEMBER 1955 


AMERICA'S NUMBER ONE SPORTSMAN'S MAGAZINE FOR 60 YEARS 


Available NOW At All Leading Newsstands 
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EVERY issue a merchandising issue 


tcy manufacturers’ 
“door opener’ into the 
$1 billion toy field! 


May ___To Be Announced 7 
- Number 


TOYS and NOVELTIES 


New York, Boston, Pittsburgh, St. Louis 
1405 Merchandise Mart, Chicago 54, Ill. 


Los Angeles, Dallas, Atlanta, Kansas City 


ty 


WRITE FOR FURTHER INFORMATION 


AFTRA Hits Pay TV 


American Federation of Televi- 
sion & Radio Artists, New York, 
has come out against pay television 
because it “will reduce the em- 
ployment opportunities of our 
members and adversely affect the 
entire entertainment industry” and 
will bring about “reduced audience 
that would result in less expendi- 
ture for sponsored programs.” 


Buick Signs tor ABC Radio 


Buick is the first sponsor signed 
for ABC Radio’s new week-night 
programming. The auto maker, 
through Kudner Agency, spon- 
sored four five-minute segments 
Oct. 26 as a part of the introduc- 
tory campaign for its new line. 


Frame Heads ANA Committee 

Stanley Frame, marketing re- 
search manager of National Biscuit 
Co., has been appointed chairman 
of the advertising research steering 
committee of the Assn. of National 
Advertisers. 


in Cincinnati, it’s always the... . 


... CINCINNATI'S 
UNDISPUTED LEADER... 


CINCINNATI TIMES-STAR 


... First by far, in General Advertising linage 


During the first seven months, 1955... 


The TIMES-STAR carried 1,612,418 lines of 
General Display Advertising... 

193,667 more lines than the POST 

203,889 more lines than the Daily ENQUIRER 


Source: Media Records 


For maximum cash register results 


IMES-STAR _ 


GENERAL ADVERTISING REPRESENTATIVES— 


O’Mara & Ormsbee—New York, Chicago, Detroit, San Francisco, Los Angeles 
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Chiet Apparel Plan 
Guarantees to Pull 


Customers Each Day 


New York, Oct. 25—Chief Ap- 
parel Inc.—which has been known 
to use black “snowflakes” to pro- 
mote its line of sport jackets—is 
introducing its fall line with the 
help of that annual autumnal mad- 
ness, football. 

The whole thing started with a 
24-page insert in Esquire’s Apparel 
Arts, which not only serves as the 
company’s product catalog, but al- 
so carried an announcement to 
dealers that Sport Chief was 
“guaranteeing” to bring customers 
into stores every day of the week. 

Chief’s idea is to get customers 
to fill in, each week, what they 
think will be the final scores of ten 
leading football games scheduled 
for each of ten weeks. The ten 
winners will get special prizes, 
with a grand prize of a week’s va- 
cation for two in Hollywood. The 
jaunt includes a pair of 50-yard- 
line ducats for the Rose Bowl game 
Jan. 1. 

The prediction contest is being 
boosted in five half-pages in Col- 
lier’s, Esquire and Look. Each ad, 
in addition, will show a movie star 
—Jeff Chandler, Tony Curtis, Rock 
Hudson and George Nader make 
up the roster—wearing a Sport 
Chief jacket. 


® This is not the first time Sport 
Chief has tied in with Hollywood. 
Last spring a jacket promotion was 
spliced with “Captain Lightfoot,” a 
Universal-International movie 
starring the aforementioned Mr. 
Hudson. Consumers were asked to 
vote one of three U-I personalities 
“Miss Sport Chief of 1955.” Coop- 
erative promotional tie-ins were 
arranged with theaters showing 
the movie, as well as with local 
men’s wear dealers. 

One promotion saw allies made 
of Sport Chief, Tony Curtis, Uni- 
versal-International and the MG 
sports car. The program included 
half pages in Argosy, Esquire, Life, 
Look and True. Consumers were 
asked to get entry blanks at deal- 
ers and complete the 25-word 
statement, “My favorite outdoor 
sport is. . .”” About 14,000 completed 
entries were mailed in to the Reu- 
ben H. Donnelley organization. 

Sport Chief went so far as to de- 
sign a Tony Curtis-MG jacket, us- 
ing the MG trademark and replicas 
of the car on the jacket lining. 


® The black “snowflake” deal was 
a tie-in with the Danny Kaye-Bing 
Crosby movie, ‘““White Christmas.” 
The jacket company got busy and 
produced a “White Christmas” 
jacket, designed with black snow- 
flakes on a white background. 
Like the one last spring, in 
which Sport Chief dealers them- 
selves could win a contest, the cur- 
rent promotion offers dealers a 
number of prizes. The dealer who 
runs the best-staged over-all pro- 
motion will get his fall order of 
Sport Chief jackets free—up to the 
dollar volume of the order he 
placed last spring. Second and 
third prizes are one-half and one- 
quarter the dollar volume free. 
Best displays will get winners $25 
to $500 in bonds. 
Harold Miller Co. is the agency 
handling Sport Chief. 


GF Boosts 3 in Baker-Gaines 


General Foods Corp., White 
Plains, N.Y., has appointed George 
R. Plass marketing manager, Ben 
M. Hines manager of product de- 
velopment and Frank Cummings 
division controller of the Baker- 
Gaines division. Mr. Plass formerly 
was assistant director of corporate 
marketing, Mr. Hines previously 
was manager of special projects in 
GF’s new products department, 
and Mr. Cummings has been con- 
troller of the Gaines division. 
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How all magazines rank in pages of 


advertising 5 major classifications 


...in Men’s Wear* 


...in Tires and Tubes* 


...in Smoking Materials* 


MAGAZINE 


RANK 


January-September 1955 *Source P.1.B. 


...in Passenger Cars 


MAGAZINE RANK and Vehicles* 
Esquire 1 MAGAZINE RANK 
New Yorker 2 

SPORTS ILLUSTRATED 3 Life 1 
Life 4 Saturday Evening Post 2 
Saturday Evening Post 5 Time 3 
Time Ss New Yorker 4 
Look 7 Newsweek 5 
Collier's 8 U.S. News & World Report 6 
Newsweek 9 4 SPORTS ILLUSTRATED 7 
Field & Stream 10 Look 8 
True 11 Collier's 93 
Ebony 12 Holiday 10 


...in Sporting Goods 


MAGAZINE RANK and Toys* 
Saturday Evening Post 1 Agave sichitoee 
Life 2 

Time 3 Outdoor Life } 
Newsweek 4 Field & Stream 2 
SPORTS ILLUSTRATED 5 Sports Afield 3 
Collier's 6 Boys’ Life 4a 
U.S. News & World Report 7 SPORTS ILLUSTRATED 5 
Town Journal 8 Popular Mechanics 6 
Business Week 5S) Argosy 7 
Reader's Digest 10 True 8 
Look 11 Saturday Evening Post 9 
New Yorker 12 Mechanix Illustrated 10 


Although SPORTS ILLUSTRATED is not yet ist in 
any classification (except in the hearts of its readers), 
it made the first division in several major advertising 
classifications in less than one year of publishing. 


Life . Nearly 450 advertisers have used SPORTS ILLUS- 
Saturday Evening Post 2 won Angus $050 to Aupuss Silt EERE 
Look 3 any other magazine ever published in its first year, 
Collier's 4 with the exception of LIFE. 

Time 5 
New Yorker 6 

a SPORTS ILLUSTRATED 7 

Newsweek 8 ; 

Ebony 9 

Outdoor Life 10 ILLUSTRATED 

Sports Afield 11 

American Legion 12 W. W. Holman, Advertising Director, 9 Rockefeller Plaza, New York 20, N.Y. 
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VACUUM-FORMED — Brown-Forman 
Distillers Corp. is using 10,000 of 
these new vacuum-formed trans- 
parent plastic signs to push Early 
Times whisky. Goodren Products 
Corp., Englewood, N. J., developed 
the signs, on which both the foot- 
ball and Early Times bottle have 
been “popped out” to create a 
third dimension. 


Carson Pirie Retains O'Leary 
Carson Pirie Scott & Co., Chica- 
go department store, has retained 
George O’Leary, creative consult- 
ant, to write a “human interest” 
editorial column which will appear 
as a panel in Carson’s display ad- 
vertisement once a week. Mr. 
O’Leary also edits another column 
for retail stores which is available 
to one store in each market area 
on an exclusive franchise basis. 


Allen Heads Zellerbach PR 


Charles E. Allen has been named 
director of public relations of 
Crown Zellerbach Corp., San Fran- 
cisco, succeeding William D. Welsh, 
who has retired. Mr. Allen joined 
Crown as assistant director of pub- 
lic relations in September, 1954. 


Charney & Co. Adds Two 


Charles J. Charney & Co., New 
York, has been appointed to handle 
advertising for Koro Co., New 
York lingerie manufacturer, and 
Tiara Originals, New York dress 
manufacturer. 


“Red” Quinian, Vice Pres., 
American Broadcasting Co. 
always carries his 


Minox 


camera 
because—it cannot be 
excelled for client public 
relations, monitoring TV 
programs, and microfilming 
important station and 
rsonal documents. in 

is work...for his pleasure 
—he uses the world's 
tiniest precision camera— 
so tiny (1%6"x 3%" %") 
—so light (2% oz.). fast 
£/3.5 lens. all speeds from 
Va sec. up to 1/1000 sec. NO 
FLASH NECESSARY FOR 
INSIDE SHOTS. you'll want 
@ minox, too! 


minox III-S with 

chain and case 13950 
for literature and your 
dealer, write Dept. M 


KLING Photo Corp. 
235 Fourth Ave., 
New York 3, N.Y. 
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DIA BUYER | 


Strong men use 


when they 


1. It is largest in circulation 


Significant, eh, what? Bride’s has the largest net paid circulation 
of any magazine published for girls who are going to be married. 
It has enjoyed this preference since October, 1954. The circula- 
tion is ABC audited, naturally. 


2. Space may now be purchased 
regionally or sectionally 


Beginning with the first issue of 1956, Bride’s will be published 
in 15 regional and sectional editions. Now in addition to the 
national issue any one edition —or any combination of them — 
may be used by advertisers. You can now tailor your advertising 
to your pattern of distribution. 


3. There is no waste circulation 


Every last and lovely reader of Bride’s is in the market, ready 
and eager to buy, at the time she reads the magazine. And she’ll 
spend more money at this time than at any other single time of 
her life. What a concentration of buying power Bride’s circula- 
tion brings you. 


4, Every reader needs almost 
everything 


Glory be, what an opportunity! More than half a million practi- 
cally naked young women waiting to be sumptuously clothed 
from the skin out; eager to furnish empty new homes from the 
ground up; anticipating expensive honeymoon trips and avidly 
seeking travel information. 
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ACCOUNT EXECUTIVE | 


ADVERTISING MANAGER 


, 


recommend PRI 


magazine 


5. Ads are looked at again and again 


Television hasn’t cut down the reading time given to this maga- 
zine. Readers pore over it—study it—return to it time after time. 
And this is one book where the ads are as important to readers 
as the editorial content. They linger over them, study the illus- 
trations, read every word of the copy, absorb every single sales 
point you give them. 


eet ee 


i §6©6. Readers will influence sales 


of $1.7 billion in 1956 


This estimate is as conservative as a Vermont banker. In influ- 
encing the expenditure of this colossal bankroll, the only ques- 
tion in the minds of the readers of Bride’s will be which brands 
should they purchase. Yours, maybe? 


7. Every reader commands a 
small army of customers 


I'd love to have that!” the odds are she gets it. And boy, does 
she point! And the word gets around to all her relatives and all 
her friends — and the wedding gifts pour in. Will she point to 
your product? 


t When an engaged gal points to a picture in Bride’s and says “Oh, 
| 


= 8. Every issue brings you a 
wholly new market 


As soon as the readers of one issue say “I do” and march out of 
our influence, a new multitude marches in— with new desires, 
new needs, and scads of new money itching to be spent. As one 
successful advertiser said, “I'd be crazy not to advertise in all 
four issues of Bride’s.” 


these strong supporting reasons 


9. It’s the only “experienced” book for brides 


This is the only book that has served two generations of brides. 
Twenty-one years of specialized experience have given Bride's 
the savvy (and savoir-vivre) to develop editorial policies with 
greatest appeal for young women engaged. Hence, the larger 
net paid circulation. 


10. It has the largest number of advertisers 


This is not because we are superlative salesmen. It’s because 
canny Media Buyers, shrewd Account Executives, and realistic 
Advertising Managers find that advertising in Bride’s pays hand- 
somely. Oh, yes—not only the largest number of advertisers, but 
also the largest number of pages of advertising. 


11. Buy now and beat the rate increase 


New rates will be based on total circulation (4 issues) of 550,000, 
or an average of 137,500 per issue net paid ABC. Circulation 
will actually be in excess of 600,000 for 1956. However, we will 
accept contracts for space throughout 1956 at current rates pro- 
vided such contracts reach us prior to November 20, 1955, which 
is the closing date for the Spring 1956 edition. 


BRIDE’S Magazine 


New York — William S. Cox, Vice President and Eastern 
Advertising Manager. 527 Fifth Avenue. Phone, Murray 
Hill 2-1490 

Chicago — Robert M. Thorsen, Vice President and Western 
Advertising Manager. 230 North Michigan Avenue. Phone, 
Dearborn 2-5325 

Los Angeles — Gordon Cole, Manager Blanchard Nichols, Inc. 
633 South Westmoreland. Phone, Dunkirk 8-6134 

San Francisco — George S. Nichols, President Blanchard 
Nichols, Inc., 111 Sutter Street. Phone, Yukon 66341 
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YEAR AFTER YEAR AFTER YEAR 


There is no stronger testimony to a publication’s 
advertising effectiveness than the amount of space 
placed in ts pages by America’s leading companies 
and their advertising agencies. 

Again in 1955, these companies and 

their agencies are placing more pages of advertising 
in Business Week than in any other general, 


general-business or news magazine. 


Successful ag Advertisers i 


and their Agencies know... 


you advertise 
in Business Week when 
you want to influence management men. 


BUSINESS 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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Now Advertisers Can Reach Even More 
Automotive Decision Men. 


More dealership men and factory execu- On the June, 1955 ABC— 
tives than ever before study the pages of 
Automotive News every Monday morning. 
They absorb authoritative news and com- @ Car and truck dealer circulation —UP! 
mentary to help them plan buying moves. @ Automotive jobber circulation — UP! 
They search for products to help them 
operate efficiently. 


@ Factory executive circulation — UP! 


Total: 42,541 top-bracket subscribers — all 
paying $8.00 per year, the industry's high- 
And Automotive News is reaching still an- est rate. Renewal rate, too, is tops — 85%. 


other group of buyers—1,059 of the top Nowhere else can you get such coverage of 
these important segments of the automotive 


automotive jobbers. Natural isn't it—since 
market. 


the car dealer market is a big market for 
them? *June 27 issve. 
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THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


PENOBSCOT BUILDING e DETROIT 26, MICHIGAN 


Rey NEW YORK: Edward Kruspzk, Advertising Mer.; Ray Billingham, Howard E. Bradley, 51 aie 71-6871 
] DETROIT: R. L. Webber, Mich. Mgr.; Wm. Maas, Roy Holihan, 2666 Penobscot ‘Woodward 3 
REPRESENTATI es: SHICAGO: J. Goldstein, Western Mer.; William H. Gallagher, 360 N. Michigan Ave., State 2-62 
LOS ANGELES: R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 


Wilson 


Hawkins 


SMILES—Signing a contract for radio broadcasts of nine midwestern 
football games over WMAQ, Chicago, brought together Joe Wilson, 
WMAQ sportscaster; R. D. Hawkins, account executive, Kenyon & 
Eckhardt, and K. E. Johnson, chairman, Chicago district, Lincoln- 
Mercury Dealers Advertising Assn. 


Johnson 


wh NE 


September Sales of Chain Stores 


1955 1954 
Food Chains 
“Grand Union ...... $ 27,031,323 $ 20,879,372 
*oJewel Tea Co. .... 24,014,418 21,673,489 
ee a ae 96,828,021 79,875,269 
National Tea ...... 45,391,401 41,262,392 
Be are 137,586,834 129,146,385 

Group Total ..... $ 306,837,579 $271,163,418 
Mail Order 
Sears, Roebuck .... 299,186,778 264,271,603 
ES. “Sb oa sivoeie 4 10,604,194 11,269,4y1 
Montgomery Ward 92,071,040 81,486,153 

Group Total ..... $ 401,862,012 $357,027,247 
Drug Chains 
Ee aa 4,936,027 4,751,601 
Ee 16,230,881 15,082,783 

Group Total ......§ 21,166,908 $ 19,834,384 
Variety and Miscellaneous 
‘Bond Stores ...... 6,260,146 6,138,290 
Butler Bros. ....... 12,380,084 10,695,225 
‘Diana Stores Corp 2,563,801 2,257,249 
Edison Bros. ...... 7,889,494 7,245,058 
Fishman, M. H. .... 1,315,897 1,078,688 
SEE ia) ib u's © 5-0 27,322,695 25,093,229 
'Grayson- Robinson 

EE eeeacacs.ees 8,614,874 7,470,008 
.. . Saran 9,065,585 8,458,707 
Howard Stores ...... 2,285,579 1,974,063 
Interstate Dept. 

SN Naatacases 5,229,105 4,815,484 
Kinney, G. R. Co. .. 4,687,000 3,963,000 
err 28,482,189 25,981,065 
SR re Aw ctce 12,579,770 12,804,290 
Lane Bryant, Inc 5,295,808 4,348,230 
ee 4 12,404,615 11,285,229 
SE Ae hecwe oes 8,579,273 7,889,756 
*McLellan Stores ... 4.873.993 4,713,027 
Melville Shoe ...... 11,844,227 10,932,086 
©Mercantile Stores, 

a saeehaGkeoes 11,158,000 10,110,000 
'Miller-Wohl Co. 2,955,205 2,792,813 
Murphy, G. C. ..... 15,803,121 13,804,045 
National Shirt Shops 1,259,211 1,243,462 
Neisner Bros. ...... 5,517,842 5,035,098 
Newberry, J. J. ..... 16,250,809 14,661,391 
Penney, J. ©. ...... 104,974,337 91,021,563 
Rose’s 5-10-25 ..... 2,097,061 1,957,497 
*Shoe Corp. of America 7,850,615 6,922,982 
*Sterchi Bros. Stores . 1,351,075 1,094,848 
Western Auto ...... 17,672,000 13,594,000 
White's Auto Stores . 2,486,865 2,074,433 
Woolworth, F. W. ... 61,112,371 55,186,691 


Group Total ..... 
Combined Total 


“Five weeks and 31 


~ % Gain 
or Loss 


+10.8 
+21.2 
+10.0 


— 5.9 
+13.0 


+ 39 
+ 7.6 
+ 6.7 


+19.9 
+10.7 


——9 months-———-—. % Gain 


$ 422,162,647 $377,141,507 +11.9 $3,152,854,895 $2,908,268,589 + 8.4 


weeks. Four weeks and 40 weeks. 


. .$1,152,029,146 $1,025,166,556 +12.4 $8,941,074,237 $8,207,476,279 


1955 1954 or Loss 

+29.5 $ 159,725,898 $ 128,788,615 +24.0 
230,228,193 206,758,707 +11.4 
794,268,330 749,169,861 +10.6 
430,411,229 392,555,557 + 9.6 

+ 6.5 1,334,483,037 1,255,202,728 + 6.3 
+13.2 $2,718,888,494 $2,525,716,761 + 7.6 
+13.2 2,165,833,171 1,923,136,664 +12.6 
81,616,567 $3,179,354 — 1.8 
640,097,007 593,075,969 + 7.9 

+12.6 $2,887,546,745 $2,599,391,987 +11.1 
41,488,839 39,534,992 + 49 
140,295,264 134,563,950 + 4.3 

$ 181,784,103 $ 174,098,942 + 4.4 
10,495,855 10,213,607 + 2.8 
84,735,800 75,337,173 +12.5 

5,047,631 4,508,767 +12.6 

62,369,288 56,821,433 + 9.7 

9,738,255 8,519,121 +14.3 
216,753,173 196,777,150 +10.2 
15,744,508 13,464,876 +16.9 
66,648,271 64,689,442 + 3.0 
19,736,130 16,017,067 +23.2 
39,591,832 37,712,854 + 5.0 
33,018,000 29,841,000 +10.7 
227,038,136 217,325,551 + 4.5 
109,755,638 110,117,110 — 0.3 
46,150,165 42,857,507 + 7.7 
97,568,073 90,497,632 + 7.8 
71,335,719 68,389,071 + 4.3 
35,549,784 35,720,676 — 0.5 
75,221,013 71,190,955 + 5.7 
$1,820,000 72,620,000 + 8.2 

5,760,264 5,410,306 + 6.5 
127,145,175 118,120,708 + 7.6 
12,636,497 11,475,972 +10.1 
44,463,187 41,993,287 + 5.9 
123,272,699 117,643,760 + 48 
787,988,431 714,534,966 +10.3 
15,472,007 14,574,514 + 6.1 
50,330,916 45,039,774 +11.8 
10,029,734 9,286,560 + 8.0 
143,842,000 120,513,000 +19.4 
21,392,084 15,839,361 +35.1 
502,204,630 471,215,389 + 6.5 

+ 89 

¢Eight month period. ‘Two month period. 


*Seven month period. ’Five weeks and 39 weeks. *Not included in totals. 


Capper Appoints Five 


Capper Publications Inc., Tope- 
ka, Kan., has appointed five per- 
sons to its sales staffs. They are 
Arthur C. Christensen, to the New 
York staff of Household; Otto N. 
Fehrer, Cleveland Household staff; 
Richard F. Burkhart, 
Capper’s Farmer staff; Thomas J. 
Crimmins, New York office sales 
force; Austin D. Schnacke Jr., To- 


peka sales force. 


Trendex Promotes Two 


Trendex Inc., 


Cleveland 


New York, has ap- | 
pointed Mary Smith a v.p. and 
John P. List comptroller of the 
company. Miss Smith joined Tren- 
dex shortly after its organization 
in 1950. She will continue to serv- 
ice accounts as well as direct all 
field staff operations. Mr. 
joined the company in 1952. 


Irene Sims Joins W&éG 


Mrs. Irene S. Sims, for five years 


v.p. of Thomas & Delehanty, has 
been appointed copy chief of Weiss 
& Geller, New York. 


List 


YOU CAN'T PREDICT 
the dav when semeone 
will accuse you of 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES * CLIENTS 
all can have 
INSURANCE 


ainst this hazard, at very little expense. 
it's smart to have our special policy ee 


AND BE PROTECTED 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 


CORPORATION 


OURANCE EXCHANGE | 
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THE FABULOUS SOUTHWEST 
is the Biggest Hunk 
of the United States 
that 30¢ per line 
will buy — anywhere 


The #1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


| Advertising Council Seeks | 
Nighttime Network TV Shows 
| The Advertising Council, New| 
York, set its sights on nighttime | 
network tv this week, aiming at| 
‘sponsorship of the council’s public | 
Service campaigns by all programs 
‘on Class A network time. Special | 
targets are the 51 advertisers who 
sponsor filmed shows. Technical | 
problems which make it difficult | 
to insert messages into a filmed | 
number of filmed programs cooper- 
ating with the council. 

The council is asking each ad- 
vertiser sponsoring a filmed tv 
program to select seven of the big | 
iten public service campaigns and 


ea $ gt eS % cs sy aa 


week during the fall-winter-spring 


| Season. So far 28 advertisers have 
‘said yes, seven have said no be-| 


cause of technical difficulties and 
16 have not answered as yet. 


New Seagram Subsidiary 
Will Market Specialties 
The House of Seagram, New 


York, will set up a new subsidiary | 
early next year to handle specialty | 
items. These are expected to in- | 
@ clude such brands as Chivas Regal | 
show have in the past limited the | scotch, Christopher Columbus rum, | 
Seagram’s | 
Crown Royal Canadian whisky, a | 
brandy and a line of cordials and | 


Wolfschmidt vodka, 


prepared cocktails. 


Personnel and operational proce- | 


dure of the proposed division have 


to schedule a message every sixth ‘still to be selected. 


ee hess gee ae 


oy 


he Atlanta Journal 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 
Represented by Kelly-Smith Co. 
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| - Look at Atianta..- 


Lockheed’s Hercules hurtles over Lockheed Air- 


craft’s Georgia plant outside 


Atlanta. Fourth 


€130-A contract, announced Oct. 3, promises 
to be over $100,000,000, largest contract Lock- 


heed has received here for 
medium transport for the Air 


this turbo-prop 
Force. 


Lockheed’s impact on this region’s economy 
is substantial. Over 17,000 are employed in the 
plant. Annual payroll is $72,175,000. In addi- 
tion since locating here in 1951 Lockheed has 


spent $50,000,000 with Georgia 


suppliers. 


Advertising in the South’s largest newspapers 
can help you share the prosperity of this rapidly 


growing Georgia market. 


Circulation: 436,403 Daily ¢« 492,738 Sunday (A.B8.c. 3/31/55) 


Advertising Age, October 31, 1955 


_ We'll do anything for a lady 3 


| 
| 
| 
| 
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FAIR ON THE SQUARE—New York’s 
newest department store, The Fair, 
located on the site of the old Ohr- 
back’s, opened recently and is cur- 
rently running institutional news- 
paper ads with a flavor somewhat 
akin to ads run by its predecessor. 
Perhaps it’s because the agency, 
Harry Serwer Inc., also worked on 
Ohrback’s advertising. 


WGBI-TV Plans to 
Utilize 2,000,000 
Watts in UHF Relay 


SCRANTON, Oct. 25—WGBI-TV, 
which now operates at 250,000 
watts on Channel 22, will become 
the world’s first 2,000,000 watt sta- 
tion if Federal Communications 
Commission approval is forthcom- 
ing. The necessary equipment has 
been ordered from General Elec- 
tric Co. 

The pioneer high band station 
covers a market with 97% u.h.f. 
conversion. It proposes to use its 
super power equipment—the 
equivalent of three transmitters 
and three antennas—to feed CBS 
shows to Sunbury and Williams- 
port stations. U.h.f. construction 
permits have long been outstand- 
ing for these cities. Both grantees 
are newspaper-owned companies. 


® Microwave relay will be used to 
feed the WGBI-TV signal to the 
new Williamsport station, which 
expects to start programming with- 
in 60 days after the commission 
okays the WGBI-TV power boost. 
‘It also will carry local shows. 
WKOK-TYV, Sunbury, plans to be 
open for business by next spring. 
This station will pick up the 
WGBI-TV signal directly. Sunbury 
too will carry local programming. 
WGBI-TV, which already has 
FCC approval to transmit at 1,000,- 
000 watts, has volunteered to fur- 
nish the commission with reports 
on the comparable effectiveness of 
‘the high power equipment if the 
commission okays the move. 


‘Holiday,’ Decca Records 
Promote Musical Holidays 
| Decca Records, New York, and 
Holiday, Philadelphia, have com- 
bined forces to promote a series of 
\*musical holidays” for armchair 
voyagers. Nine record albums, each 
featuring the music of a foreign 
‘country, are now being introduced 
across the country, supported by 
iads in the November Holiday, the 
‘October, November and December 
Atlantic Monthly, Harper’s, Satur- 
day Review and music magazines. 
The album covers are illustrated 
with travel pictures from Holiday, 
and the Holiday logotype is used 
in the album title, “Your Musical 
Holiday.” Cunningham & Walsh, 
New York, is the agency. 


MCA-TV Lid. Boosts Korman 

Marvin Korman, who has been 
with MCA-TV Ltd., New York, 
since October, 1954, has been 
named supervisor of art and pro- 
duction for the film syndication 
division. 
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Do you sell cake mix, frozen foods, canned foods | 


...or anything growing young families 


can eat? Then hear this... 


TRUE CONFESSIONS 
| GIVES YOU 

| MORE YOUNG WOMEN 
| 18 TO 25 


| PER DOLLAR 
| 


~ 


THAN ANY OTHER 
! MAGAZINE 


THESE ARE THE FACTS: (1) Get a woman young and she’s yours for life. (2) More 18-25’s 
here per dollar than anywhere else. (3) More young-marrieds, ditto. (4) More households 
with youngsters under 5. (5) Real readership vitality — 87.3% newsstand sale, handsome 
bonus delivered 3d quarter, '55. (P.S.) When you're buying young women — and the low-cost, 
low-duplication screen-romance groups—buy horizontally, select the best books from the 
top of the best groups . . . and you can’t miss TRUE CONFESSIONS and its screen-sister, 
MOTION PICTURE. Delivered bonus 3d quarter, 1955 in excess of 250,000. Fawcett 
Publications « 67 W. 44th St., New York « Chicago « Detroit « San Francisco « Los Angeles. 
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BotA Appoints Two 


Louis S. Weitzman, 


Stan Winston, formerly promotion York. 


.copywriter at Esquire, have joined | 
formerly | the promotion department of the 
manager of audience promotion for |Bureau of Advertising, American | 
American Broadcasting Co., and|Newspaper Publishers Assn., New 


if you sell HI-Fl EQUIPMENT, 
REMEMBER .. . the real listeners 
“listen” to DOWN BEAT 


No magazine in any field is more respected than DOWN 
BEAT is by its more than 150,000 music-minded readers. 
No Hi-Fi magazine department is followed more closely or 
more fully relied upon. There is no better setting than 
DOWN BEAT for your Hi-Fi equipment ads. 


Write today for complete 
market information 


DOWN BEAT 


2001 Calumet Ave., 
Chicago 16, Ill. 


Everything in the World about the World of Music 


Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Radic y Articules Electricos Catalog File — Bebidas Annual Directory 


a maher 
My publication 


Publishing since 1934 


> 


Information for Advertisers 


Canadian market information is 
being distributed to advertisers and 
agencies in the U. S. and Great 
Britain by Maclean-Hunter Pub- 
lishing Co., 481 University Ave., 
Toronto 2. The file-size booklet 
carries the title, “The Canadian 
People and Their Market.” The 
data was taken by permission from 
the “1955 Business Year Book,” 
published by The Financial Post. 


e A description of the various 
methods of distribution of office 
supply and equipment and a 
breakdown of dealer sales by 


An eight-page condensation of|e A 24-page illustrated booklet on 


“The Great Natural Gas Industry” 
has just been released by Gas. 
Each major industry operation is 
explained, followed by a list of 
products used in that operation. A 
separate section reviews the indus- 
try’s annual billion dollar con- 
struction program. Copies are 
available from Robert R. Car!son, 
Gas, 198 S. Alvarado St., Los An- 
geles 54. 


e Curtis Publishing Co. has four 


‘new reports available: “The Prof- 
itable Market for Consumers’ 
'Goods,” “Passports and the Over- 


states, dealer operations, etc., is|seas Market,” “Influence of Educa- 
contained in “Blueprint for Build-| tion and Age on Income” and “The 
ing Sales.” Copies are available by Market for Oleomargarine.” Copies 
writing Charles W. Gilbert, Office|can be had by writing Eleanor M. 


Chicago 6. 


Appliances, 600 W. Jackson Blvd., Tafel, librarian, research depart- 
‘ment, Curtis Publishing Co., Inde- 


there’s 
* room 
for 
everyone 
0 
get in 


Never before has a new magazine known such quick emulation. . . and 
Bride-to-Be is delighted with the compliment paid to it. 


We knew the vitality of 15 selective editions... the rightness of the idea, a 
national magazine with local impact. And we welcome one more magazine to 
the logical step for greater service to reader, retailer and advertiser. 


 Bride-to-Be 


_magazine 


The first national magazine with. 15 selective editions 


460 Park Avenue, New York 22,N. Y. + 808 Subway Terminal Building, Los Angeles 13, California 


185 North Wabash Avenue, Chicago 1, Illinois 


". 


« 75 Eighth Street, N. E., Atlanta 5, Georgia 


Advertising Age, October 31, 1955 


|pendence Sq., Philadelphia 5. 


e “Facts You Should Know about 
Wheeling, W. Va.” has been put out 
by News Publishing Co. (Wheel- 
ing News-Register and Intelli- 
gencer). It covers population, in- 
dustry growth, income, etc. Copies 
are available from Thomas M. 
Beck, News Publishing Co., Wheel- 
ing. 


e A marketing guide to the foun- 
dry industry, giving data broken 
down by cities as well as over-all 
figures, has been released by 
Foundry, Penton Bldg., Cleveland, 
13. Requests for copies should be 
addressed to G. A. Pope, business 
manager. 


e “Automotive Facts on the Wash- 
ington, D. C., Market,” showing 
new car registration by makes and 
total passenger car registrations 
plus automotive market sales data 
and media information, is available 
from Joseph P. Lynch, promotion 
manager, Washington Post and 
Times Herald, 1515 L St., N. W., 
Washington. The data covers the 
26-county Washington area, seven- 
county retail trade zone and the 
District of Columbia by census 
tracts and in total. 


e A yearly dollar volume of $16 
billion is now being done by 
the restaurant-institutional mar- 
ket, according to the new 32-page 
book, “The American Restaurant 
Market,” just released by Amer- 
ican Restaurant. Of this, $10 bil- 
lion is done by the restaurant seg- 
ment of the market alone. Copies 
are available on request from Jack 
Payne, sales promotion manager, 
American Restaurant, 5 S. Wabash, 
Chicago 3. 


e@ Data on the variety store mar- 
ket, sales of which have reached a 
total up to $3.3 billion, is contained 
in a new study, “Nickels, Dimes 
and Dollars,” released by Variety 
Store Merchandiser. An analysis 
and map of the market are con- 
tained in the study, which is avail- 
able from Edward B. Bradford Jr., 
v.p., Variety Store Merchandiser, 
192 Lexington Ave., New York 16. 


e A comprehensive, personal-in- 
terview study of the buying habits 
and brand preferences of the food 
service operators in Milwaukee has 
been completed by Sprague Bow- 
man Associates, research consult- 
ant for Food Service. The 149- 
page report reveals figures on 
consumption, equipment, etc. For 
more complete information on the 
report, write to Food Service, 2132 
Fordem Ave., Madison 1, Wis. 


e A study of the electric motor re- 
pair and replacement industry has 
been made by Volt-Age. The study 
includes tabulation of sizes and 
brands of new motors stocked; 
brand preferences for insulation, 
magnet wire and other motor re- 
pair materials; types of suppliers 
from whom shops buy; brand and 
quantity of V-Belts, pulleys and 
couplings stocked, etc. Copies are 
available from Volt-Age, 4903 Del- 
mar Blvd., St. Louis 8. State prod- 
uct information desired. 


e A market data folder on Green- 
ville, S. C., is available from 
Greenville News-Piedmont Co. 
(Greéhville News and Piedmont). 
Buying power, population, in- 
dustry, and other pertinent data 
are covered. Copies of this folder 
as well as of “What About News- 
paper Advertising?” can be had by 
writing Harry E. Coggins, promo- 
tion manager, Greenville News- 
Piedmont Co., Greenville, S. C. 


Reed Joins Schering Corp. 


Sheldon Reed, formerly art di- 
rector of J. M. Hickerson Inc., has 
joined Schering Corp., Bloomfield, 
N. J., pharmaceutical manufactur- 
er, as an art director in the adver- 
tising division. 
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HOW LIFE FITS YOUR MARKET. 


There are more than 
20,000,000* women 
working in the U.S.... 


and 23.3%' of all working women 
are reached by 
an average issue of 


In no other medium can an advertiser start with so large a 
share of the market and be sure he’s getting it. This is one 
of the good reasons why advertisers of women’s apparel and 
accessories spend more of their dollars in LIFE than in any 
other magazine. LIFE’s total audience of 26,450,000} weekly 
is larger than that of any other magazine. 


*Joint report by Depts. of Labor & Commerce, August 1955. 
+Based on: A Study of Four Media, by Alfred Politz Research, Inc. 
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This is JACK MULLOWNEY, 
Dir. of Advt’g. and Mdsng., 
Green Giant Co., 

Le Sveur, Minn. 


2. pees. his 4 youngsters do an un- 
inhibited, man-sized job on their din- 
ners, he declares: 

“Supplying this family with healthful, 
vitamin-rich canned vegetables is not only 
a problem in logistics; it also takes a lot 
of ‘lettuce’. Wish this kind of green stuff 
grew in a garden, tool 

A wish fervently echoed, sir, by 
PARENTS‘ 1,675,000* families with over 
3" million children ...who consume 
more than 7 billion servings a year and 
spend 64% more for canned vegetables 
than families without children! 


* errective MARCH 1956 cones 


MCA-TV Plans Mexico Office: 
Adds Shull to Sales Staff 

| 
sales of MCA-TV Ltd., film syndi- 
| cation division, is now in Mexico 


|City to arrange the opening of an | 
|MCA-TV office in that city. Mr. | 
| Nathan is also meeting with Emilio. 
Azcarraga, head of Cadena Radio- | 


_fusora Mexicana, S.A., to discuss 
dubbing and selling of MCA-TV 
|properties in Mexico and other 
Latin American countries. 

| The company also has appointed 
Tom Shull to its sales staff. Mr. 
Shull was formerly on the NBC 
Film Division sales staff, with 
headquarters in Chicago. 


Newell Named Exec. V. P. 


Robert P. Newell, formerly v.p. 
in charge of creative production 
and chairman of the Cunningham 
& Walsh operations committee, has 
been named exec. v.p. of the agen- 
cy. Newman F. McEvoy, v.p. and 
media director, has been elected to 
the agency’s board of directors. 


SALESMEN KNOW SAN DIEGO 


BIGGER, BETTER,SALES! 


MEANS 


It’s a fact. The traveling men, the district sales supervisors, 
the product managers who have discovered the highly profitable results 
of aggressive selling in this billion dollar market... 
The reasons why become obvious when you consider that: 


SAN DIEGO is an ALERT Market. Ranking 22nd in 
average income per person — 21st in number of families 
— over 700,000 population. 

SAN DIEGO is a CONCENTRATED Market. City 
and suburban population concentrated within 15 miles 
of the Civic Center — easy to merchandise with a small 
sales force. 


New York to Philadelphia). 


San Diego Union 


~ EVENING TRIBUNE 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 


REPRESENTED NATIONALLY BY 


SAN DIEGO is an ISOLATED Market. 125 miles south 
of Los Angeles (33 miles greater than the distance from 


SAN DIEGO is an EASILY SOLD Market. Because 
just one newspaper buy — the San Diego Union and 
Evening Tribune — places your sales story in over 90% of 
San Diego homes. These two great newspapers provide 
the lowest cost per sale of any media. 


THE WEST-HOLLIDAY COMPANY, INC. 


Wynn Nathan, v.p. in charge of | 


Advertising Age, October 31, 1955 
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LIQUEUR PUSH—Grand Marnier, 
orange liqueur imported by Caril- 
lion Importers Ltd., is getting the 
biggest advertising support in its 
history this fall with color pages 
and fractional b&w pages in seven 
consumer magazines. Campaign, 
handled by Chester Gore Advertis- 
ing, stresses new cooking uses for 
the liqueur, as in above page in 
The New Yorker. 


2m ere 
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Coming 
Conventions 


*Indicates first listing in this column. 

Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 

Nov. 6-8. National Newspaper Promo- 
tion Assn., regional meeting, St. Paul Ho- 
tel, St. Paul, Minn. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bldg., Canadian National Exhi- 
bition, Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 

Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive workshop, Drake Hotel, 
Chicago. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 

*Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Roosevelt, New 
York. 

Jan. 21-22, 1956. Advertising Assn. of 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

Jan. 29-Feb. 1, 1956. National Advertis- 
ing Industries Exposition, Morrison Hotel, 
Chicago. 

Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 
Edgewater Beach Hotel, Chicago. 

*Feb. 24-25, 1956. Northwest Daily Press 
Assn., 37th annual meeting, Radisson Ho- 
tel, Minneapolis. 

March 1, 1956. Associated Business Pub- 
lications, annual eastern conference, 
Roosevelt Hotel, New York. 

April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

April 15-19, 1956. National Assn. of Ra- 
dio and Television Broadcasters, 34th an- 
nual convention, Conrad Hilton Hotel, 
Chicago. 

April 15-21, 1956. National Brand Names 
Week. Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New York. 

May 14-16, 1956. National Newspaper 
Promotion Assn., 26th annual convention, 
Hotel Cleveland, Cleveland, O. 

May 24-27, 1956. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

*June 20-22, 1956. American Marketing 
Assn., spring conference, William Penn 
Hotel, Pittsburgh. 

June 24-28, 1956. American Newspaper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 

*Sept. 23-25, 1956. Advertising Federa- 
tion of America, Tenth District conven- 
tion, Shamrock Hilton Hotel, Houston. 


Sun Chemical Elects Adams 

Fred Adams, president of G. M. 
Basford Co., New York, has been 
elected a member of the board of 
Sun Chemical Corp., Long Island 
City, N.Y. 


‘Monitor’ Moves Office 


The Monitor, San Francisco Bay 
Area Catholic newspaper, has 
moved to new quarters at 44] 
Church St. 
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1. 


11.2% MORE NEWS AND FEATURES 
—Actual word count by Price 
Waterhouse & Co. reveals that dur- 
ing the first four months of 1955 
The Post gave readers 1,010,563 
more words in news and features 
than any other Houston newspaper! 


FIRST IN NEWS COVERAGE—The 
Post’s well organized newsgather- 
ing staff includes some of Ameri- 
ca’s top writers. Last year The 
Post and its writers received seven 
Texas Associated Press Managing 
Editors Association awards for edi- 
torial achievement. 


. COMPETENT EDITING — News is 


handled impartially, edited compe- 
tently, and presented in an easy- 
to-read, interesting manner. 


ale Post 


Se a gy 3g eae 


The Trend In Houston Is To The Post — 
Reader Benefits Are One Reason Why 


4. TOP SPORTS COVERAGE—Because 


The Post is a morning newspaper, 
the reader gets full coverage of 
sports events first—plus latest 
complete ball scores. 


5. ON-THE-SPOT NATIONAL COVERAGE 


—The Post's full time Washington, 
D. C., news analysts combine their 
talents with Post correspondents 
to bring world news to the reader's 
doorstep. 


6. HELPFUL IDEAS FOR THE FAMILY 


—Each day Post columnists bring 
to Post subscribers’ families help- 
ful ideas for better living. 


The Houston Post gives advertisers the most. 
That’s why The Post is first in linage gains during 1955.* 


Represented Nationally 
By Moloney, Regan & Schmitt 


“Source: Media Records 
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In BALTIMORE, Maryland 

Color is the big food success story, and only the 
News-Post has r-o-p daily color. In addition to 
regular merchandising support, your product 
receives added benefit of a successful 30-minute 
Prudence Penny TV Show. 


In BATON ROUGE, Louisiana 

National Tea (Capitol), A & P, Foodtown, H. G. 
Hill—big names in Baton Rouge’s biggest retail 
business — grocery marketing — all build spec- 
tacular weekly promotion events upon large 
space presentations in the State-Times and 
Morning Advocate. 


In BEAUMONT, Texas 

Borden’s milk moved into Beaumont in 1948, 
using 1,000 lines in color approximately once a 
week in the Beaumont Enterprise and Journal. 
A survey in 1955 showed that Borden’s was 
preferred and used by one-half of Beaumont 
families. The color copy is still running. 


In BECKLEY, West Virginia 


Food product advertisers in the Beckley Post- 
Herald and Raleigh Register are supported by 
regular merchandising contacts with key gro- 
cery stores which usually result in special store 
displays and tie-in listings in local dealer ad- 
vertisements. 


In BIG SPRING, Texas 


More and more national advertisers finding this 
28,572 A.B.C. City Zone Market, with its big 
food store advertisers, pays off well through 
The Big Spring Herald and its generous market- 
ing cooperation, a feature of all Texas Harte- 
Hanks Newspapers! 


In BILOXI-GULFPORT, Mississippi 


They start filling the grocery bags at home. The 
national and local grocery advertisers in the 
Daily Herald get a definite head start, because 
95% of the Herald’s total circulation is home- 
delivered. 


In CHARLESTON, West Virginia 


Kroger, A & P and Evans, the major super- 
markets in West Virginia’s Capital City, always 
use the Friday morning Gazette to blanket the 
Greater Charleston market—146,000 strong and 
growing every day. 


In CHICAGO, Illinois 


The Chicago Daily News has been the leading 
Chicago grocery medium as far back as the rec- 
ords go. Sparked by food editor Isabel Du Bois, 
the Daily News is the accepted food-buying 
directory for the Chicago-area family. 


In COLORADO SPRINGS, Colorado 


Cut-a-Corner, Star, Food Bank, Safeway each 
gain short-lived honor of “biggest” supermarket 
opened successively in Colorado Springs this 
year. All tell their merchandise story weekly 
in the morning Free Press. 


In DALLAS, Texas 


Tens of thousands of housewives ask advice of 
Julie Benell, nationally known food editor of 
The Dallas Morning News. They depend on 
her daily recipes, because what she writes is 
kitchen-tested. Food news is big news in The 
Dallas Morning News. 


In DETROIT, Michigan 


Major Detroit supermarkets (who do 77% of all 
chain volume) increased their Detroit Free 
Press advertising 70% in 1954 — an additional 
58% during the first half of 1955. Free Press 
national grocery products linage is up too! 


In ELGIN, Illinois 


Consistent food advertising in the Elgin Daily 
Courier-News (over 700,000 lines a year) packs 
‘em in in this busy marketplace. Also, attracted 
regular Elginarea shoppers from 26 towns to 
attend the newspaper’s annual Cooking School. 


In FORT SMITH, Arkansas 


Fort Smith Southwest American-Times Record 
turns food fast! 1,676 line national apple sched- 
ule sells 31 cars apples — 91 tie-ins — 25 key 
stores participate. 1954 — food linage 2 million 
lines — 7,368 local food tie-ins. 


In GRAND FORKS, North Dakota 


Red Owl Stores, with the help of the Grand 
Forks Herald as an effective advertising me- 
dium, successfully pioneered the movement of 
grocery stores from downtown areas— stirred 
new interest in the Greater Grand Forks gro- 
cery industry. 


In GRAND JUNCTION, Colorado 


Ice cream and bread use color. Holsum Bread 
and Velvet Ice Cream, both local brands, use 
quarter-pages in color weekly in Grand Junc- 
tion Sentinel to outsell all other brands in west- 
ern Colorado stores. 


In GREENSBORO, North Carolina 


The News and Record is “No. 1 Food Salesman” 
where we have a food bill of $131-million an- 
nually, and where our 105,000 circulation makes 
daily contact with the folks who account for 
one-fifth of North Carolina’s $666-million food 
sales! 


In GREENVILLE, South Carolina 


Dixie-Home Stores has 112 units in three states, 
1954 sales of $78,567,203, over $26,000,000 in 
Greenville market alone. In four years increased 
linage in News & Piedmont 45%. Sales in 
Greenville market up 90% in same period. 


In GREENVILLE, Texas 


-Two months after Zee Tissues introduced to this 


market through The Greenville Banner exclu- 
sively, Zee’s state manager wrote “Results much 
above average of my region due to your out- 
standing marketing cooperation!” A Texas 
Harte-Hanks Newspaper, you’d know! 


In HAMMOND, Indiana 


Sixteen to 20 food pages every week . . . 2,000,- 
000 lines of food advertising annually . . . plus 
news, pictures and recipes—give eloquent testi- 
mony to the reader acceptance accorded local 
and national food advertisers in The Hammond 
Times. 


In HARTFORD, Connecticut 


Grocery sales are high, because Hartford whole- 
salers cover most of Connecticut. That’s why 
Hartford Courant circulation throughout half of 
Connecticut makes The Courant a must for pro- 
motion of any product. 


In HUNTINGTON, West Virginia 


Grocery linage in Huntington zooms to new 
high for year ending September 30. Our attrac- 
tive weekly grocery sections aimed directly at 
women printed four-million, 293-thousand and 
34 lines of advertising for local and general ac- 
counts. 


In KALAMAZOO, Michigan 


Housewives get more help with their food 
problems from newspapers than from any other 
source. Kalamazoo Gazette award-winning food 
pages provide exciting support for advertisers 
who are getting on the menu in record-breaking 
volume. 


in LONG BEACH, California 


In 1952 all automatic washing machine deter- 
gent was used by fewer than 2,000 families. In 
1954 all users increased to nearly 14,000 fami- 
lies. This represents a 589% gain .. . accom- 
plished by large space advertising in the Long 
Beach Independent, Press-Telegram. 


In LOUISVILLE, Kentucky 


Cookin’ With Cissy is the most popular way in 
Kentucky and Southern Indiana. Cissy Gregg, 
Courier-Journal food editor par excellence, has 
been dishing out easy-to-follow recipes and 
common cooking sense for 29 years. 


In LOWELL, Massachusetts 


Old Home Bread (Nissen Baking Co.) entered 
the Lowell market in 1952. Today Nissen’s posi- 
tion is solid; volume is growing. Officials ac- 
knowledge the quick, noticeable effectiveness 
of ad schedules in the Sun, their only advertis- 
ing medium. 


In LUBBOCK, Texas 


Only a newspaper can produce the full, first-day 
response a grocer must get from his advertising 
... and Lubbock’s newspaper is the Avalanche- 
Journal, the only medium that matches its cov- 
erage precisely with the growing Lubbock mar- 
ket! 


In LYNN, Massachusetts 


The Daily Evening Item is the favorite paper 
among Massachusetts North Shore women, be- 
cause it caters especially to women’s interests. 
Its once-a-week Household Page, to which 
readers contribute their own choice recipes, is 
a “must” for every Greater Lynn housewife. 
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In MEMPHIS, Tennessee 


Even rain did not stop them. Double-truck ad- 
vertisements in The Commercial Appeal and 
Memphis Press-Scimitar had crowds gathering 
and traffic jammed. In cold rain at 7 a.m., an 
hour before Food Centers of Tennessee, Inc., 
opened its first store. 


In MIAMI, Florida 


An exclusive advertising campaign in The 
Miami Daily News introducing Kraft’s Cracker 
Barrel Cheese racked up an outstanding sales 
record. Another example of how successful ad- 
vertisers capitalize on the nation’s youngest bil- 
lion-dollar market. 


In MUNCIE, Indiana 


Marsh Foodliner’s three Muncie supermarkets 
do over $5,000,000 annually with Star and Press 
advertising exclusively. Because of their success 
in Muncie, they have opened 21 other stores in 
a 70-mile area in eight years. 


In NEW ORLEANS, Louisiana 


Royal Hawaiian Tuna is second seller today. 
When it came into the market three and a half 
years ago there were cries of “O, no, not an- 
other tuna.” But intensive advertising in The 
Times-Picayune New Orleans States put the 
brand over solidly. 


In NORFOLK, Virginia 


Virginian-Pilot and Ledger-Star ads did this for 
Mrs. Kean’s Frozen Beef Steaks: “Retail sales 
began to show sharp increase and are growing 
rapidly. We estimate retail distribution is now 
35% of all outlets.” 


In OGDEN, Utah a 


Reproduction of full-color advertisements in 
the Ogden Standard Examiner is excellent. 
Close registration and near-perfect matching of 
colors create beautiful, productive ads, accord- 
ing to General Mills, whose color advertising of 
Drifted Snow Flour is so effective. 


In PASSAIC-CLIFTON, New Jersey 


Supermarkets and grocers ring up over $40- 
million a year in food sales spurred on by whop- 
ping Thursday food sections in The Herald- 
News. Special stories, special features spell re- 
sults in the Thursday food pages. 


In PEORIA, Illinois 


Re-Joyce Foods is already snowed under with 
labels in a 10-week Label Saving Contest an- 
nounced only 10 days ago in a full page Peoria 
Journal Star advertisement. It’s another sensa- 
tional result story for newspaper advertising. 


In PONTIAC, Michigan 


Retail grocers place over 1,838,000 lines in 
Press annually. Largest food advertising dav. 
Thursday, sees 10 to 12 pages with around 20 
columns of recipes and food news. Pontiac, 
162nd in population, ranks 102nd in food sales, 
$40,669,000. 


in PORTLAND, Maine 

Check those sales graphs, Mister’ That’s Bor- 
den’s Rich Roast Instant coffee, a newcomer, 
right near the top of the Portland market—an- 
other result of hard hitting color advertising in 
The Portland Press Herald Evening Express. 


In RALEIGH, North Carolina 

You can’t miss reaching food buyers with the 
Raleigh News and Observer — Raleigh Times. 
Complete coverage of Raleigh homes, and the 
33-County “Golden Belt of the South.” Morn- 
ing & Evening—137,586, Evening & Sunday— 
147,632 (ABC 3/31/55). 


In ROCK ISLAND-MOLINE, Illinois 

In this farm-machinery manufacturing capital 
of 143,200 the average annual grocery purchases 
per family exceeds $900. 90% of these families 
are daily subscribers to Argus or Dispatch, 
where they shop the grocers’ ads which exceed 
two-and-a-half million lines per year. 


In ST. JOSEPH, Missouri 

Green Hills Super Market (suburban) ... nine 
years ago a 140-line once a week advertiser . . 
now 200,000 lines a year in the News-Press and 
Gazette .. . sales space trebled . . . volume up 
1500°%. The Action Medium “‘Newspapers” did 
it! 


In ST. LOUIS, Missouri 


The housewives of St. Louis really go for that 
weekly Food Section of the morning Globe- 
Democrat—a Food Section with food news all 
the way through. They also go to the Globe’s 
food demonstrations—26 sessions last fall. 


In ST. PAUL, Minnesota 


Six months after 4-Fisherman fish sticks hit the 
St Paul market, they sizzle in the skillets of 
26.4% of St. Paul’s fish stick buyers. The cus- 
tomer-catching lure? Plenty of advertising in 
the Dispatch-Pioneer Press. 


In SAN BERNARDINO, California 


The San Bernardino Sun-Telegram carries 
more food linage than any other newspaper in 
California’s fourth market, the San Bernardino- 
Riverside metropolitan area. Example — week 
of October 2 through 7—59,920 lines. 


In SAN JOSE, California 


Manufacturers and market owners sell $100,- 
000,000 in food annually. They know these big 
eaters are also big readers of The Mercury and 
News. That’s why they used 3,496,019 lines of 
grocery advertising in ’54. 


In SANTA ROSA, California 


William Serrubi entered food store business 
eight years ago with neighborhood store and 
faith in Press Democrat advertising. Now own- 
er of two supers, he’s just started construction 
of two more—and doubled his newspaper space. 


In SHREVEPORT, Louisiana 


National recognition for effective merchandis- 
ing extended food manufacturers is further ev- 
idence of the ready, willing, and “able-to-pro- 
duce customers” type of merchandising food 
advertisers can count on from The Shreveport 
Times-Shreveport Journal. 


In SIOUX FALLS, South Dakota 

“The Argus-Leader moves food fast,” says Max 
Gerken of Sunshine Food Markets. “We use 
The Argus-Leader consistently because we find 


it essential for selling our customers in the 
Sioux Falls area.” 


In SOUTH BEND, Indiana 

Here’s what grocers think of South Bend: Since 
the first of the year Kroger has opened one of 
its largest supermarkets; National Food Stores 
opened two new supers, and are building a 
third, and independent operator spent $250,000 
doubling his space. South Bend is sold by the 
South Bend Tribune. 


_ In SPOKANE, Washington 


The Spokesman-Review and Spokane Daily 
Chronicle advertisements are tops with grocers 
and homemakers alike in Spokane and the In- 
land Empire, where per capita food store sales 
top 28 states. 


apers| 


- 


_— 


In WACO, Texas 


Retail grocers follow national food schedules 
like coonhounds after cornbread. Reason: 107,- 
553 A.B.C. city zone population, circulation 
over 50,000. News-Tribune Times-Herald shares 
rich Waco market with no other daily. Result: 
Food ads produce sales. 


In WASHINGTON, D. C. 


A canned dog food moved from second place to 
tie for first place in sales in the Washington 
market — ads exclusively in The Washington 
Post and Times Herald did the job. 


In WATERLOO, lowa 


Local retailers use the Courier to get their 
share of the $129,907,000 total retail sales. Food 
retailers get $24,458,000 of this amount. That’s 
why so many food manufacturers find it so prof- 
itable to use the Courier. 


In WAUKEGAN, Illinois 


Four months after P & G introduced American 
Family Detergent to the Waukegan market, 
the new detergent had wrested first place from 
a score of tough competitors. Full-page color 
ads in the Waukegan News-Sun accomplished 
this marketing coup. 


In WESTCHESTER COUNTY, New York 


The Westchester Group Newspapers’ whopping 
4,111,305 lines of retail display grocery adver- 
tising in the first six months of 1955 is a re- 
sounding vote of advertiser confidence in the 
newspapers that bring sales in Westchester— 
the nation’s leading food market! 
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Cullman Kreer 


Toigo Burnett 


ZIGARETTENKLATSCH—J oseph Cullman III, exec. v.p., Philip Morris Inc., 

chatted, before speaking at a Chicago Federated Advertising Club 

meeting, with Bowman Kreer, Campbell-Mithun, president of the 

club; John Toigo, Biow-Beirn-Toigo, agency for Philip Morris, and 
Leo Burnett, Leo Burnett Co., the Marlboro agency. 


SQUEEZE IT YOuRSELF—Not Peggy 
Smith but the foldup metal tube 
which contains many household 


items. The self service tube display 

was among the many exhibits at 

the National Hardware Show in 
Chicago. 


ARTISTS’ CHOICE—Cal Dunn, president of the Artists Guild of Chicago, 
crowns Carol Joan Lewis, Miss Standard Studios, queen of Artists 
Guild Day. With them are runners-up on the competition. 


The man 
wher wears Wings 
faves bis public. .onirayed 


LITERALLY SPEAKING—“The man who 
wears Wings,” so reads the copy— 
and sure enough both the man and 
the boy in the illustration are, 
literally. They’re also wearing 
Wings shirts. Color and b&w ads 
are scheduled for a spring cam- 
paign in Life, Look and True. The 
agency is Lawrence C. Gumbinner 
Advertising, New York, which, on 
Jan. 1, will succeed the Zlowe Co. 
on the account. 


DINER’S DINER—Seven cutout embellishments were required to turn 

this bulletin for Andy’s Diners, Seattle, into a reasonably accurate 

facsimile of a diner. Like the wheels, the bulletin rotates in the 

city. Jim Peck, Miller, Mackay, Hoeck & Hartung, Seattle, designed 
the board; the operator is Foster & Kleiser. 


Dibert Gerbic Shryock Gediman 


Kraft Foods Co., retiring board chairman, and James 
N. Shryock, ABC president. On the speakers’ side: 
Don Henshaw, MacLaren Advertising Co., Toronto; 
E. G. Gerbic, v.p., Johnson & Johnson, and E. James 
Gediman, exec. v.p., The American Weekly. 


Henshaw Platt 


ABC SHAPE-UP—Top Audit Bureau of Circulations of- 
ficials lined up with three of the speakers at last 
week’s annual meeting. The officials were: George 
C. Dibert, v.p. of J. Walter Thompson Co. and new 
ABC board chairman; John H. Platt, senior v.p., 
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Krantz Sawdon 


NEW SPONSOR—Principals at the contract signing for Robert Hall’s 

sponsorship of “Junior Champions” on WRCA-TV, New York, were 

Jerry Bess, v.p. of Frank B. Sawdon Inc., Robert Hall’s agency, 

Norman Baer, the packager; Steve Krantz of WRCA-TV, and Frank 

Sawdon, head of the agency. This is said to be Robert Hall’s first 
radio or tv program buy. 


Rusher Masterson 


Housman 


Goebel 
Beacham 


Dugan 
Richmond 


Sweeney 


HAPPY BROADCASTERS—The smiles on these faces signal that these men 
represent companies which won awards for outstanding radio com- 
mercials. With them is Kevin Sweeney, president, Radio Adver- 
tising Bureau. They are Harold A. Richmond, Metropolitan Life In- 
surance Co.; A. J. Housman, National Carbon Co.; Charles 
Beacham, Ford Motor Co.; W. L. Rusher, Esso Standard Oil Co.; 
Donald R. Dugan, American Tobacco Co.; Harold Masterson, Piel 
Bros., and Richard F. Goebel, Nestle Co. 
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TOWARD DOWN PAYMENT 


Sil 
She 


IMIT ~ ONE PER INSTALLATION), 


CUTE LOOT—This scarcely terrifying pirate is handing out pieces of 

eight, each worth $1.00 toward the down payment on a Surge auto- 

matic milker. The sea chest, reproduced in authentic detail and 

filled with “coins,” will be featured at several eastern state fairs by 

Babson Bros. Co., manufacturer of the milker. The agency is Bert 
S. Gittins Advertising, Milwaukee. 
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As you SELL to 
Project Builders. 


There are approximately 500 builders who erect 100 
houses or more a year. Many project builders (such as 
Frank Sharp, pictured right) are builders by profession. 
Others are primarily entrepreneurs whose knowledge of 
the practical aspects of building may be subordinate to 
their promotional, sales and money management abilities. 
Generally, they buy direct — at a price. This type builder 
is found almost entirely in large metropolitan cities... 
and represents approximately 30% of the home building 
market most effectively reached through ps. 


CUSTOM 
HOME 


the Commercial Builder . 


There aren’t many commercial building specialists like 
James Bronkema of Grand Rapids, pictured here... but 
commercial building represents a mighty important 
market for building products designed for use in commer- 
cial, light industrial and institutional construction. The 
most potent segment of the commercial building market 
is reached through the traditional community contractor- 
builder, who also builds homes and does remodeling and 
alterations. These builders pp’s editors consistently serve. 


WORK 
oe ae 


When you buy building market 
circulation, be sure the magazine 
you select reaches the ENTIRE 
light construction market... 


«the new residential 
building market 42% 


--. the commercial building 
market 18.8% 


-«- the remodeling, alteration 
and repair market 39.2% 


This is Ed Roodberg, president, 
Remodeling Contractors Association, 


ee ee ee 


BUILDING 
PROJECT 


Custom Builders 


The custom builder (or contract builder) represents a vast 
market for the manufacturer of building products and 
modern home facilities. This type builder builds America’s 
better homes. He is a preferred customer of the building 
material dealer. There are some 100,000 custom builders. 
They are smaller in size than the “project” builder, but 
vastly larger in numbers. Their steady “averages” reflect 
the backbone of the nation’s home building market. 
PRACTICAL BUILDER is their “Blue Book.” 


who built 40 homes in 1954, worth 


$1,000,000.00. 


COMMERCIAL 
BUILDING 


Builders, Inc., Grand Rapids, Mich, 
in 1954, worth $760,000.00. 


- or to the Remodeling 
and Repair Market 


In every community, there are building contractors who 
operate in this important category. In large metropolitan 
cities there are some who even specialize in remodeling 
and alteration. In medium and smaller cities the 
builder who erects your new house or business building 
is generally the man who remodels your kitchen or puts 
a new set of doors on your garage, etc. This section of the 
Light Construction Market is as big as new home build- 
ing, (if not bigger) and is adequately reached only through 
PRACTICAL BUILDER. 


PB reaches themall! 


Practical 
® Builder = 


Blue Book of the Light Construction Industry 
5 South Wabash Avenue, Chicago 3, Illinois 


los Angeles, who did more than a 
ee ee eee ee 


- 


* Se 


ee : nail = mak § : fr : oe Lp 
Ce GEE oF fa ‘a ee oats \ cotheniaenae as et A oe, ees Pa s a a Ee ERS 4 np et, ainity | ns P 4 Pee ene ere ee Re eS ee = Ra"? 
ee a ee _ Pint ee : + As ; day 9 / fs eX pr ary ; Deer i) et Pate Be a gia: Sy are Se i Bs tad ca qf ats +h at) 
7 4 4 a 3 
ae re 
4 " i ae gee . 
; ——— Seager ee aah : ese a. , 
‘apg 7 sy ah aie cia niet a _ ' # , Pe — adr,  ? f : 2 Fee cs Rid. — - Ss ’ ovat : \ 
er oa ce le Cae b ail # = > 4 oy ic = bs ii 4 
Bi oc Voctamee Ps ais F + = ‘ ir ed ag. ay ee A eal fe ms, , a Oe 
. os ER ee Wr ~ atte. YP ’ . « “Ping. tae ~~ 7. 
7 a ES i ae 
‘ i ee oe a : 4 s as . 4 mee ‘ ea i es ee 
—. i, ae wk, a EF i 
= ; —_—_ . liter ae a. re! ~= & a . <— or, , 
Sa a “be % fo 9m ee SE , a , we + a ; ia Ph, 
ee ov Pie si as ae ‘2 ‘ 4 ry =. : ule Cae y - “ othe + ae Bune sil 
: ee A, eh Ee it 
‘ aa 2 at = “ - ae 5 a oe . " c. = =e "le. il ss 
5 | Re mee ” ie fea i nig "46 7 . ‘ bo. ao ae - kg _— oes be x as Blige ae a te 
; ig age ‘ a ; ; 4 ad Seabee Bk ee ae en 
: es ‘ie Bo, ; gts cot BE. te Re eee 
; — = ~ * E ee eee ee 
: Lea : ' ; - : tu Pek OS eo om 
‘ih pe aS . 5 me Brads tga Ms i a, Oe acelin Aen 
eae . . *¢ _ . * aE ee am ez 
oi a eel i BS > ~ t -* dl. e . all i a 
Pa . « = ae a) Pe . . i See 4 
/ t foe \ dy , Ao ee —~—_ ae ee ; 
. 2. en + ” tr . eee Sal 4 
” * : 2 a ag - ‘ ia ee P 
7 ‘they Ee 6 ts te 
« b wm ao. 8) See, — 
| This is Frank Sharp, Frank Sharp 7° ' a eer epee 
Construction Co., Houston, Texas, r LE cs _-—-xe te re A eecat a 
o ? ; ~~ oe : 
| large builder of homes and land Rg gf Ga : : xt 
5 i. ears y Race ae , By 4 + 
developer. aa So) ee * ; > 
Pu : : re ’ Acea: F ; , . 
ial ae .% a 4 <a w 4 =~ £ 
os =* 4 te + 
a , “s $ ’ 
iz as tp Sal : —_ le stint 2 
Ho + Were fae , ea ? 
: > J. 2@ ike 3 : all y eater ae” NY . vost, “a ™ 
2 F 4 a “ » ¢ ag Ss. a ieeiedies:. . a Be sen int ime. A 
; = : 2. “2 gd ee oS See a ee a 
a . ei Mt we a *» Ss Bie - i cs : mers 
‘ a ax Te . 4 Pe. ee 3 i es a on 
ae ’ ee eS ae ¥ re ae ; eae ‘ 
‘ 42" - < a pe yr . oe é * 
of Pin gy hy / os ‘ $ Eres ia - o a ee es i 
a + * iy . SS Nec aglan - Sas oS. 45) en aw 
is x, ". * f Sm ° v4 : ee Paes ~ — “Sy eo © 
. Oe ah ee it - . ae a 
, - f “ e «” > ne eer Ba ae ee Re or 
} "ed Peta Binge ——— ee ee fee e 
. wi F se hat » . hey a 7 eg % Plt tee te, 
: A . bate t og : a7 a Bes ane he : gS! ee eee rs 
} igo =. on ie iy ¢ % aie : ‘ on So iiieses Ta a 
ie, Es ce Oe ae a ae Seat = ‘ fe on eee ‘So ae be 
; ee J of) a. oe "E x OSS aieeaaas . ’ 4 Pe 
‘ - es ie 5! £4 ‘ ; Ee 5 ie ee 2 » ae é 
™ ‘ aft és ee ie , a . tie P pbe ee Ee ‘ . = ad ¥’ 
: “8.48 fe eer ae at > * - eS ee ae ae Te ~ 
te mwas a me eh iP ag ea Fee 8, oer Pe Si rak pei ets EE eS fe rd . 
di +g! r ee ae ‘oe 4 2 oe es 4 ne Be px “aed es —S by » i arm “ ~ a. 
Se eee ee oo ws 
ee ee / mae alias “< lle re AMES i aa a . « ae x 
7 oo ~ io ae le *: ‘ Io : aie j . : a iw et 7 ees 2 RS ie : 
if fs Ba ” es Rast. ,° $ 4 \ 7 8 ap a A > * ea Pe e 
; , ioe & ‘ = in” bai il —_ ; ‘ a A F “i et 5: * gg Fr i i res “_ Sat ; 
YS eo _ ee caeunneel ae one — Ps a. Joo? ee ns ce 
; e SAtx #& , —"—_— aon. er Dai a, aa ik al ele nS 
; > aS eee yee e hob ’ . + ee , ie nf. Webs he a are 
Se ee eee =~, ee rae nae lf eS | 
‘ ties pm a * a , Te aa ia hg eae aor 
¥ a Ei me i _ saan Satie ithe) ena C r 
L* ; eet ‘es al 7 _ a i‘ = ie Tot This is John Worthman, John 
¢ ORs he, 4 6 — oe ase iy 
“= os » AQ i . . “- iy, 2 eee eee Bi pele 4 
ge a a. |. ee : 
¢ % — wet x em oe z =. 
> ‘ at ia — vs ™ a Soa, 3 , 
‘ fee, “e ‘wa | si ae: + 
ae a xt i" ty ae eg ; : > at d 
: . a: “i ® ne ee: : ee. 
i —-, / Cs  — gs am ae 
| .— hts ST . 
of: ae See ‘ } Se a Se lal ; ~_— ye 
ie cram - ar oe Oe M4 
<a ae : F ca td Oe oe 2& 
a Ses a e ore Y * } ‘ oS 
as apenas A ee “ < Pra Stee . ei . 
by ek ' “ae b be - a 
: rs ret poe “Ss . Cl Fz 
ia Mee eta f 7, eee - ._ 
af] oF ae i” ‘és ' ‘pens — : : 
a perc 7Be ‘ : oe es : ; 
pe ae a 3 © aa semis pa ta Vi acts Ne ieee Saat ey i eae 
Be a) ome 3 % a : etd i 3 i i 5 te 1 ae, gk ahd Le a 4 2 aie 4 ¥ 
paneer! ra i hin ag ee i = ae ae: a “ ‘ 5 r chee nf 
ae on folie om ma wr ae e P 
3 “eee Re res —— Pes ' titi 
: Bronkema, Bronkema ; - oe... ¥ * 
ra ena : aa eT Ss. ~- oe < jum i 4 
nile omaha oe ase saab ie ee ee is a eal ee An q 
4 pcreenneneey 3 nt . a . {ar ee ae a hah 
b i sia - 
™ { ss . : 
es t ee ss ; as . ee aR 
a es g REMODELING [i se 
es : i ighid i @ Tip Be ue a Prowse = 2 on 
oie : f Be ors mrmeeeren | gy er eas 85 . ‘ ‘ i Se Pama es te. 
; ! nT | : 4 ee ee x ® Fil gilts sal Rye a : 
ae } a © Ne : |. ih ei 24, ta a Pe i acl oka | 
if t “a us r ee = 58 Re. nna ean Oe aa a er i l[ CO eS 
; ic _ a De ' ‘ ia a ee ey 
' 4 Me . si z » , than < 2 itis —_ Se et ei r ge aoe es fo oo, 
i | ~~ 1 é Fi de : fe | Seca : ¢ j SS Retr 5 2# foi a ae 
: eee il a & —F-+2- — nish Coe 
F ? @ , “ae Mem Beceem t a Ee gases a * a Sei see 
. i on i a . ae eee *. * Se 
4 3 2% 4 to ecm “ * in Aone ca em ea li auras 
7“ te 1 Piecing nena te ein ee Seacahe es ee si 
sf “4 , oo... ae eheehliatt ae 7 Pa 
or % wot} 4 , ‘a eee INTE ig TE lcs, ‘ Aye ea i sae Ai 
. ' ; a # ' & RS - Le, tesa ee aden, EA a eae 2 . oro ie hence 
wae as ies =. 4 
ve : Lai: > ° *: 3 6A 2 eae ‘a . 
: . : ne ‘% sim: “iJ 
‘ f D arte srgnonetaeat - pied c 5 2 iz 7.3 ‘ 
\ Pe a ee es ae c? ~ i alti me i * ‘ 
a | | RY a | ase | | ae | , 
Ree g  — e's - “ 
t % + Se. i : ee Se eee ee al a 4 ue 
oS oe Sor ae TO er ames eu as ame, aaa ie a ; ; 
fs «After aa ge See ete Wee ae jc ee : 
s - ae . je Pa ease Lo iE i ess SAN Rot ea Ee mel og “SS eee ie 7 a ers ial aioe G 
—_— fe i ee ee ee ‘ ie 
Tay 
E es Mp, a a 
2 a ee. j 
a Sp, i f/) eee 
; Sa 
tis } Hae “ta 
r i pi Can wales 
: ace s o< eae . 
— ear 2 ees ea Ch; 
: . : ae a 
ee ‘ a Ee is by, ° Co/ 
a eel saa 4 ee 
‘ Say SSS Se / t 
: Se . eats “ee 2 ea rin . 
7 Pe MS, oe ne sen % 
pone . e * " 
hes . “SIS Pees ha F 
S SST ae mS Ae . ge 
Pm ie oy 
F = .“ : a= Se Ke wo # 
i Ss vr aN De od ace . 
% Y | Ras /) . eri ax 
ae Lea , bs FF n- 
a ’ " = ae 5 eat ay be ; 
oe a re 5 aa ts Bet 
a a : Rae tga ‘ 
? ; , 2 Sif ; r = . 2 J 
eg a mien. “GS + 
~ FF <S SS eee 
: — >? is oct a Ty % 
ie : : 4, a, 4 
. : Fe, =i : 
at: 2 oe 
. ™ ~ ee , 
ae f — gai 
oR a [2 Mp 'G Taare a, SAN iho teeth rigucr ? et age Ge. ae ae : CNR i Ee ee PL a a ge Ce Ce ee yp acer ee me ge OS 8 ie a ee Sh, tee Sek eh ~ OD meet ane, ee. 2 BS icte tye rd = Mate i. ‘et, ee eee Ren Se ae 9 <p Roe 2 
be See ne es ig eenten ORs «La EAS Piet: ee ae gt RS a ae Ee Bik es a lagi Ee Sign i ea eels YSN abe eg Png eae sicher Bh Res Cs een gee abe eee aie ete, oar mi ae eee hr AM AEE! rl ea 2 oe ae OND og (ES oie Soya Sie ap epee ge NS A arcane Me 
ae tall Nec Nt at ak Cr ¥: ey ear Si fed ot cee WE AT ave akan RX igee e ine yea hes a5 pea le Cree ips on ta net . ee Ae a a Sh ager ace as [Net Bee es ie 8 ey oe RA mm, © Boas eG gr BF era? f So eee eae ie 
eS aay 2 Feseee ben ‘epee ae et eer Det oct Wea ae sree eae Asked 3 eT eae tan ver ra ere Lee pee a peg eee tL rea 5] pe ay ee Rese ede. #4 Kat etoee Sot ase ae Ray ign Ls gh SE ee a ea AE Setanta enel? Fe oe 
re A ig Se SRE Fs ges, es Meee he tee Sie Be. ae a pens” oF ei oe ay ete at etaee Fan a CD 2G Se Sots eee aia ne aay TNS eee! oe Pe Ye Silat o> Stab aha gee 2 Way MACE ee < ging ‘ ess! ete ke Bite 
CENA ie ag Se ey Te a a ae: fee a i eee te nC we Seay Sis Kye Cette ees Ade TA OR 2 a et i aie tg’ ey Das Papa eS MUSA apr a Leni bare te ts eae Rig es Coceiade a ites a 
gy Sa Oo. ween ofr | BS Saeed Pe me OLN a RY eRe Ree Ree gt SOE ae ok ee Tag Bor Fe ESF toes) (en epee, SNe WI? atcha, Ialom ceenOE on Gh Beers’ shed pf” che ede Soe Uk atatemerits et Fee, Te habt Aa WN tag et IP ie ton ne emt Er tame Re PIE Tee ot ped ee Pte 


ce 
« . 


a then aaaall me 


i 


ite a 
Tia 
d La a 


{ 

; 

. 

4 
rT 

i 

f 

os 

. | 


a tee eis 


a A ror MME Mths PE Rae fee So ig 2 8 

i i A RE EO TRO 6 cf ORIEL Ae ARR oon oO 

as hd oe ae ee cee a pe Ze he Mas Fa? earetn - tan OR Me Stott ee 28 an Oo a Agro b RS ery «ep a (que ieee rT! oS REY Ld chee. Ah ak IE eee” SA in ae ee j "dis 4 2) ie 5 My : > . 2 spe ie teak hae “ 

Pg. ena 2 (3) 8 SURI EER NS A Ree OT ak had SUR" its TS” eae a ea Fee ee Sete any Mane pie Oe ter, Rie comme traak | Beak = nee Pam, iy SRE ee oP as ie : if REND Sa gee. SecemanaeeeeQadincaceer was 
Bed we yO IN ES EO RRA SE" CERNE: cae ares me coe ea rae = _ 
chet. ata . ‘ s = P : ‘4 
ee a : AL . Se eS 3 es ; 2 * iets : at a » ty ont id 
A c eas é ’ ¥ i ying i j a 
a : | i ., F » - 
aoa : : . oe : 

i : 3 - - be, ae 7 * af: 

je : oe ot’ , . es gS 
r > A iS S “ iia . i ef ¢ ea 

: ae Bs * ee hates, Se ees 

i te Ay 4 4 ia ae aE ee ee ly : is a _ 
, : at e <5 anes ale nes ae : 
’ . * * ‘ ‘ = sg game ia Oe eee, . ol — zy . ' F pe 

’ ; : rs ‘ee ae etd iui ee ae re ae Rts sen 

= a : : ; F . fur pe ge at? tos *, , = 

sate » - a he is c: a? ae Of ie 4 ge Sie ae a 3 y 

ae ‘ ; : tg eee ne ae Peal gt = » . ; 

ei *, ai * a ee. Le 
? q bs ‘ ? a ix , & ote at ag sa é : i ey Bi ~ : 
Pe & Me * eer e" : ‘ * * ‘ th — nt ye Pal aa sae - al : ae ‘ i lig 4 : a 
* 2 3 5% ee _ 3 pie ce rg <a aaa nie, ee a? ¢ tx z ae -_ : 
* . oe eee ae [gl RE BOE RY og 4 ie Pte ad 2 

- : — ee * re . eae RE: meg he a fe ee ee y Aes eee oa S a y <a « : 

allo ss tts & @ a a iy a: ., eee. <S g iee - 7 — ‘ 

& = itl iam. ae . ll ‘ er tS a ae GO it ae ee a” ee a ei m % eS ae ; 

ax A gag aN a a ba ; am: °.< ges Pe ts ‘ pee <t sipbomel bets Ste ao at Sas She a he a, Pri 

¢ - commen +9 aa aoe Py *. 2 Ss he 3 - Salle eS ‘on ee oe Byte, no " er 4 . aN wr be e 

Rx » i tt om m wes a, ™ . = ’ . a © ¥ * ‘ : pa MS , « " * ee : * 4 iy 
br _ ~  j——ee Pe eee / Pi, baste * - oe = eae Fa gare” Fe Seek: a : * & + = ee Va: a 
& «eee oe porn ws , or * 2 Wha ih AS , -— * }, * we e : * og : i — . ti  e . woe a wk bee eS Wet sh . 7 \ “ 
aie aia i . fal P  ) a 3 m ¢ 5 - Ps a a : teak . om F | ORES p Rar a > we a 
st oe op a we i aa ie > eg) ¥ if “a te gs Sl faa : a. — Pe = Ser : Yee a is. a 4 9 4 er 3 tt s £ ae . i \ i 
Pe ae - ini ae ae . ae a . é A i af Oe a i we | het : at ‘ : 
re ag a itil wai. —," ss 3 ¥ ae dd ™ -- 4 # . ; 4 $ . ee ek .” ~~ * eer » abe ae 

4 Ot Sa Lee ~. Z wee ae . 4 _ ay. oe a ee bet tal % 

W elles ee a son a Ss - a Z 2k e bil ie , Ade ere ae ee .) : 
te: i td. | ae i ap ae Nia Sa eee a eB We 
tat F Oe ma ae " oe. - Se Te eee a oe ee ot | 

.—l a. inet OS lie Ae ee ome 3 | 
‘ re et sal ae ae a 3 : oe ‘ Saal “ f — “E , ae we ee” Pa df 
set ate wie ~ LP - ait * we sikiiel™ ae oe a +; tal i ie ODE gl alien a | 
Le ees as, el fe a =e Se a ee ee 
i ~y alte a clei . ? A — % ra ¥ - ae z ye Fs See as Re RAeY  SARR ec ta tha 
ie . a : b il ne eB 0 a ee aoe hae ? ‘ eee cas ee tl ee 
. ee cae . ss e% ee ae * ae 4 By a oo - ~ - epi ae : * ad ee En ie x ee re 
Ag Se ee ee nwt =~ ¥, tas 5 Bas rd os nt RE be OS ae wat am Z 
; oe a ee 5 * 4 gee. ee aon eet « pe eet Sy pk" ie t sal Pr i 
A a « a 4 ” vag ao ‘ i Pl s eer - Sete ; er & F os 3 i Bs Me 
ae fees ph a Pag! es Sas am Pi et “yar . " " » <a . A ee PS - a a eee et ed ie 
a ae , : ve Pa “  *%~M * j ea > . ne gt * age? a eS a eae ee boil ie 
On oe ) . 3 ee , ele i al ‘eo ct 4 . es wee an oe =e. a P 
. a ie i ee Py oot age ihe a a ee ae ag ee ke Oe Fe I eee 
- 2 ae v4 : — w pte a Se at <2 ott ae _* wee “pes. ‘ee ‘ 
i ee, rf e onal pe a* a a ok ls . ae or ee eer oe ee ee ie 4 
i af — a. , ‘ en, al ae + et Ps A oo em at 
East ae ; oe 4 it “4 * a any ae ~~ = Be an per og oe \ “tal i pee a ‘4 i ee ge? fg Loe ae Ps aa 
ee PM Ps - + , rg ae aa "5 AE ee , a ay Ss x +e a ag gee Jl ; 
o + Sg: J ’ * a ee cat :. i oe : SEX ah a Yi ge ae 5 
. Pa i “4 : ‘ be. : f ase ‘ ‘ “ ee eit” ee ’ ot oe . - + a: aS Aes ee 2° ae =f a cal 
rae oF ae) ? ye os te wt - eee Og te ae er = : . ae Pe git ee ae ane - 
ee + +E = e+ * j a ~ 4 ae a Pret se > # er, ny 4 Br xi ist ers: ‘e a ey ‘ 2 % x spt <A : ge Pe ; 
we ge a f ‘ te at ee Me: et A tee * : eS eee mn , oe » a Jn al ad 
Ps ae ; ¢ Ag r : - o See es oe: a ae a ae oa et Pee ' —: sss : PS 4e: é ¥ , yy a r ¢ * od : “ 
oe Bt a EE ty eg . ae pre ee . 
Fa << wer r i Mies Em, , ad i os ee eae eg Pea ce ca 3 ; 4 ee ae ee ‘ 
“a pte 4 . : d ’ ee a” ee a yaad OO et ae, en pon . : : oe eae ee ; * 
oes “ a ¢ * te ee ot » asi? go e . S . P ia ie 7 ie ; > 
get”. oe oe te \ en + ic ies ee: ae in ts 2 as. oF oe ; 
A 4 Ao on ae ee Se -: . Vo in — 
e ai 4 ¢ ae a 48 ee - 7 ota ‘ 4 4 , va a ee ‘ 
* es ; e oo. , He ea ~_— a er it, 2 & a A ee em i : a 
; pe - s : ae en » pee ee by ' , . —- ar, ou 
% 5 ae ra a = i Laie er ad rl eee a : * 7 . 4 iJ Fe "ee a a* * - - % 
wren we i * om are +o ge es of. a Png : ee ee ee a : 
il ge ——- St 4 bs .. “whe a “al ee Se at * es < SF oe ie ae gs , ; 
——_—_—_ 5 i i 6 ee Sige 
oe wa. we 3 go 2 x v4 “ee ‘oe a Ne a Sd: eer —_* pt Noe tt ae a ie : , _ : i cd le Pt 
OO ae y x oe pee ae ae te of an * = ag 
* a > eit - ap? : P . * “¥ tie gs z we ae ey af a Pk ie ‘ PN le Mab ge. 
ao. 2 ‘ me ee » ae ee tn , te ‘ = he Oe we gt 
: ae a is Fh mee? ; 5 s FM ae is a : on é a, - ae ai A ‘ es 4 e oe aes Ae ae, ; 
. tt i % ~ Pr, ed oo ee : * Ps * re ha oe od eee e . j Sf ae ; = 
wn ~ e ‘ sad de — ; ee, “oe ae. ee ial a * _ $ 2 ee 
wt ee ° : | ae : te a a ee pe Pe ee a. * "ge e et 
ii ye ke Oe << ) —- y ; ; CO a oe. “ : PF ol os it i gg OS cal em : at \. ; oe ree - of ‘ re 
pst 4 en ? ~ ‘ pe a eis ae % es ee wile ge ge e < cee . = x a nom on * Pe Pee Zs MO 4 + oe : . 
» ae ' gat ~ a2 a Ms ae eo RS “git ae eats — << € “ 3 ae a ie . ae ae : : as 
gh ae ~ | OF pg ee a i VO eT “ oe ee a ” ee 3 ; 
ae a re i ae? P Ee ‘ ules ee a ‘apeaed © od - “is f ee gel” a oe . * ee, ee RR Met : 
* aa ¢ wit £ lari: : ea : “ia ee . ¢ ¢ aon Cg 6 *o ee ‘ : ye , _ = 
a a 7s ty ees eee = oe ee ‘Leer meee é . f <a > 
Se tae. i oo Bt A eo” ggg a Rn fea : : > TKR, > oe 4 ; 
- we F . r 5 FE REO tO REG ae tal 4 a ot as “a 33 <* 4 a 
ee le $F ef oe A ee : eo es 
ae i #3 Fs Le ee gh gl pee tte gt a wee i OF Dv Ae ee = 
- ue a a . Pe a te ee <a a a Ms r ‘ ie } ‘ os 
vce 2 3 ae oe < et Ene oie ate e * fe $e < << pin ie ‘ 
, ge : Me 5” Oe boas I ag pe 4 ee te ee Atte, yo ivigndill so — GCs ni ots gts. <-. : 
; et Ol ae 3 Re ee Pe gl ie PS Pee Mie 5 ‘ at if Lo , Fe a Pag , 
Co ee ee Bete ge Se Ne se MD ge ag, Sore Oe . rng ; ; 
P Pi rd * ¥ ai es ‘i - ves —- r: a? “54 a oe ey s oe oe vg re “ ; - 4 OF ong ‘ i . 
pe i Pd OF pF A GEE. Se a ‘ A. PO wr =e FEL “glee 4 sah 2 ae ¥ : : i 
“anit gis tae ae SPO iO eg Poe CD PO ot cage far | | , 
2 poe ‘ ¢ * - . . : * 4 3 7 ‘ : ’ i 
6 en ee Oy a8 “% “— +h Zz id ig - ee a He ao # aa J re ef . Fe # é r 
“ae . et - ge CO ee ae ee * V i * <a ‘ 3 
a ae a oe OF ee er , 
; P “ — Bae ee he eee isa att tt ake ae aa ol tad & § t e , " " 
7 S * en — a. ee a ae ale Sg ve ae a : , ES +; aha ok ' é * 
z w SBSOR git at - *, et Pat vee gal te oe al ease c P Z ; ? : 
- ae a e ; < oes "ait te ee Ni a PP P iF od » ta 4 Pa he ; 
tf ee - “ — sgl os le r Sw = a i rf eo od ‘ & 7 caw rt x 
k aN 7 i aie ae 6. 5 : a ast ee s 
: x 4 ’ see é ee 0 es CO” eae fF jue ‘ tos = 
' ‘4 4 ~ ~~ s a iad : ii , peg sa if. 3 ‘ . . . 4 a 
j nee ,  . . sos ” a y a fe ok a a at $ a 
nets Pa 4, om é i te ee pe ee ; é : : ; + ; 
* . age ’ . . ee o " ‘4 ae i ry * + C4 ’ : F i % : Pe : 4 
P 4 a ; A Pats a ee if i DS ale 
P Be 7 é a ; ee % ae # 5 ral g eo 
‘ ; 4 i Pe , eee 8? es if eg 3 ; 4 7 
& a, — ‘ vias é . Fe P = : ral 7 die 3 : ae 4 * : or ae 
g BA “ 3 ? ee a : $ A od ge ? ¥ : a ea " a K 3 By 
* ¥ xe wm E # ” en: ,’ Fé ‘¢ i ‘ re ¥ PS aS. e 2 7 
Poe . 3 2 : . ‘ ‘ae # ee a + ? eee me sf ag ie _ : 
a ‘ > ee ‘ fe . eae 2 f : . + *% . * ‘ ae Se 
Ce % ete coal | ~ ail ; .) A (i Ff Re F%, i Pome ae ahs? * J 
: Sa . ££ A aa ef — oe ee ; ob sie eam Pea ee SS a oe - *y hy 
ae ‘ ; ; a gd : - Pa ge : ie i Se 7 a Ai ier ee ng ‘ : 4 oe ; 
hy 3 Lil ns & , iy ey # Bie & 3 “eZ 3 1 BY ‘ epics is x Mp Sea, . 2. Be Ks % fi et: - "4 
a : ; ae BR? ; 3 0 ame . : 4 ? [pt hs BO gaa tes paRE i ic ek ek ee 3s) 

: ; ‘ . , re % a ree Bee a: fie es i fe iis > iy fe a Bical ‘ Pe ak ‘ $ 3 a 
= os . a il 2 ee , 1 se | A he Se ae A <p huge epee ee oe 4 : 
yy ; , as ag ge: ‘ ih * te Ge ‘ . : 7 (SOLE es er £8 3 ni gee a , a F * sf oe ti : 

- 4 *; f ie ; § wed 2. ae > a { > 5 F ee me # Ges a . i ‘ ba Lng ee Fae tS & x i 2 * : 
em : oe tes : OSE pee ee see Sl e eae fs a 2 e 2 eh # as gig r a a Fe es : *: 
* : ee € P i *% ae sit, e i. rae jc . a i : PE Sema wes Page © oe = iby 2 # K ee : Ae a ee e ; os : Wing cm ie 
* : , aes a oe pe ; « Sogmee Fs 4 < Tite an § é a ede Oe i oy .: _ ar ’ ra 4 
ye Hh tank gh? Soap i oe FE Pa ee, 2 2s ae eae iy et ae oe 5 eA © a, Ale : soa 3 : ‘ ~ a. } 
z ~ ae " e § ‘i e Bae de a eee ie Bee. “f “— ok? aan ip eS a es 83 oe ‘ Lem bt 4 
‘ibn ‘ os 5 # z P ee 3 eek ee Oe Ce ee. 4 - pie 3 £ = ies st Pe ree a ek “ ae 3 Re eg % 3 . 3 i. 7 
F a a: tog ex & ee ae NEE Et SS ee 2. en aie ee] 
, ae a er Pe as | oe : eye ee Se eee Oa Sgr ONS | by iva Merce ar Aer i > 2? Se ee et eo ' 
” te a! i. ; ba ¥ - ee ae dae : i Ree | ; Jota S. “f a 4 ited 7 +. i eee Dies Pee et ; 2 
a a ee 5 ee ae + ee ii, ae 2 ie ee | Aer ae o 2 i . jst ee oe ‘ NA > 4g : “ee re a 
* a, ‘at?! =~ 2a fo ae ee ie Ae. t ate 4. = ie hs + ee ee ee le as 
5 a te z ¥ Mae +z : ; oe i a s re eae Bin FE Ye oe | x A 3 m . i a ee ba % ee ane es ' ~~ : a Ct de aes Saige 4 vty =f ; 
2 Es ¢ <a ee sZ ee Oe Pc P: see, : x 5 e ee og ey rae > 20) + ian 3 eee oe > 4 ’ ' , ¥ Se ie $ $8-o 2 
fae & ee ae age ~ ’ ne a pt A PF gre = ot fee ae le. 1. . 7 a "* cee ae 4 4 Rs Re: * ‘“ : ii 
oa - F ok ghtiy eos ia ~ ae P , 2 * ae ro, 2A Ze ; a ae La § a & * ¢ r et 
ae € cP. %; “ se « ; ae a¢ ; 2 ee ‘ 2 y é : fa a * *: ex " 
: ee } ne. ee , A i ai 3 : F ds “ ied ahd er 
€ hike 3 ’ ee ie «gull as: ee 3 ee PE Bake tensa * oY FR AS. ne Ty 5 
‘ a 4 eng ; a ¥ ee ata ee tales at oe oe ae es Ss # be ee eee a Te. he ae ae aa me 
oe ae es Cl ro bite oe OS ee a ke, oe ge ‘ght .. 
: 4 See m ‘oe Ee r ee, : a. ee Ke; = wo Oo eh oe eo a a 4, ae a oe ES Ae oo ; ‘ ag ee % ; 
+ ud @ ag sp ‘ s ¢ 4 Bs —— J ee Pit ‘ oa —— ae Pg te oh = ie ae eee he eiead ; eS 3 . * hn i ee a 4 se 
fy 3 ap ere a % - ‘ le fs - Ss, ee Be. a ee te he a ES oe cates ie ke Se ae! a , i 5 ; 
ee z 4 i ke ; 4 # ? bg ‘ j a, # ‘ 2 a Sa Be ae weer 9 er Le, . oe E wee ~ = : is te sy s, 
rd 7 sai » x ost a : ae ete. : oe % @% a eg . Z My f - oa a oe ye ie ss ¥ oe f. e ‘ oe * ee ms : - ig. a z i ¥ 5 7 
ij E i : st is a oe ’ gs “ nF ee at ee a mn BOE Se Seager ahs Cote ec eee ore ie eae ee eee On are, i 
> , oe ry eee ge: Coo wer pe ie ; are ge W.. spare £3 + cause ae, gages BB 3 ie es , ; * : 5 iv " 
a ers” Jy, Fe ae ae 4 ; eS Pe : ae es, ae : ; Tom 3 : : oS Peis “ e is 
Pg ee aN ? “ pa ae ee es ae ty de a # i. ee 5 eee ie , AE ae i alee ‘ eee a 
Ta Pe _— > ge e Se ede 2 a att a as ae 3 ee ea 4 4 =f ae a eee te “<y eas % ° y ibe i NR eae ee 
aa aa : : so ee att ee OE s ce eel % i : 4 4 RE Same por. me Fa eo Cea ee ig 
: as ce we ig a he ; Ae y * eos re ae meee jaz 4 ; 
ae ; ; PLS? i en se . : ee ch : - ‘oak ie : 
" sa a - x ee § “F ete 4 bg r ‘4 he haar Oe SS 7 
7 m a ete, Pp . ee 3 i r. me cae ~ ae i as Pe oe 4 r pa m4 gi 4 ¥ ce Po ce? 3 % Wy 
“i i F ; : ee ae ; Pee 4 j 2 eg eo v3 3 cae ae 
% 3 P a : o% tee : Bi ‘+. Ps, a ‘ e iz ot ‘ ¢ ame be $ ie ee ee $ aes c 
P = ag Ei ” rg i ae ie < en ae ¢  y * eS % Q ee s s i oY a ‘es, i: fy, 
‘ a : $ i a eae i 3 x 4 bere” * ot yl ala J ; —. ce ‘ ee a Pe ‘gis ; oe 
it : ‘ a4 a ae. ae ‘ ighe fa ie. Wis * a as gee ia am é Pie 5 
a K! a e ude 4g 3 ee aa : ao a i . 2 . it ¢ 4 4 tas 4 ope iglig, ik Rm ae = | 
% ‘gf : pig er " es: # ae tg ¢ bi ha Po i € a j y ne i S “ 3 ag fey < 2% sh be & 4 ‘3 
Ze < ee A _—. * A a ee * sie Fn: aS ee z 
4 Wo OS an San 3 ot re 1 eg ee gg a ea a Pe hay eres ; eu de aoe : ‘3 = we” hae : 
i eee on ae hd > fa ce om: eS ye Meg : . y ee dy (i Ee s. Ba ae 2 ‘eo Re ; 
we ‘ 4 Sx $ 2 ag pe CO a os ¥en ’ ; — % oes is pater 5 \ goa 4 # eee, 
ee —— Ce i. Oa ee a ce tee eee 
wey po g ae : ee OE See Re of oe aga 3 #» ; ee wf oo 1 age o é . - & Tie ee a 3 4 % ae r: se , ee 
j BB Se oe page Ss . we “x Re ee on ane a _- ad a rae ee Re ae be ae, BS as 2% Sp ae: 
ees See Me ps8 - ew ee £ z ge Sone ; ee ; 
5 ees et ie a oe s a  - od ll ’ F Na, f nf s “ae oe - 3 = MEE SS 4 ee oe 
« . co: aoe =" eo Sg i : i a ee Ons ie a Ei 
: * a Bs : ee ae Dt aes ae ; “ ape Pi ie bac 2 ig xg ge a Rae 4 . a 
¢ Migs * we *y ,. “4 ; At 3 i : ca es La a , St Thais YO me we ; a -~ = ey “ os ay i Sy 2 ee) 
$ pag 2 ‘ is o . a OY € F “an eee - ps “ 
’ = Z ee t* "s ‘A BP < , 
4 é Pe isd ou ‘ . 5 ot I* gi ’ oe 4 Ea ~ 
pe ra ee i gfe ed ; C4 ee os et &y ts % be ei OE si 5 ro 
. oe 2 2 a a ae es es es # we ay Fd “3 ? ay aes pe oe " 
' a A tt ue a lls ae ee Ae ee ; wis ee 
: - OO le re , — — ge a PP $ ie. iam ea f ae sf 4 ie . 
te : 4 sent ad _ oe a # f. a. a ; J ¥ Pt ay # | : he ee 5 : ‘ es § fi 
Me & ae ee ‘% a a a ye og Cin a poe Fw é ; % i ee , q 
ae Be . “ig *. _ ~ me Z f aed [Ory i <2 whe bah nl : : £ Mg % ee Ae te a * de ie % 
Be) y: ie: ie ine j Pash! , et ere a. ; . Sa é the P eae >: ae © coe Rae ae. 
bes giao es F F * “ see P . m ? Poet 2 s ¥ - - Z E &, Fa, a $ Ps Lae ye Bi ae 
ae : — . a. (sitll ae <i *.. soe ee 
i Se ged é — a5 % me See ; # oi "4 : rae as A. a a oe ou. 4 4 
t<. # ‘ — ye kas 4 i ‘ek es mmm i i ge sg 3 e : ie a °y 
: ages — . , : a. 3 Megs f — as Be Be a - “ee ‘? = a a. : «. 4 : f a 
, ke : ee to < aw ae i . Of of ait, » es eee zg: -_ £7 Faget i a 
| * = : a . at. tp EAE LE at 7. a > EE 
‘ ie ; po : a. re 2 om : va m4 : é 2% bs ay 3 iG : zs ca | / S | 
- ¢ 4 4 ; A ff ey il $- wat ee ae » Bas ‘ ett z ae, “ ‘ : 5 * ke oe & tid 
M4 Bes : ig ae ee Fa ” ee a . ” be ‘ ye fF ies & ee 4 Bs ‘ ¢ eee ae ee 
ve ® : if ‘ La ‘ he, i ud eo P dy a 4 ak ; e 7 : Z * $ % 4 4 $O a i yt /- a 
: i ee so Ps an. z 2 ae : ee . : oe a —<— = — ce ae 3 ‘5 
4 cn on > % On i SS 7. a FPP Sy 638 a a 3 * j de gee: ; : i & 24 s ig E « 
a ae oe : ee i i Se oe Se ae & ee 6 cs. ' = cae _ 
" Bg m , y ® Ei : a ty & J * "Fe t fee ah iy Z if Seg = : 4 2 iy 
_ ee ee SE a ae és ; ? . , PA : Py A fore 4 . a #. : , f 4 ee i Ce ee — A 
+. _ se Feneag M a gh ag? Pe a 7 ax re 2 oh i % % ba : r % Fide * 3 r 
: A a 3 ee ag : 4 EO . ae a re . ip . “hy 4 : ree be be t * eS a Z : e % . i : i 
wal Re : ‘ c.. = ea : ° 2 fae Ad 3 é ; WS ge i : ‘TA 4. ‘8 5 & 5 a : 
% " ¥ a e te m 5 - ro : ee Pa he : f ig * : 
a 7 ‘ < Pe ; 0” ee ’ ie ‘ % a ‘ # : + ae ‘ 
wee a a3 + a a al ra : 4 a. % 4 ‘ 4 + xf ; ’ me # b ‘ a 
x d i aie . 4 YY A/a? Cee ; . i ga 3 i = /*. oe } 
‘ 5 24 ji Fe - * 4 ah , = F 5 ge oe: ? j be é ft ‘ ¥ F. “ ee i g . 5 =. 
bia : a, © . 3 f \ . Fy F ‘ f 4 Me bs j ; t ee 4 * : pe 
i 4 é 7 z s § hi ; # ‘ f q : 2 
4 . i a im 2 =~ ; B. om ¥ 2 2 oe >. * Sa , 
# te x : a7 5, 7 he “i . : 8 ie . ; wees i % ; = = 6 
: : es ea a os a : . ‘ 4 - ‘ —  * act Me. 3s q Z - mane k “ae a am: 
: P Same ro 2 * r< : : ee & : 4 en - gia ee? ‘ * ‘ % * j ok ae : 
id Dg, call " 4 ae i = ; a Br iad x“ 4 = be gi s = 2 q x i be ag ‘ “ . 3 =a 
a Pe Bese | ? 5 ee ee eae se } + 4 Betaree eo Ae ea __ 
P 4. : * os he 2 rs eae : ' ae 7’ = 
? ; 2 eae. > 3 pees —_— Pare ‘ j 
Lam» 2 ES ‘ iF Bak * Pit tae sa 3 ‘ 
. (ae bie 4 ; 5° ee cS  . Se : {es 
ins + ? +f ve ma 2 i Ms asd ‘ ahs, ie uae ‘ " FS 
. ~ F . ‘ae : satis E ‘ 1 } Mid ee 5%, oad 3 2 e ‘, ao aah £ oe - : 
E Sap, ast iy ee tabs: % ‘at i ene Sane ae Se a ee ee oe is 9 * 2 4 ~ pate ain hos acess set. eo se eee ma ee ee 4 oe 
te oo # ili tee | oy as, . —-o % ar it oe ee a Ste _ Sy “Be: ns or eee ae = i & as aie a. y a 4 : m4 
4 . % cd a s - _ —— a as 
¥ - : a ee =4 ee r ig Ns Si Ma ae rg oi Pt a ee 
head selliiidienateadeneniithchchneeiaekionsentie : — — ata ie oe repair ; =* a Ce ad «ee eee Ee ee ee eye ee 
» : ese ahs, Ne i. ve ebay elles i fe E ee : ae ee F. ait oe ea eS oa oc le ao _ oe ee ein 4 Ade. © 
ae i r ' 4 . Ba | es Soe ee, ee A EO ae ae ogee Tes sis Sri ote ee ee i ee es OER Sig ome mee +255 bah Se fhe Li ets a aa gta # 
eR Bee ts eae By tay and Fe Be Ie ar Payee he ght ace Glee ieee a ee cent fies ams ek Waite Sel yon + ir Pabesis 4 © ve Oe ne San, 4S Sota bys i) bic ae ee ghee te HENS a eee eee Rapa Sar aes ae oe ag 
Sees aaa i oie ie aye <r) tS We err et eS MO RPGS ae areas SRM een ok Coane ee eta a Pate * ROOT ER ai ei Ben rae, re Cot OY ees abe aaa athe Coehores te be 245 ame ry 1g EL Flees teas are 
nic ht aed ne ae ete al Re ae We Eon eee Re FU ne cc ete gl ce te be gh. De EE, FSIS Oe pec SF ee ee ne Ri Nae oi Spek co ek ial SAPO L balk ag ae gt PD CR SETS BOS a oe tia Se 
ch ree gee hgh Sak aoe Mie an) Salary, Wp eer fa See ny Sod: © as bapa ug te ete a ae eee seh hal Ry et De PR vee ee EES CE ae OF it x crite a Myla Th Oe Sgt 88 RED fat the Digeege e e RE = TAGS OS eee a senna 
Uhr ne ae ae de Sethe Oe 9. ea Ea eer ad Siig at yo Nope r Vnks oon” tree ® eye Ros BEES Ae th A SIUE pis On ae coh Mees Boat ete A ar ae 
iy RI an ane Re PORT Fe ei ee ae aN tk yh Fe RE eS he. ae. cell eeas eae ae So Sete eo Be eh Bat MOEN Fis ae MRO eh 2 a ag li sy are ig ie fy al eS Cae Wr Sat Fm Foe ee to cy pd a ps pA INS ay 8 ae ae Ps ae ae oR 4 oy Saaee Elna A gr ME. OT fr P oa, 
hes bn xe LS Ges An Ohta eae i ‘re ae Rae a ithe oe A ig Pee cae en ent 5 RO SSMS oa yeas 07S Ne ee ee Oe ce oo Wer, Gee Pies Er CaF aR oe Ee ast: aia ea ea Mes oS ‘ithe al by AE eet seh he ee amet 
fe Read awe Oe ier a: MR roe ee ae Es RN ee oO as eee See ee Og Piha od cae tees My oS Ae aE ah Saenea ? eo te, Eee See ae CRE a Ne eae 
an ot.” Soot RR Tos SPREE SRR R th AMET© UNS t ent Cet is Se PEE RE Eon ge cated Eee A MBean ery ed ve Pie tt gens Beate bod ig an eae NI are hy Moe ea eer 
fi rapk ’ fost 2p ee eee ee ee ak os Be ~ OP Sea. SP ee fee eke oy oC See Se Sa ee aah * Oe et a ee: Be OE ae ey Sg oa 


Sghes ee 


from 


sponsor x 
viewpoint 


ED TAYLOR AND DAVE KUTNER are Marketing Vice 
President and Advertising Director respectively 
of Motorola, Inc. Like the company they work 
for, they are progressive and imaginative—quick 


to pioneer when a new opportunity comes along. 


Perhaps that’s why NBC MATINEE THEATER first 
piqued their interest. It was different and un- 
conventional . . . a different full hour drama 
every weekday from 3:00 to 4:00 p.m., in both 
black and white and color, featuring produc- 


tion, writing and stars of nighttime calibre. 


Intrigued, Messrs. Taylor and Kutner dug 
deeper. They found: 

. that according to ARB, hour-long dramas 
are the most popular form in the daytime (just 
as they are in the evening) 

. that NBC MATINEE THEATER will have an 
estimated coverage of 32,500,000 homes (90% 
of all TV homes in the United States) 

. that the commercials will be 90 seconds in 
length allowing each selling message to be devel- 
oped fully and powerfully 

. that, for all of its unique features and quality 
production, MATINEE’s total cost comes to only 


$10,326 gross per commercial position. 


Then Motorola considered the new audience 
that this fresh, quality program would inevi- 
tably attract; the prestige of association with 
top stars and top production; the growing 
advantages of color commercials. Motorola 
added all these things together and signed as a 


long-term client. 


Other discriminating advertisers like Aluminum 
Company of America, Procter & Gamble, and 
B. T. Babbit Company—have analyzed MATINEE 


and come to the same conclusion. 


Take a long, examining look yourself. You'll 


find you too can enjoy major values on 


@@® NBC 
MATINEE 
THEATER 
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44 Advertising Age, October 31, 1955 
Pas Book Publishers Plan Big Ads__ the Dec. 4 New York Times Book Graff Names Kaplan V. P. sales and merchandise manager for 

Two book-publishing clients of Review. Harry W. Graff Inc., New York, the company’s vinyl inflatable di- 

Lewin, Williams & Saylor, New has appointed Al Kaplan v.p. and vision. John W. Curtis, formerly 

York, have announced what they Adams Joins Hart Schaffner creative administrator. Mr. Kaplan | with Talon Inc., and Paul J. Mul- 

A CHRISTMAS IDEA call “record-breaking uses of} Connie Adams has been named joined the agency in 1950 and has der, previously v.p. of Mulder & 

FOR BUSINESSMEN newspaper space” for the Christ- | advertising production manager of | been assistant production manager, Zoon, have also joined the New 


mas selling season. American| Hart Schaffner & Marx, Chicago, |copywriter and general manager. | York sales staff. "i 
Book-Stratford Press Co. will take| manufacturer of men’s clothing. ee 
THE GLORIOUS TRADITION OF GIVING THAT a spread in the Nov. 1 Chicago Mr. Adams, formerly production | Ideal Appoints Three Lewis Ogle Joins ‘Look’ 
SURROUNDS THE CHRISTMAS SEASON SEEMS TO Tribune, Nov. 1 New York Herald| manager of Roche, Williams &! Ideal Toy Corp., New York, has| Lewis Ogle, formerly v.p. and 

US BEST EXEMPLIFIED THESE DAYS BY GIFTS TO Tribune and Oct. 25 New York Cleary, Chicago agency, succeeds|made three appointments to its | account executive with H. B. Hum- 
PEOPLE AND INSTITUTIONS THAT NeED were. | Times. Hanover House-Garden' Joseph A. Scott, who has moved ‘swith staff. Leon West, formerly|phrey, Alley & Richards, has 


City Books, division of Doubleday a sales position with A. Stein &| with Bilnor Corp., returns to a post| joined the New York sales staff of 
LAST YEAR. A NuMBER or Businesses | & Co., will run a double spread in'Co., Chicago. previously held for seven years, Look. 
SENT CONTRIBUTIONS TO HOSPITALS IN THEIR 


COMMUNITIES IN LIEU OF PRESENTS TO THEIR 
CUSTOMERS AND CLIENTS. 


WON'T YOU CONSIDER THIS SIMPLE PLAN 
OF WORTHWHILE CHRISTMAS GIVING THIS 


— 


YEAR, AND IN THE YEARS AHEAD? / 


American Hospital Supply corporerion 


FVANESTON, LL INOTS 


| 
ipEA—American Hospital Supply 
Corp. will run this ad in the| 
November Fortune to help stimu- 
late Christmas contributions by 
business men to the hospitals it. 
serves. J. R. Pershall Co., Chicago, | 

is the agency. 


Businesses Are | 
Unbusinesslike in 
Giving to Hospitals 


New York, Oct. 25—American 
business gives more than $10,000,- | 
000 annually to hospitals. But few 
corporations have any definite 
policy for handling appeals for 


contributions. a; of ’ ; d 

These facts are brought out in a_ Staal A 6 ar Stan ard 
report on “Corporate Contributions | ; j pa 
to Hospitals,” prepared by the di-_ jits most 
vision of solicitations of the Na-' 4 : 
tional Better Business Bureau. : _ ve ic 

The report is based on replies 
by 179 corporations to a question-| 
naire seeking to determine corpo- | 
rations’ criteria in deciding wheth- 
er to support a given hospital and 
how much will be given. 

“There is no crystalization of 
corporate policy nationally with 
respect to hospital giving,” the re- 
port says. Less than half of the 
companies surveyed require spe- 
cific information about a hospital’s 
operating methods, and less than 
25% reported a policy in regard 
to following up contributions after 
a fund-raising campaign has been 
completed. 
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® “There is an equal lack of uni- 
formity by corporations in the 
methods by which they determine 
how much they will give to a hos- | 
pital appeal,” the report says. It) 
points out that 134 companies, | 
which contributed to capital fund 
appeals in the past year, deter- 
mined the amount of their contri- 
bution as follows: on a per em- 
ploye basis, 31%; on a percentage 
basis of total campaign goal, 18%; 
on a basis of total days of care giv- 
en employes by the hospital, 8%; 
on some other basis, 58%. 

According to the survey report, | 
94% of all respondents to the) 
NBBB questionnaire reported that | 
they have no formula for deter- 
mining industry’s fair share of hos- 
pital contributions. 


~7\\\ 


White, Joseph to Auerbach 


Oliver White Jr., formerly with 
the sales promotion department of 
McCall’s, has joined Alfred Auer- 
bach Associates, New York, as an 
assistant account executive. Alain 
Joseph, previously with Holiday, | 
has joined Auerbach’s publicity 
department. 


Gordon Names Wilson 


Marvin Gordon & Associates, 
Chicago, has appointed W. Yale 
Wilson creative director, a new 
post. He formerly was director of 
account development of Kuttner & 
Kuttner. j 
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Advertising Age, October 31, 1955 ns 


ABC Boosts 2; Names 3 ers in the sales development and s ompani 
American Broadcasting Co., New |research department. Mr. Wregg TV Film C panies 

York, has promoted Ernest E.|formerly was with Young & Rubi-| Pind Good Markets 

Stern from manager of publicity |cam and Benton & Bowles, and Mr. | 

to director of advertising, promo-|Broitman previously was research | Americ 

tion and publicity for the televi- director of Headley-Reed Co. in South a 


45 


American tv film company to sellbeen bought by stations in Rio de 

Argentina. Ziv sold all nine films Janeiro and Sao Paulo, Brazil. 

to the government-controlled tele- 

vision service. ® Included in the nine-show pack- 
The sale follows the downfall of age are: “Highway Patrol,” “I 


_Juan Peron and the subsequent Led Three Lives,” “Mr. District 
sion western division in Los An- New York, Oct. 25—Television announcement by the new admin- | Attorney,” “Science Fiction Thea- J 
geles and Adolph L. Seton from|Two Stations Join CBS-TV film packagers are finding, like istration that it will encourage | ter,” “Favorite Story,” “The Un- 
assistant manager to manager of KDAL-TV, Duluth, and KPAR-|Hollywood, that there is a good American investment in Argen-| expected,” “Boston Blackie,” “Cis- , 
publicity in New York. ABC also TV, Sweetwater-Abilene, Tex.,|market for their product in other | tina. co Kid” and “Yesterday’s News- r 
has named Seymour Vall, formerly | have joined Columbia Broadcast- | countries. ; | At the same time, Ziv announced reel.” . 
with NBC, copy chief of audience |ing System. KDAL-TV becomes a| Ziv International, which has | that it has also sold the nine films| Overseas marketing by Ameri- 
promotion and Alistair Wregg and |primary affiliate, and KPAR-TV | dubbed nine of its shows in Span- to the new tv station in Guatemala can companies is contributing to 
Ralph Broitman presentation writ-'an inter-connected station. ish, last week became the first| City. Three of the shows have also these film sales. Ziv points out that 


among the sponsors of its shows 
_in Latin America are Procter & 
'Gamble, Ford, Richard Hudnut, 
Nestle, General Electric, Goodrich, 
General Foods, Borden, Westing- 
house and American Tobacco. 

Screen Gems, the Columbia Pic- 
tures television subsidiary, reports 
| that it is doing well in Canada. Es- 
tablished in Toronto only four 
aa ago, Screen Gems Ltd. has 
| 


already sold eight shows there. 
The shows ticketed for Canadian 
ae e tv are: “Celebrity Playhouse,” 
pon = “Jungle Jim,” “Father Knows 
. Best,” “Patti Page Show,” “Ad- 
ventures of Rin Tin Tin,” “Your 
| All-Star Theater,” “Top Plays of 
1955” and “The Big Playback.” 
The sponsors include General 
| Mills, Noxzema, Du Pont, Imperial 
_Tobacco Co., Dominion Dairies of 
‘Montreal, Kellogg and Vick Chem- 
ical. 


Hufflin, Huhta, Stark to Grey 

_ Grey Advertising Agency, New 
York, has appointed Milton Hufflin 
Jr. an account executive, Ray 
Huhta a group head in the media 
department and Joan Stark, a time 
‘buyer. Mr. Hufflin formerly was 
general manager of Saks Fifth 
Ave., White Plains, N.Y.; Mr. 
|Huhta previously was with Ruth- 
rauff & Ryan, and Miss Stark for- 
merly was chief radio-tv time buy- 
er of William Weintraub & Co. 


Rate & Data Service announces 


Significant editorial improvement in 37 years. 


Oil Assn. Picks Agency 


The Westchester Oil Trade Assn. 
i 2 has appointed Goold & Tierney, 


New York, to handle its advertis- 
making CONSUMER MARKETS’ state maps and market te Se ae oe 
statistics readily accessible, monthly, in SRDS itself 


advantages of oil for home heating 
will be started soon in Westchester 
‘media. 


Starting in May, 1956, each of the regular monthly 
issues of Standard Rate’s Newspaper, Spot Radio, and 
Spot Television books will include all three of the 
vital tools of market and media selection— 


1. The regular standard listings of newspaper, radio 


However, the Executive Committee of Standard Rate 
& Data Service, aware of today’s dynamic accelera- 
tion of change in America’s markets, concluded after 
intensive study that the publication of market statistics 
only once a year was not enough. It recognized the 
need for current market information, reflecting market 


and television rates and data 
changes as they occur, and in a form that would make 
; 2. CONSUMER MARKETS’ state maps for easy geo- it more accessible to more people who in any way, at 
ts graphical analysis and quick identification of avail- = any time, participate in the media-buying function. 
: able media by types 
2» ; So now, instead of publishing CONSUMER MARKETS’ 
2 3. Up-to-date CONSUMER MARKETS’ statistics . . . information in an annual volume, we are putting it 
; state, eeny; city and metropolitan area data on where it belongs...in Standard Rate itself...every month. 
population, households, spendable income, retail 
f sales by store types, farm data, and other vital [his expansion of CONSUMER MARKETS’ service 
is market information that provides the gauge of a matches the trend of increasing agency participation 
market’s potential and the basis for measuring a in clients’ over-all marketing operations. It fulfills 
medium’s coverage of a market. today’s real and growing need for convenient access 
Over a ten-year span, Standard Rate & Data Service to good, reliable market information, at the time media | 
has made CoNSUMER MARKETS an incomparable plans and media decisions are being made. | 
— source of geographical and statistical data, compiled _— Starting with the May, 1956, issues of Standard Rate’s 
i) especially for the advertising industry. One of many __ Newspaper, Radio, and Television books, everyone in 
; | marks of its universal acceptance and widespread use the advertising industry will find CONSUMER MARKETS’ 
: a is the frequent and regular quotation of CONSUMER maps and data, and the standard media listings, righr 
a MARKETS’ statistics by media in the presentation of where they belong. . . all together, in SRDS, “Adver- 
their own market and market coverage stories. tising’s work book of market and media information.” 
e 
; * SROS Standard Rate & Data Service, Inc. 
ff % The National Authority Serving the Media-Buying Function 
‘ Walter E. Botthof, Publisher, 1740 Ridge Avenue, Evanston, Ill. 
iz Sales Offices: New York, N.Y. + Evanston, Ill, * Los Angeles, Cal. 


Heltman to Shohet-Meyer 

Morris Helfman has joined 
Shohet-Meyer, Yonkers, N.Y., as 
an account supervisor. He former- 
ly operated an agency under his 
own name. 
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CBS Television presents the premiere tonight of an 
adult and provocative dramatic series of the old West 


GUNSMOKE 


starring James Arness 

Hailed by critics as the “High Noon” of broadcasting 
when it first excited millions on radio, you are certain 
to be caught up in the tension which hangs over a 
sun-baked frontier community, and to applaud a new 
star on television. Tonight at 10, channel 2 


“CBS would appear to 
have a winner” 


JACK GOULD, NEW YORK TIMES 


“Got off to a fine start” 


N. Y. JOURNAL AMERICAN 


“Top notch quality... 
superb photography, 
realism and pacing...” 


ST. LOUIS GLOBE DEMOCRAT 


“Will outdraw its 
Western competition” 


N.Y.DAILY NEWS 


\ 


mum NAVY LOG 


Don't miss “THE FROGMEN,” tha gripping stery of esurage by + 
Mavy foom Nis the 

‘(9 5 oem adventure sertes besed on the tectmal record of heretam 
pertormed by US Mery personne! aboard ships, planes 

and submarines and produced ie cauper ation 


with the United Bistes Novy 
. at an 


Bus Citaiay 8 treo 


“The best (of the new 
candidates) Soe ¥en manssuen 


“Loaded with suspense, 
full of realism, 
authentic. oie rT N.Y. HERALD TRIBUNE 


‘An irresistibly funny 
television series” 


N.Y. HERALD TRIBUNE 


“A very funny and 
well done show... 
Silvers is a great 
comedian” 


“Packed with humor... 
(Silvers) is superb” 


NEW YORK TIMES 


“We haven’t laughed 
so much in years... 
Silvers... will be the 
comedy standout 
of the 1955 season” 


N.Y.DAILY NEWS 


“Perfectly wonderful” 


HARRIET VAN HORNE, N.Y. WORLD-TELEGRAM 


NEW YORK POST 


‘ FORD STAR JUBILEE JUDY | 
| GARLAND 
DAVID. 
WAYNE 


— the frat of 2 emcee month corves of 
brvllnermt how: amd hal) programs Me wwe 
te ame Judy fer the fort tome om teberawen 


9:30 TONIGHT 
CRS Tetenmm chennai 

grim brumderont om heck amd wh te 

and ree we Pelomewe City 


“Triumphant preduction”’ 

“There’s never been 
anything like the one 
woman show staged 
by Judy Garland... 
over CBS... pure magic. 
CBS had the best 
spectacular to date” 


HARRIET VAN HORNE, N.Y.WORLD-TELEGRAM 


“Will go down as 
another triumph...an 
hour-and-a-half of 
excellent televiewing”’ 


RADIO DAILY 


“She proved herself 
as great a performer on 
television as in the 
movies and on the stage” 


BEN GROSS, N.Y.DAILY NEWS 
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starring Rachard Greene 
| and Bernadette O'Farrell 


ctually filmed in Sherwonn! 
Forest, the classic story 

of the famous outlaw who roamed 

the English countryside as the 

protector of the poor and defender 


of the weak comes to life tonight 
on CRS Televimon with Richard 
Greene starring in the title role. 


Tonight at 7:30 
channel 
CBS TELEVISION 


“Rousing entertainment 
so oflTSt rate...’ naw roux riuns 


“The answer to those 
who have been crying 
for entertaining 
quality shows for 
youngsters... of 
interest to old and 
young alike”’ x. v. amy xews 


AS ADVERTISED 


The excitement of the critics over the new CBS Television programs was matched by the 
enthusiasm of the audience. (More people, for example, watched the first “Ford Star Jubilee” 
than any other 90-minute program on any network in television history. And it was identified 
with a single sponsor !) 


To advertisers the real significance of this achievement is that with each program the 
performance was equal to the promise. For the past four years they have known that CBS 
Television has delivered more of the most popular programs at a lower cost per thousand 
than any other television network. Now they can count on CBS Television to enhance its 
value even further during the coming season. 


This confidence is perhaps the underlying reason why American business continues to 
invest more on CBS Television than on any other single advertising medium in the world. 


CBS TELEVISION 
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Note worthy 
g OR NOT WORTHY 


e One little letter makes this big 
difference, A before-and-after 
JAY P tree booklet proves our point. 


, ale | PHILADELPHta, Oct. 25—If Henry 
WALA aovertising typocraphy McNeill & McCleery office in San y, 


11 E. HUBBARD, CHICAGO 11 e MOhawk 4-6134 


Early Joins Frisco Agency 

| Jack E. Early, formerly manager 
‘of Grant Advertising’s San Fran- 
‘cisco office and an account ex- 
ecutive with Beaumont & Hohman, 


‘has been named manager of the 


ia rancisco. 


it's . 
fall . 
but 


ALCOA PLANS $15 MILLION 
FOIL PLANT! 


NATIONAL TEA CO. PLANS 
NEW WAREHOUSE! 


a NEW $112 MILLION COURTHOUSE 


STARTED! 


PROGRESS 


SOARS! 


n PYMAMIC 


DAVENPORT, IOWA! 


Davenport Newspapers 
[N are FIRST in Quad-City 


circulation, lineage — 
| FIRST in all lowa in ad- 


vertising lineage! 


The MORNING DEMOCRAT 
The Evening DAILY TIMES 
The Sunday DEMOCRAT & TIMES 


DAVENPORT NEWSPAPERS 


Represented Nationally by Jann & Kelley, Inc. 


| 


and tying it in with the do-it-your- 
self movement. 


Disston Intensifies 
Its Drive to Sell | 
Saws as Yule Gifts | 


isston & Sons has any say in the, 
matter this Christmas, Santa Claus 
may get a few bumps by colliding 
with a handsaw hanging from 
thousands of mantles. 

This year the company is in- 
tensifying its successful annual 
“Operation Lift” campaign, launch- 
ing it during the holiday season 


One new feature is putting 


three of its consumer items 
into Christmas plastic stockings—a 
handsaw, a hack saw frame and a 
nest of saws. The drive this year is 
designed to get the family to buy 
all three packages for those mem- 
bers of the family who do the 
work around the house. And, per- 
haps, to persuade Santa to carry 
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SAW BUT NOT HEARD—This postcard is being used to merchandise 
advertising by Henry Disston & Sons, Philadelphia, promoting its 
saws as Christmas gifts. 


being concentrated in the Oetober 
and November issues of Hardware 
Age and Hardware Retailer. A 
good part of the campaign is being 


some in his gift bag. 


built around sales promotion and 
The trade campaign this year is publicity, with Geare-Marston 


number four of a series: 


what is the true measure of a 
publication’s editorial quality? 


One of the most commonly used basis for any pub- 
lication’s claim to fame is its editorial content. After 
all, the editorial presentation is the “heart” of a 
publication—the magnet that attracts readers, the 
springboard from which advertisers hope to gain 
potential customers. 


Despite the importance of editorial content, 
many publications overlook the primary purpose 
of their existence: service to a particular industry. 
Oftentimes a publication is relegated to nothing 
more than empty white space on which to print the 
messages of paid advertisers. The purpose of indus- 
try service, of reader confidence, etc., are not just 
empty phrases, but an honest-to-goodness measure 
of any publication’s true worth. 


How then, can a publication’s editorial quality 
be measured in terms of value to advertisers? 


_ Perhaps we can best answer that question by pos- 
itively stating the editorial concepts as prescribed 
to by AMERICAN RESTAURANT magazine. 
True, this is a subjective example, but it will with- 
out question, tend to describe the philosophy, metic- 
ulous planning and actual physical labor involved 
in presenting a publication’s readers with the finest 
editorial product available. 


In evaluating the over-all editorial strategy in- 
volved, the planning phase is possibly the most im- 
portant and has the greatest effect upon the end 
product. And the word “planning” is a magical one 
with the editors of AMERICAN RESTAURANT 
... for projected into the future (TWO YEARS 
to be specific), EACH issue is designated to edi- 
torially cover a certain subject .. . giving it retention 
value as a reference work on a particular subject. 


“Planning” means AMERICAN RESTAU- 
RANT editors know where they’re going and what 
they’re going to do about it. No “make shift” ma- 
terial is accepted, and it’s a case of “going into the 
field” to unveil necessary material to present the 
true, complete picture. 90% of the entire magazine 
is produced from staff written or staff-assigned ma- 
terial, with a bare minimum of free lance material 
being accepted. “Practical” material is the rule, not 
the exception, since ARM’s creed is to present edi- 
torial material that’s helpful, not just pleasant 
reading. 


Just how successful is this type of editorial plan- 
ning? 


Judging from the fact that AMERICAN RES- 
TAURANT has been pioneering the path to un- 
disputed editorial leadership for the past 35 years, 
we can conservatively say it has shown a good 
measure of success. AMERICAN RESTAURANT’s 
editorial quality is decidedly mirrored through its 
background, achievements and accomplishments. 
Here are a few of them . . . underlying ARM’s 
editorial quality, vividly portraying just a few of 
the reasons behind its editorial leadership: 


1919 AMERICAN RESTAURANT became the 
FIRST restaurant publication of national cir- 
culation. 


1931 Sponsored FIRST uses of merchandising aids 
in the restaurant field. 


1944 The National Restaurant Association appoint- 
ed C. A. Patterson, Editor and Publisher, Per- 
manent Official Historian of the National Res- 
taurant Association. 


1951 Mr. Patterson was awarded a plaque by the 
Texas Restaurant Association for having con- 
tributed more than any other individual in the 
last 50 years to the improvement of the restau- 
rant industry. 


1953 AMERICAN RESTAURANT won an Indus- 
trial Marketing Award of Merit for Editorial 
Excellence, and thus became the ONLY restau- 
rant publication to ever win such an award. 


1955 AMERICAN RESTAURANT won its second 
Industrial Marketing Award of Merit .. . this 
time a first place plaque for having published 
the best series of articles among Class, Institu- 
tional and Professional Papers during 1954. 


And, of course, AMERICAN RESTAURANT'’s 
proportional growth in BOTH circulation and re- 
newal percentage stands as solid testimony to the 
ringing effectiveness of sound editorial planning. 


Upon these facts, judge for yourself! 


AMERICAN RESTAURANT magazine, Pat- 
terson Publishing Company, 5 South Wabash 
Avenue, Chicago 3, Illinios. 


handling both the advertising and 
publicity. 

“Operation Lift” was originated 
three years ago by Disston and 
Geare-Marston. The name came 
from that year’s slogan, “Give Him 
a Lift with a Practical Gift.” 

Full pages in hardware trade 
magazines pushed the gift idea. 
Inevitably the peaks coincided 
with Christmas, Father’s Day and 
Graduation Day, but a continuing 
theme was also aimed at birth- 
days. That year Christmas space 
was taken in The Saturday Eve- 
ning Post and again in 1953. 


a Sales promotion played a big 
part. Counter cards and window 
streamers for dealers helped es- 
tablish the hardware store as a 
gift center (an idea which is the 
basis for this year’s National Re- 
tail Hardware Assn.’s Christmas 
promotion). Clerks were briefed on 
how to please women who came 
in with some vague idea about a 
tool as a gift. 

Packaging also was important. 
Disston came out with a handsaw 
enclosed in a transparent plastic 
stocking for Christmas. 

In 1954, the Post did a survey 
on tools as gifts and found that 
among its male readers 25% had 
given or received tools as gifts 
during the preceding year. 

The men who had received tools 
outnumbered by two to one those 
who had given tools. This pointed 
up the fact that the rest of the 
family took the hint. 


a This year Disston is riding the 
momentum which the idea has 
gained. 

As soon as the first samples of 
the three saw packages were 
ready, a series of publicity photos 
was taken. The first one, with the 
stockings alone, went out to the 
trade. A family group of three 
was then taken (in August, inci- 
dentally) around a Christmas tree 
for consumer publicity. Everyone, 
the client and the agency, liked 
the pictures so much they began 
using them for sales promotion. 
One has been reproduced as a 
postcard order blank for use by 
wholesalers. 

Another photo became part of a 
window streamer identifying the 
hardware store as a gift head- 
quarters for Christmas. 

A letter with a special masthead 
reproducing the window streamer 
has gone out to dealers, inviting 
them to order the streamers direct 
from Disston. The reverse side is a 
catalog page. The postcard by 
which the dealer can order the 
items is enclosed with this letter. 


Robinson-Selders Bows 

David V. Selders, president of 
Selders-Jones-Covington, Kansas 
City, Mo., agency, and Frank F. 
Robinson, who formerly headed 
Frank Robinson & Co., Kansas 
City, have formed Robinson-Sel- 
ders & Associates, public relations 
and publicity company, in Kansas 
City. Mr. Robinson was named 
president of the new company and 
also elected a v.p. of Selders- 


Jones-Covington. 
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KNOCK ON THE DOOR...What’s it look like in 
front? How does the house set in with the old trees? 
See how beautifully the chimney wall breaks in. Is 
there anything good magazine pictures can’t answer 
vividly? (Photo courtesy Better Homes & Gardens) 


MAKE IT SMALL, BUT BIG ...Can we keep it com- 
pact, and yet get a wide open feeling—with a comfort- 
able living room, and a huge terrace? How many mil- 
lions of eyes do you suppose have feasted on floor plans, 
and referred to them again and again, in magazines? 
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Could you have built your home 
without the inspiration of magazines? 


Every dream you ever had...the lovely line of a 
roof, the warmth of a white doorway, the caress of 
yellow ’mums to a front walk... these you are de- 
stined to see in the pages of your magazines. “Why, 
that editor must have been eavesdropping,” you say 
to your wife. “That’s exactly the living room with 
the windows we’re so goofy about.” 


But this is only part of the story. Could you have 
built your home without the information furnished by 
the magazines? Have you ever had a question... 
“What's an open-end mortgage? How can I keep my 
cellar dry? When will the heat pump be on the mar- 
ket? Will it pay me to insulate? ... yes, ever a ques- 
tion that the magazines haven’t answered for you? 


Is there anything new under the building sun that 
magazines aren't telling you about right now, vividly 
and authoritatively . .. construction materials, financ- 
ing, adequate wiring, decoration, appliances .. . 


PASS THE POTATO SALAD, PLEASE... Everybody’s crazy about outdoor 
living. Thanks to the magazines, terraces and patios have blossomed all over 
America. Here, for millionaire or wage earner, the same magnificent ceiling. This 
is the life... fill’er up again, Harry. (Photo courtesy Good Housekeeping) 


z 


mi ee sd ae Mee eee - ae Sanat 4 Bay ce eRe aes epee fh 
: rie be Ry EY sy RS SSeS Fe IN Ae Sees RAC cee, SEAL 2 
Ae a : a s f se "2 ee S Tip tee fos see ij ot ff ON. eg a Is: . e Biveks, f ger ee t- ee Pee Bie. aot d TR ik }/ Love Su inattinleands Ai - ssaemalieasiaiaeptirinintinienatanaiirciatemmminnnitienlt:, —— 
ti ste 
ae a 
tsge ” ; : a 
eee | : 
er ; 
a SAY< SE , 6 NS Mead gate a Bites Lee of 
Tegh s F 4 a y “ Te te 1 Oe Pam, Tee || Ce ey “2 “Sees \ bee T a NS Sage a 
, : ad 4 i= . L) f a” : & e ” z weg ‘7 a at a3 Jor ahd , { &. € 4 . PF me: J ‘ Wt all . MM ; E . > a _ ye ‘ar sa" i h > d 
vs a 4 . % =”) ‘ 4, - A Be Rie 4) ae caer or SF Ly . Poe ow ¥ f Pe i a, ™ om a an S 4 gee ¥ 
} a oe Ne g 4 win be ies oh : om ks aS ae . 5 Re tis Cane _ ce apie ee 
eet ee, . - \ 34 Bee ee ea, PS: ak a Y ae AT a oo As ’ + vs *~ meen Yai se = * 
: ~The * i P . . Va a eee {fe ee bad RG mS. T% et Re Pe Ed 
: ss Lan ; wv * * Nive “ Ne I a Poi My A ‘ea Po . ete Fi be, Sa ” ar . ; * ps Fg “4 Enon vat ae , 
cy i ; an vee 2 YF, wien ok ae. a be ee ae . in) OP ae “get ee oe MS ; 
ie ee a | > ; e eA Poe Pr aes. a . ¥ ny Jae a - ~ an nual ie. « a ols De | 
Pa we 3 ea, ee ee ae Nae COON bees oe es ee ee 8S 
. a ‘ ee ae ba r4 eer ee Ps de Bae ue ees _ sf you oe a eS ss) ee ‘ 34 & 
: _ : ; Ma al be we . Le o~ ae > See ; a . i ey, whic? * ee ~_ —. ea 5 ee ri : rin te - > 
pee oes i de ee « Coie ae . as. 2 > ae oe Of} Seer: OR ite ee at 
~ 4 i “o he aa - is ao pee ee Pre 7 ed  S on “2 aes we? Hy z x se ¥ -? ~ ——_ ee = <9 % 4-4 ‘ se At < 
= wage = je 3 sr “te - is eat Re ay Fig =. 4 : Gad a we 
ee m. ia ee ee eee Og Lae 4 a oe - eee ae ae ake : ; a ae t: 
aw ~af a) 2a Ogee es : —— Nate Ta SS aa ae A <2 ieee a ce Se ae, - Pape eA pe = 
a in CM a ee, ie pee “s 
: Qh PTAA Mi EE a ED es = ‘Bs Cg he a ee ee — —_ sa ia i: ’ 
jog YL ccs: «thes “ oe eine cea : Fe eam emir casa nial : Pa i 
= : ef ae T yo ia ee 2 a = a 2 4 : aa! Kur = Bt} ee “a oil = a . 
i a pecenee = 1+ | oe ie eal 414 iat « i aan 
pie dy Ta Ses ' a 4 i ¥ hoi Phd a 2 +E 
eB . gn . : ‘Ss ee “ = ft ' a hui © : — + ee 4 ‘ 
: u ; 1 . > - = ‘ rs is Msi ar” : te wy ‘ 
-- ° : Ss, ‘Rg & P - ‘ 8 Fs ee ee a ate Pass: 7 : 
: a Piel reaps ; . er "4 eae cia =... q 
’ = eomeatecenast _——s we ed . OSE a S a ae = . . . rs — ae ; . hl ae rw i “ Se . 
tory . ° Ae met AS aad 
P= palmate a FAS ee eae ae 
" : ai 2 can < z ~ oe a Set Eon : ‘ » - et a Pn nfs. os hnatenns aa 85 
4 ‘ — ~ x -" . ba Sh oie a 4 Ne oo Sa, a — A oe or ee te ak A 
ea eee Breanne et ee ae OE RS eee ae rey tigen mae dae ae | 
ie ee ‘ a ie * Arent a ee wae iliee a . es . 2 ee ee 2. es 5 : SShie* ak = a wpe & _ wider, ha aad aX Fo, © aes 
Me i ON gs on Meaty So, RE het a 
Be aoery ite ° egos og ge a ie os : r li +. deo eee ee Sas om tel c toma) a : 
ne 4 ee ~ pe S _" a se > & * a — . wy ae i ea . . - . on Sys 3 % 
a f + a - - us . wt Thon ee 4 a > *. ~ . y) ‘ > i ye a +s ibe fH se ee 
————— ae STORAGE 
tee ee ee en ne = 
Bot OS “8 
) eo err tet a 6 
\ 
; eonm fart |_| stay See 
1Sx14 : 
PR ig VE? eb i TR We . 4 
‘ Ce. Oe ca a SN =e 
& " | 
; H BATH tae = | 
é ci ; 
a Re ee oe P| = Cc) \ 
f LIVING \ J ; 
BDRM 24x17 a _ 
' 15x12 a ¥ ia 
ENT BKFEST Lda o 
/ = — \ — 
: = Fi bl ee ey 2 =" = a \A } 
G3 ct We 9 ES th Are oF. . . epee "4 : _ 
. eS SS AS RR IPAS il 
ae 
: 7 
: ; Ps 
i 
a —. - TAP waite ae : | 
: a 6c - —— ime ~- P. : 
- : a a. ‘ ; a a a he w « 
P y ip ‘ Tes ; 
+ ‘ i ee 
+ “ 7 ~ . ig h 
4 a ~ is i , 
5: “sa pas "ts oe a i 
“ * ‘ ~ * ; 5 i] 
F a \ Sar ' ry , ig” = 
ry > of + & —_ j 
F ex ; Fa + ee? ~ i as 
6 . 7 »* on “ue gee) ; 
2 Pd — 4 . : i ; 
i ~~* ‘ P " a ee a : 
, tet , bates 5 as . - ne ‘ 
aha f ~ > . 3 ’ i. ee 4 ; 
e a ao a + © “AA ‘e 73 Moe ‘ 
‘ 4 a, wee. eG a: ie wee ge ca 
a Hing ee 
: ie ae “4 > . 5 : 
2 eabh 2 a ae , p= be : i - Fee 
i ; : aa! ore x . } +e ; 
; Se ee ae ‘ Be r% r % 
i Hither . : ; : . c er : ; it ; 
a aah Hy : - 18 “ee . a 
‘ ; : : : : n : ia } ; ‘ " 
ae . a | | 7 
. ‘ i on 
| | ee ] | x \ mo _ 
~ a | oy ' 
i ame + El i = 
i tee - > 4 ” / oe : cal & } 
| | eee ey eo g 
4 i ~~ . we * i . oe he 
3 C—__ —_". * 
| ite ae _ 
i ° 7 <4 a : 
7 : > ~ ‘ = . + . 4 * 
|  -F > a 
ee | ; ei: etn = 7 
P < Ss — we + 2 . ay ‘ ; 
: Saas w™* . 3 es. Cv 
at C—l—xXwe : eee Pee a. 
| : 3 de Cae 4 ~ 8 ee sagen 7 : 
Ce ee F Be 3 ~ greg %, ee bg a 
| * eee ce ye ore eae. ee 
wNS ‘ %, 4 . 5th .* +s ‘ ey “5 oe ‘ : 
' oe + ; - = 4 J oo “ ya ” i . ae, : : 
; ——— BRS ae 0 ee wae - ‘ 
j ‘ eS Gt ieee ae a * 
- re ry, ~<A Nye 4 , ~ = 
e q : 
; _ 
: 
q 
' 
4 
f 
d 
; 
i . _ : 3 ’ ee es : - ree oes oe "4 ae 3s le nae Be oe % 8 4 ss a Pikes Z 
5. Si. ; ae Se ee RRR ac AiR AG, ROPE oe 6 oh RMI eg CARON TRO oorstraemmne ns SCRA Taree UCC eager ts 
ng PIES. So ee me era ce fare bak Sore ae ee ete Eee i Seats Ian TO vir e sna 5? 3 ree vs a3 a. Bay ahs ie ion Pe ees Wood x ames 1 oe Bie? ees =, > ee iz DBA sas: base ey : eget o es cewECLS ome Wane Pied Pe ay are: : sh as gts eres ee ony ee 
Seay AR i ae.) st Te Oh sata a fags as gigs tes TUS Tin Se ORS ieee eA 4s Sie isis Sites Maa: Caran ne Sot MCR PI ee SERS Age I ea 
Bi eee i oe, became a gk hrm LG hn ROR gv. rh I os Re en Rel gah eae oii Ck a PT da, A Em At Crees 2 Rr" Ni eee de, 1 cet Tn Oe Sec ety eb ieee) Meo Re uel aie Sigh AT hee ea pr ES AS ae: Sree Say § RAP rar he eo pe Pic \Y ak) 1s, hie igs Ga whem to Soe 
eer at ey pe eae fe vee ee ae ieee ie ON; i § Ra eee ey Sy he ahd eee eo) Sie d 5 po AES OT” Cees oe ter Ween) x Eo ete eae s PRS ak UI aa aR Re Be ee eee ays Le et Se Pah tees | PSE oes Ro ak, 2 Le CAS kk ae Moras 4 - m Eee Re ee 
Bg ERG ae ces ae nant eerie 9 RRS © IN aay ee dae CREME Ge arah Rees air a etn Donte cn OA CR Ce 
prbiee yo wan Tae Mee it ok 8 a GN thee ees: ae geen Sif! We Spe Py ge ee Rie oe he Te 3) i cate, ee BP tas bie SN SP aU iaey ae eR po Bare: DONE Eh SOME IP CMS SME ie ON a all, Bee RON ial grace YP Opi tae adie ge airtel 


-.. Without magazines, men would 
still be living in caves 


America is building new dwelling units at the rate of 
100,000 a month. Nine of every ten of them is a sin- 
gle family house. This, as you know, is the greatest 
building boom the world has ever witnessed ... and 
magazines are the motor in the middle of it. 


Our general magazines, the weeklies and the month- 
lies, all have their best-read home features. Our home 
service magazines are all home, sweet home... front 
door to basement. But this is only a beginning... for 
where would the architect and the decorator be with- 
out his professional magazines? How could the con- 
tractor, the electrical man, the artisan get along with- 
out their business magazines ... the building supply 
dealer, the banker who puts up the cash? The entire 
selling chain is linked by magazines. 

And how could they...or you and us... ever find 
those white shingles, that terrific heating-air condi- 
tioning unit, that flooring that’s so easy to put in all 
by ourselves, that paint, that paper, those drapes... 
well, it’s pretty hard to pass by those wonderful mag- 
azine advertisements, isn’t it? Survey women for their 
preferred source of information and ideas for their 
homes. Answer—every time—magazines. 


LET THE OUTSIDE INSIDE ... Look at those wonderjul win- 


dows. Reach out and feel those fabrics. Sink your feet in that 


carpeting. Smell the flowers. Can any other medium do this so 


handsomely? (Photo courtesy Small Homes Guide) 


Ww 


a 


_ 


~ 


G 
Z 


FS 


: 


COLOR IN THE KITCHEN ... Emphasis on the mirror-like steel of a 
kitchen range, built-in oven, natural wood cabinets and a cool blue 
floor. Could you walk into such a kitchen anywhere but in the color 
pages of a magazine? (Photo courtesy Better Homes & Gardens) 
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DON’T FORGET VITAL DETAILS 


..- How about the built-in closets and 
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storage walls? How about new gadgets 
and appliances? How about home 
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maintenance—things you can do your- 


self? Yes, magazines are as practical 
as they are beautiful. (Photos cour- 
tesy of Household, Home Moderniz- 
ing, Better Homes & Gardens) 
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MORE QUESTIONS, MORE ANSWERS 

..-How will that twin bathroom idea 
; stack up? Will we like that deep pink in 
the master bedroom? The brick-facing in 
the dining area? That crazy paper in the 
kids’ room? Advertising thrives on such 
environment. (Photos courtesy Good 


Housekeeping, Household, Better Homes 
& Gardens) 
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The magazine is at home with any product or 
advertising problem 


Magazine advertising revenues hit an all-time high of $368,055.031 the first six months 

of this year, moving ahead of 1954, biggest year in their history. Behind this consistent q 
growth, a leadership sturdily rivetted to performance ...for magazines have gone 
right on making gains and selling goods in the face of any new advertising medium. 
Today with 8 families out of ten reading magazines, with more national advertisers ee 
using magazines than any other form of media... whatever your product or problem, 
your list starts with magazines. Surely no other medium so versatile and yet so 
durable, so high of impact and yet so long-lived. Naturally, we’re biased (so thank 
heaven the facts back up our bias) for we make our living printing magazines. We 
print a million a day, and we can still print a few more, here in our fine modern home 
in the heart of Louisville. If you know a magazine publisher, we solicit your recom- 


mendation. If you are a magazine publisher, we invite your inquiry. 


Fawcett-Dearing PRINTING COMPANY, LOUISVILLE, KENTUCKY 


ie ‘ — 5 
67 West 44th Street, New York 36, New York ¢ 612 N. Michigan Avenue, Chicago 11, Illinois ; 
A MEMBER OF “THE FAWCETT FAMILY”... PRODUCING A MILLION MAGAZINES A DAY 
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Advertising Age, October 31, 1955 


No. 3 ina series illustrating Food Field Reporters 
- widespread industry coverage at all executive levels. 
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L. J. Savers 
VP chg Sales 
American Home Foods, Inc. 


Stanley Lewis 
Gen. Sales Mgr. 
Bon Ami Company 


E. B. Woodworth 
VP & Gen. Sales Mgr. 
Hawaiian Pineapple Co. 


D. L. Barber 
VP chg Sales 
Nebraska Cons. Mills 
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1003 Home Sevings tant 
Albany 7. Mew York 


C. R. Green 
Gen. Sales Mgr. 
Kraft Foods Company 


Frank J. Crane 
VP & Gen. Sales Mgr. 
Morton Salt Company 


WHY NOT?—Linen & Lace Paper Institute, Albany, N.Y., and its 
agency, Arndt, Preston, Chapin, Lamb & Keen, Philadelphia, were 
so impressed by E. B. Weiss’ column (AA, Aug. 8) on selling re- | 
lated non-food items in supermarkets that they printed it on a lace 
paper napkin, sent it to 1,300 paper products buyers of supermarkets 


and chain grocery stores. 


Hearts of Kudner 


Admen Are ‘Charcoal 
Gray,’ Berle Says 


New York, Oct. 25—Milton 
Berle, television’s first headliner, 
spent seven years working with 
the Kudner Agency. From 1948 to 
1953, he was sponsored by the 
Texas Co. and from 1953 to 1955, 
he was sponsored by Buick. Both 
are Kudner clients. 

Now “Uncle Milty” is in: print 
with his impression of Kudner. 
“Those agency guys back there in 
New York have charcoal gray 
hearts.” 

Berle “tells all” in a copyrighted 
interview in last week’s TV Guide. 
He claims that last winter he was 
approached first to do this year’s 
Buick show but turned down the 
offer because he didn’t want to do 
39 shows. He said he withheld this 
information until now so as not 
to take anything away from his 
friend, Jackie Gleason. 

Furthermore, Berle said _ that 
Kudner offered him as bait the 
$100,000 emcee job for the “Gen- 
eral Motors Motorama.” 

From Myron Kirk, exec. v.p. of 
Kudner, came a flat denial of all 
Berle’s statements. Mr. Kirk said 
Gleason was the first and only 
man approached for the Buick 
show, that Berle was never of- 
fered a renewal and that Bob Hope 
was the only one considered for 
the “GM Motorama.” 

To which Berle replied: “Sure, 
they’ll deny that I was offered the 
contract, because they are a big 
organization, but let’s not get dirty. 
But—if they want to play dirty, I 
can play dirty, too.” 


Larus & Brother Slates 
Pre-holiday Tobacco Drive 
Larus & Brother Co., Richmond, 
Va., will run an extensive pre- 
Christmas campaign for its Edge- 
worth and Holiday smoking tobac- 
cos in national magazines and 
Sunday newspaper supplements. 


Magazine and True. | 
Larus has also prepared a varie- 
ty of point of sale displays for | 
dealers. The one-pound Edgeworth | 
tins will be shipped in special 
cases to make it easier for dealers 
to set up self-service displays. | 
Reach, Yates & Mattoon, New 

York, is the agency. 


Meredith Boosts Ken Hudnall, 
George Baker, Two Others 
Meredith Publishing Co., Des. 
Moines, publisher of Better Homes | 
& Gardens and Successful Farming, 
has promoted Ken Hudnall to ad- | 
vertising sales manager of Better | 


George Baker 


Ken Hudnall 


Homes & Gardens and George 
Baker to advertising sales manager 
of Successful Farming. 

Mr. Hudnall, formerly Detroit 
manager of Better Homes, is suc- 
ceeded in that post by Ken Zosel, 
who moves from the Better Homes 
Illinois territory. Mr. Baker for- 
merly was an advertising salesman 
for Successful Farming in New 
York. He is succeeded by Paul 
Bedell, previously on the Success- | 
ful Farming field merchandising 
staff. 


Nestle Runs 16-Page Insert 


A 16-page color insert on “Choc- 
olate, the flavor of friendship 
around the world,” is running in) 
the Oct. 27 issue of Scholastic 
Magazines. Sponsored by the Nestle 
Co., White Plains, N.Y., it was cre- 
ated by the magazine and Nestle’s 
public relations organization, Char-| 
les Mathieu Co. 


One-half and two-thirds page ads, 
featuring a pipe-smoking Santa 
Claus, are scheduled for The Amer- 
ican Weekly, Esquire, Field & 
Stream, Life, The New Yorker, 
Outdoor Life, The Saturday Eve- 
ning Post, Sports Afield, This Week 


Sailors Joins Blair 
Don Sailors, formerly with 
WOW, has joined John Blair & Co. 


as an account executive in the St. | 


Louis office of the radio station 
representative. 


Thomas J. Lipton, Inc. 


M. A. Reilly 
VP chg Marketing 


J. D. Scott 
Gen. Sales Mgr. 
H. J. Heinz Company 


F. W. ‘Apperson 
Gen. Sales Mgr. — Grocery Prods. 
A. E. Staley Mfg. Co. 


John W. Rose 
Gen. Sales Mgr. 
Libby, McNeill & Libby 


JW. a? 
VP & Gen. Sales Mgr. 
Gerber Products Co. 


Robert C. Hill 
Gen. Sales Mgr. 
Pictsweet Foods, Inc. 


9 out of 10 executives* of leading food and 
grocery manufacturing firms regularly read Food Field Reporter. 


Starting at top management, Food Field Reporter 

penetrates deeply to the key men of sales, advertising, 

merchandising and operations . . . then extends even further 

to district and divisional sales levels. Other publications may provide 
a segment of this coverage, but only this one exerts its influence 
everywhere that major company decisions are made. 


Which is why, for 23 years, Food Field Reporter 

has been a vital selling tool for suppliers and service firms 
wishing to do business in America’s biggest consumer industry. 
And why it can prove equally vital and productive for you! 


How BIG is Your Biggest Market? 


(1964 FIGURES) 


Food Field Reporter GI0S8 $BIO8 econ $64, 200,000,000 
Advertising Investment .............. $711,307,000 

330 West 42nd Street, New York 36, N. Y. Packaging Investment ................ $4,000,000,000 
Point-Of-Sale investment ............ $70,000,000 
Raw Material Investment............ $5,490,000,000 
Equipment Investment .............. $673,200,000 


®Recording & Statistical Corp. Study (1954) 
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Source: Media Records (First 8 months of 1955). 
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For the first eight months of 1955, the Los Angeles Times again was 


the leading newspaper in the nation in total advertising published. 


| Media Records figures for this period also showed The Times in 
| Number One position nationally in Retail Advertising (18,601,432 lines) 
and Classified Advertising (13,129,418 lines). In the ever growing, 


third largest market in the United States, these local advertisers 


. \ are pointing the way to the medium that gets results. 


dj The Los Angeles Times is first in its field in daily, Sunday and 


| home-delivered circulation and in 96 of the 114 advertising 


classifications listed by Media Records. 


Represented by 
| Cresmer and Woodward, 
| | New York, Chicago, 
. Detroit, Atlanta 


| LOS ANGELES 


and San Francisco 
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KANSAS CITY IS SOLD on 


NOW AVAILABLE... 


POSTERS 
BULLETINS 
SPECTACULARS 


New Rotary Bulletin 


(STALLUP) 


Hollingshead Boosts Danziger 
R. M. Hollingshead Corp., Cam- 
‘den, N. J., manufacturer of chem- 
ical products, has promoted Har- 
old L. Danziger to general sales 
manager, to supervise sales activ- 
ities of all Hollingshead divisions 
plus the advertising and market 
research departments. Mr. Danzig- 
er, with the company since 1946, 
most recently was manager in 
charge of the automotive, special 
brands and universal divisions. 


ae nea ame eee | 
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Advertising Age, October 31, 1955 


Price Is Uppermost Factor in Feelings 
About Coffee Industry, Survey Finds 


San Francisco, Oct. 25—The 
price of coffee is the most impor- 
tant factor in the formation of 
housewives’ attitudes toward the 
coffee industry, according to Law- 
rence E. Benson, a research expert. 

Mr. Benson reported the findings 
of a nationwide survey conducted 
by his company, Benson & Benson 


‘hh 


Passes Another 
Milestone ... 


600 REMOTES 


| IN FIVE YEARS 


TELECASTING! 


Only a few stations in the U. 


S.A. 


could equal WSM-TV's record of 


remote telecasts. 


Why? 


Probably because they're expensive 


.. because each one involves its 


peculiarly tricky technical problems . 


and because it’s a rare remote that 


own 


adds 


any black ink to the profit column at the 


end of the year. 


Yet many important, colorful, enter- 
taining events take place outside of TV 


10s. 


That's why a tabulation of remotes is 


often the key to a station's vigor, vi 


sion, 


aggressiveness, and public service — im- 
portant factors in building the audience 
loyalty that boosts sales for your 


products. . 


Incidentally, WSM-TV’s 600 includes 
1952 political campaign speeches by 


major candidates.. 


the inaugural 


ceremonies of Tennessee’s governor... 


Grand Ole Opry shows fed to the 
work... NCAA basketball games 


net- 
from 


Bowling Green, Kentucky (65 air miles 


from Nashville) . . . 


steeplechases, stock 


car races, baseball games, and other 
events in locales where many miles and 


mountains separated pick-up point 


from 


tower—requiring supplements to WSM- 


TV's two-truck, two-camera mobile 


unit, 


plus the construction of special relay 


facilities. 


WSM-TV was Nashville’s first (and 
is still Nashville‘’s only) TV station 


equipped for remote telecasting. 


Inc., Princeton, N.J., at the 45th 
annual convention of the National 
Coffee Assn. 

The survey also disclosed: 


e That coffee, as a beverage, en- 
joys a favorable position among 
housewives and is served in 96% of 
the homes. 


e The median age at which 
housewives started to drink coffee 
regularly, and which they consider 
appropriate for children today to 
| start drinking coffee, is 16 years. 


e@ Over half of all housewives 
interviewed said they use instant 
coffee, with 13% using instant only 
and 38% using both instant and 
regular. This indicates, Mr. Benson 
said, that instant coffee has be- 
come an important factor in the 
market as a whole and that there 
is a market for both forms within 
many of the same homes. 

Mr. Benson told the NCA dele- 
gates that the majority of house- 
wives had formed no particular 
opinion about the coffee industry. 
Those who did hold an opinion, 
however, were more likely to be 
unfavorable than favorable, with 
|most criticism directed at coffee 
prices, Mr. Benson said. 

He recommended that the NCA, 
together with importers and roast- 
ers, launch an intensified public 
relations and education program to 
explain to consumers the coffee 
price structure and make clear to 
them that processors are not mak- 
ing excessive profits. 

Every effort should be made by 
the entire industry to avert another 
general price rise, according to Mr. 
Benson. If prices should go up, he 
said, the industry would face an 
even more serious public relations 
problem. 


Wright-Campbell Names Suitt 
‘Principal; Changes Name 


Wright-Campbell Advertising, 
Chicago, has incorporated and 
changed its name to Wright, 


Campbell & Suitt. 
William W. Suitt, 
who recently 
joined the com- 
pany as creative 
director, has 
been named a 
new principal of 
the agency. For 
the past five 
| » years he has been 
a creative direc- 
William Suitt tor of Maxon 
Inc., Detroit, and 
previously had been with McCann- 
Erickson, Griswold-Eshleman and 
the old Lord & Thomas agency, 
and at one time was public rela- 
tions director of Youngstown Kit- 
chens. 

The agency, founded in 1949 as 
Wright & Associates, changed its 
name to Wright-Campbell Adver- 
tising in 1952 and operated as a 
partnership with William  E. 
Wright, Donald L. Campbell and 
Mrs. William E. Wright as princi- 
pals. Officers of the reorganized 
company are Mr. Wright, presi- 
dent; Mr. Campbell and Mr. Suitt, 
v.p.s.; Mrs. Wright, secretary, and 
John Henning, treasurer. 


‘Service’ Names Lafer A.M. 
Aaron L. Lafer, formerly with 
|Radio & Television Journal, has 
| been named advertising manager 
of Service, technical radio and tv 
journal published by Bryan Davis 
Publishing Co., New York. He 
succeeds Bernard Block, whose 
plans have not been announced. 


Sedgwick to ‘Fishermnan’ 
Alfred E. Sedgwick, formerly 
eastern advertising manager of 
Motor Boating, has joined Fisher- 
man Press Inc., publisher of Fish- 
erman, Fisherman’s Handbook and 
Tackle Industry. 
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Can you guess who’s wearing 
the BEEKMAN shirt? 


Clue ]; MMi paintings have carved innumerable 
"enema showings 

Clue 2: fis mame has been romantically linked 
* with a celebrated conturier 

clue 3: He is an avial collector of authentic fot 
* whereie 

clue 4: He wears arkaaax shirts because he te 
* fuses to he fancy-talked inte paving more 

money tor che same quality 


No one of taste wants commonplace pun-oftheanill shirts. On 
the other band, no one likes to pay outrageous prices, either. 
‘That's why so many men arc changing to seen Man shirts. Because 
this is ane brand that conabines distinguished quality wuh 
reasonable prices! Every sexx Man fabric ov setected for its ability 
to maintain an unusually rich appearance even after frequent 
wearing andewashing (they re sanforued? and colariast. tao). 


Every s€RKMAN shirt is styled and tailored to absolute perfection 
Yet every seesaw shirt is priced at only $2.95, $4.95 oF $495. 
depending on taloric. 

at men's stores everywhere, or write — 


BEEKMAN 


Shirts 
for men 
- Beslenen Shirt Corporation « 245 Fifth Avenue. New York. M. ¥. 


GUESS WHO—Beekman shirts, a 
new brand in the popular priced 
field, is being introduced by the 
Beekman Shirt Co., New York, in 
a series of half-page ads to run 
every other week in the New York 
Times Magazine. The ad uses a 
pseudo-testimonial. David J. Men- 
delsohn Advertising, New York, is 
the agency. 


Canadian Grocers 
Join IGA, ‘SEP’ in 
Family Buying Push 


PHILADELPHIA, Oct. 25—Six thou- 
sand grocery stores in the U. S., 
and—for the first time—Canada, 
are scheduled to participate in this 
year’s annual Family Shopping 
Festival, which is co-sponsored by 
The Saturday Evening Post and the 
Independent Grocers’ Alliance. 

The record number of partici- 
pants for the festival includes 500 
Canadian groceries. The festival, 
said Carl Caldas, Post food promo- 
tion manager, is designed to en- 
courage families to shop together 
for branded preducts. 

The promotion includes adver- 
tising by local radio and tv sta- 
tions, newspapers and handbills. 
Each store will be supplied with | 
a display kit for window and in-— 
store use. Food manufacturers are 
providing individual item displays 
and brand imprints on promotion | 
pieces. 


ABC-TV, Radio Appoint 


William C. Gillogly, an account 
executive for the sales department 
of the central division of ABC-TV, | 
has been promoted to the now- 
vacant position of eastern sales 
manager of ABC-TV, New York. 
ABC Radio, New York, has ap- 
pointed Edward J. De Gray, for- 
merly director of station relations 
of Vitapix-Guild Films and CBS 
Radio, director of station relations. 
Earl Mullin, formerly regional 
manager of the network’s radio 
statien relations department, has 
been advanced to manager of the | 
department. 


Sell more to those who make more... 


3 out of 4 Chicago American families earn 
over $4,000 a year; 1 out of 4 earns $7,000+. 


Here’s a huge and wealthy market with plus buying power—the higher 
income, bigger spending Chicago American families. The more they make 
the more they buy ...and 78% of the American’s home-delivered households 
earn over $4,000 a year (only 59.5% of Chicago Metropolitan households 
earn that much). And they’re a lush market for luxuries, too. One out of 


four Chicago American families earns over $7,000 a year. 


It’s logical that you can sell more to those who have more...and these 
young and active Chicago American families are a major market with 
more money. Reach them the easy, economical way ... with advertising in 


the Chicago American. 


The Chicago American's 


new Politz study of home- 
delivered households will 
provide these and other 
important facts to help 
you accurately evaluate 
the Chicago American 
market. For your copy, 
contact the Chicago 
American or your Hearst 
Advertising Service rep. 


circulation 
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Never mind what it costs you to make your product 


... what does it cost you to make a customer? 


If a man eats, drinks, wears or uses anything you make . . . if your sales analyses and surveys show } 
him, again and again, an important* factor in the purchase of your product .. . you can do a 
more business next year at a lower selling cost if you... 


Pay more attention to men! 


But not just any old kind of man, please. We're talking about a consumer . . . a man who 
uses things up, wears ‘em out, obsoletes them. An action-man, an all-around man, a 
get-up-and-go kind of man. 


We call him the “true” man. 


He’s not a Sunday driver. He uses his car to drive to work, to drive home. To keep 
up with a dozen personal interests, evenings and weekends as well. He wears out 
tires. Burns up gas and oil. Uses up spark plugs, batteries, fan belts, brake 

linings, polish . . . 


The “true” man drives 58% more miles than the national average. 


He’s not a sitter. He’s active in sports. He consumes fishing tackle, ammunition, 
golf balls. He needs clubs and guns and boats and outboards . . . and his 
_ closet is crowded — business suits, sports jackets, outdoor wear, slacks, shoes. 


Why, he’s a $352 million apparel and accessory market alone. 


More than 2,000,000 of him read TRUE, The Man’s Magazine. 
He averages 10 years younger than the male readers of the 
mixed-market mass weeklies — more 18 to 45's here . .. more 
customers, to get earlier and keep longer. He makes more 
money than the U. S. median — $770 a year more. And all 
economic future growth factors are in his favor! 


So — never mind what it costs you to make your product. 
Let the factory worry about that. The net of your business, 
as with any business, is what it costs you to make a 
customer. To sell more of your product, at a lower sales 
cost .. . sell more men. To sell more men at a lower sales 
cost... buy TRUE. 


*Other studies (by manufacturers, as well as media) 
show him to be VITAL; we'll show you the studies. 
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Most advertising dollars have to bridge a long gap 
... all the way from your plant to the home of your 
prospect. This is expensive mileage. 


To cut your advertising costs today, cut your mile- 
age. Seek out those media that the reader, himself, 
seeks out . . . those magazines where the reader 
meets you halfway by getting out of his easy chair, 
and walking in your direction down to the news- 
stand to voluntarily buy his copy. 


Follow him, in fact, down to his newsstand, Watch 
him. This is a man who knows what he wants. See 
him reach beyond the colorful covers right at his 
fingertips, note how he ignores the down-front 
displays, carefully selects and pays a plus-price 
for his very own magazine. . . 


TRUE, America’s largest selling man’s magazine. 


More money is laid down on the newsstands for a 
single issue of TRUE than for any one issue of the 
so-called mass, mixed-market weeklies. 


A man reads TRUE with the same independent 
state of mind that he works on his car, putters in 
the basement, or watches a ball game . . . under 


conditions of his own choosing. Psychologically, 
this is a tremendous advertising asset for you . . . 
for in the pages of TRUE, The Man’s Magazine, 
you catch your man-prospect at the 100 percent 
attention level . . . no woman’s features or prod- 
ucts peering up at him to dilute his interest . . . 


TRUE is all-man, cover to cover, so expertly edited | | 


for the “true” man’s many interests — adventure, 


sports, apparel, science, news, personalities, shorts J 


—that its circulation has climbed from 500,000 in 


’44 to 1,800,000 (ABC Guarantee) -January 1956 bs 


...@ more rapid acceleration than any newsweekly, 
man’s magazine or outdoor book. 


What additional facts would you like your TRUE e 
representative to show you to confirm your judg- § 
ment . . . to help you sell more in this area of 3 


untapped sales growth in 1956? 


“We can’t stop women from reading TRUE, and 7 
more than 1,500,000 do. But, the big distinction © 
between our women, and those who read other 7 
books is this . . . they’re in a 100% male atmosphere; 9g) 


they‘re thinking of men, cover to cover, in TRUE. 


Be a Front Runner with Men in'56 ... with the Magazine 
Men have made the Front Runner among All Magazines for Men 
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Gold Label Cigars in Drive \the campaign et Bass it peat 
| Gradiaz, i a. Seiten | TO FOS Cares Se ety Oe S| 
KA NSAS CITY Is SOLD on cigar sami une Sane one nt really fine cigar!” Emil Mogul Co., 
the strongest advertising drives in |New York, is the agency. 
POSTERS its 88-year history to promote |, s 
BULLETINS “Customrold” Gold Label cigars ‘Digest Boosts Browning 
SPECTACULARS in the New York metropolitan; William Browning, formerly in 


area. Schedules call for 260-line | the Montreal office of Reader’s Di- 
insertions weekly through Christ- | gest, has been named U. S. repre- 
mas in the New York Herald Trib-| sentative of the publication. He 
une, New York Times, New York|succeeds J. Clinton Barnes, who 
Post, Newark News and New York has been transferred to the Latin 
| World Telegram & Sun. Theme of! American editions. 


NOW AVAILABLE... New Rotary Bulletin 


(STALLUP) 


On a 23-acre downtown tract, Dallas 
will soon complete an $8,000,000 
Memorial Auditorium. It will provide 
over 100,000 square feet of 

exhibit space. The main auditorium, 
rising eight stories without a 

single obstructing column, will seat 
10,200 persons. Highly adaptable, 
this big, modern, air conditioned 
Memorial Auditorium will rank 

with the Nation’s best 

convention facilities. 


DALLAS’ BUSINESS |S BIGGER THAN DALLAS 


DALLAS: 


convention city 
of the Southwest 


DALLAS red carpet is rolled out as the city To keep up with their Dallas interests, North 
makes bid to move among the nation’s top Texans naturally depend on The Dallas News. 
twelve convention cities. 300,750 guests were The Dallas News’ coverage area is bigger 
welcomed to last year’s 1,848 conventions and than Dallas — only The News has the circula- 
similar events —a record soon to topple with _ tion to cover both Dallas and the larger, richer 
the openings of Dallas’ new 1,001-room Statler- | _72-county Dallas Market. It is selective, as well: 
Hilton Hotel and Dallas’ Downtown Memorial —_95% of the out-of-town charge account custom- 
Auditorium. These will bring facilities to over ers of a major Dallas department store sub- 
10,000 rooms, 486,000 square feet exhibit space _— scribe to The News. With The News’ larger 
and seating for more than 153,000. circulation and selective coverage of the larger 

Visitors are important to Dallas. Consumer Dallas Market, expect larger return from your 
Markets attributes 38.1% of Dallas’ retail sales advertising in The Dallas Morning News. 
volume to out-of-town customers, largely North 
Texans from the 71 surrounding counties of 
the Dallas Market who come to Dallas for the 
advantages only a metropolitan city provides. 


If you’d know more about North Texans’ habits and habi- 
tat, ask your nearest News representative—or direct 
your specific problem to The News’ qualified research 
department, addressing the Advertising Director. 


ONLY THE DALLAS NEWS COVERS THE BIGGER DALLAS MARKET 


S  Ghe Dallas Morning News 


DALLAS’ LARGEST NEWSPAPER * More people BUY The News... more people READ The News... more people are 
: INFLUENCED by The News than any other North Texas Newspaper. 


CRESMER & WOODWARD, INC., National Representative e NewYork e Chicago e Detroit ¢ LosAngeles e Sanfrancisco Atlanta 
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on de: Man —~ sedee ntacakaipeeta yr rere meren 


Advertising Age, October 31. 1955 


The distilers of famous 


Glenmore 


THE NEW TOP-QUALITY VODKA THAT'S 
CHARCOAL-FILTERED ror 


PERFECT CLARITY! 
Gives you (7 MORE Lightness 
(Wmore Orynese 
(4 MORE Mixadility 
DISTILLED FROM 100% GRAIN NEUTRAL SPIRITS 
e.cenmone DISTILLERIES COMPANY. cowevnce cenrucnr 


Where Pryfection of Product 11 hadition 


NEW VODKA—Glenmore Distilleries 
Co., Louisville, launched its new 
Glenmore vodka last week with 
newspaper ads in four markets in 
Kentucky and in Evansville, Ind. 
(AA, Oct. 10). The campaign will 
be expanded market by market. 
D’Arcy Advertising Co. is the 
agency. 


Minute Rice, Hunt's Tomato 
Sauce Launch Joint Campaign 

General Foods Corp., White 
Plains, N.Y., and Hunt Foods Inc., 
Fullerton, Cal., have joined forces 
for the second time to promote 
“Spanish Rice Pronto,” a quick-fix 
main dish which uses GF’s Minute 
Rice and Hunt’s tomato sauce. 

Color page ads will appear dur- 
ing October and November in Bet- 
ter Homes & Gardens, Better Liv- 
ing, Everywoman’s Magazine, 
Family Circle, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
Redbook, Sunset Magazine and 
Woman’s Day, and in nearly 50 
newspaper roto sections and Sun- 
day supplements. Commercials on 
four network tv shows, the “MGM 
Parade,” “Our Miss Brooks,” “De- 
cember Bride” and “The Johnny 
Carson Show,” will feature display 
pieces now being set up in gro- 
cery stores. Young & Rubicam, 
New York, is the agency. 


Kayser Plans Fashion Center 

Julius Kayser & Co., New York, 
has signed a long-term lease for 
the three-story building at 425 
Fifth Ave., where it will create 
what is described as the “largest 
manufacturer’s women’s fashion 
center on Fifth Ave.” Included in 
the building will be roof-top gar- 
dens and a reflecting pool to dis- 
play bathing suit fashions and a 
1,200 seat Theater of Intimate Ap- 
parel. Kayser will consolidate its 
offices, showrooms, style and de- 
sign centers, now in 11 different 
Manhattan locations, in the new 
headquarters. The move is expected 
to start in November. 


Gladding Appoints Miller 

B. F. Gladding & Co., South Ot- 
selic, N.Y., maker of fishing lines, 
has appointed C. L. Miller Co., 
New York, to handle its advertis- 
ing. Kiesewetter, Baker, Hagedorn 
& Smith is the previous agency. 
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has the highest net-paid circulation 
of any weekly magazine 


in publishing history... 


The Saturday Evening Post 
has a circulation of 4,638,189; 
Look (a bi-weekly) 4,076,869; 
Collier’s (a bi-weekly) 3,732,304. 


All figures average net-paid, Jan.-June, 1955, 
Audit Bureau of Circulations. 
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“Mercy Sakes, how things have 
changed in Waukegan!” . 


WAUKEGAN CITY ZONE 
NOW 63,579 THE ABC VERIFIES. 


You'll say “Mercy Sakes”, too, when you see the 
latest figures for Waukegan — a 26% population 
increase from 50,404 in just five years — a jump 
from a rank of 147th to 64th in cities of 50,000 to 
100,000 population during the same period. To pen- 
etrate this booming market effectively, your “must” 
medium is... 


Represented nationally by 
Burke, Kuipers & Mahoney, Inc. €. R Cunninghom 
Nat’! Adv. Mgr. 


Hills Bros. Slates Holiday 
Drives for Dromedary Dates 
Hills Bros. Co., New York, will 
use Sunday supplements and radio 
to promote Dromedary dates for 
Thanksgiving and Christmas. Color 
pages and half-pages are slated to| 
run Nov. 13 and Dec. 11 in 182) 
Sunday supplements across the 
country. Radio spots will be con- 
centrated in the two-week periods 
preceding Thanksgiving and 
Christmas and will cover 66 cities 


in 21 states. Copy will stress that} j 


the dates are pitted, imported and 
pasteurized. 

Lennen & Newell, New York, is 
the agency. 


Erwin, Wasey Names Two 


Frank L. Hubbard Jr., formerly 
an art director with Hixson & 
Jorgensen, has been appointed an 
art director of Erwin, Wasey & 
Co., Los Angeles. Rosemary Mc- 
Girney, previously with McKee & 
Albright, Philadelphia, has joined 
Erwin, Wasey’s Los Angeles office 
as a copywriter. 
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A RECORD-GREAKING NEW CHEVROLET 


FRIDAY, NOV. 4 


TEASER—This “teaser” ad was used 
by Chevrolet to help break the 
news of the 1956 model before the 
unveiling Nov. 4. Ads appeared in 
7,500 daily and weekly newspapers. 


HOW NOT 
TO GET 


In Philadelphia, buddy , take a 
good long look at all three. If 
your ads are getting buried in the 
jumbo papers, what you may be 
buying (alas) is a high-type Phil- 
adelphia funeral. In our spark- 
ling tabloid pages, however, we 
couldn’t bury you if we tried. 
Your customers see you in the 
DAILY NEWS. 


And what customers. Every day 
some 185,000 families buy our 
paper because they want our 
paper. They don’t accept it pas- 
sively just to help the neighbor’s 
boy pile up points towards a new 
two-wheeler. In DAILY NEWS- 
land, you get supreme visibility 
plus reader loyalty. And your 
ads pay off like magic. ' 


ian 


Small wonder alert space buyers 
are giving us such tremendous 
linage gains. In the first 9 months 
of 1955, we gained* well over 
1,000,000 lines. 


*Total Daily Advertising — Media Records, Inc. 


PHILADELPHIA 


DAILY J\INEWS 


Hitch your wagon to a rising star! 


NEW YORK: Williom A, Maher 
415 Lexington Ave., Murray Hill 2-9197 


CHICAGO: J. J. Twomey 
333 N. Michigon Ave., Andover 3-5270 


BURIED 


PHILADELPHIA 


DETROIT: Charles J. Sheppard 
1061 Penobscot Bldg., Woodward 2-3080 


More Gains in ‘56 
Foretold in Survey 
by Dun & Bradstreet 


New York, Oct. 25—A majority 
of business men questioned by Dun 
& Bradstreet this month are look- 
ing forward to increased sales and 
earnings in the first quarter of 
1956 over the same period last 
year. 

Two of every three of a random 
cross-section of 1,363 executives 
forecast sales increases in the first 
quarter, while 30% anticipate no 
change in sales. About 54% of the 
men queried expect higher profits, 
while 42% see no change in the 
profit situation. 

There will be price increases 
among 38% of the Dun & Brad 
respondents; 59% plan no in- 
creases. Representatives of large 
and medium-size manufacturers, 
wholesalers and retailers were 
queried in this survey, which was 
conducted in the two-week period 
ended Oct. 7. 

About 32% of the executives 
queried expect to carry larger in- 
ventories in the early part of next 
year. About 56% expect to carry 
the same inventories, and 12% 
plan to maintain lower stocks of 
merchandise. 

New employes will be added by 
the companies of 18% of the ex- 
ecutives; 78% expect no increases, 
and 4% expect reductions below 
the first quarter of 1955. 

Increased numbers of new orders 
are anticipated by 61% of the 
manufacturers; 36% forecast no 
change, and 3% expect a decline. 


Y&R Moves 3, Names 4 


Young & Rubicam has trans- 
ferred William Nugent Jr. and 
Earle Angstadt from its New York 
to its San Francisco office. Mr. 
Nugent will direct research for cli- 
ents of the San Francisco and Los 
Angeles offices, and Mr. Angstadt 
has been named merchandising di- 
rector. Also appointed to the San 
Francisco staff are Victor Bar- 
ringer, formerly with the San 
Francisco Examiner, assistant mar- 
keting and merchandising director; 
Richard Parkinson, previously with 
Foote, Cone & Belding, and Doris 
Leigh Craig, former free lance 
writer, to the copy staff, and 
Richard Baznik, previously with 
Weiner, Ohleyer, Reynolds & Bak- 
er, production manager. Robert 
Welty, a media buyer in Y&R’s Los 
Angeles office, will move to San 
Francisco as a media buyer 
Nov. 15. 


Frances Joins Mumm, Mullay 
Alexander Frances, formerly a 

v.p. of Wexton Co., has joined the 

New York office of Mumm, Mul- 


lay & Nichols as creative account 
executive, 


¢] ha) i 


Pa | ms Ns TAG it eae ees ate e he eee ee, tee ; eee fle , 4 e af? Ln ge yagei Peet Pe ee ay a J 5 Geet Roo ae ee ES oy Gdaey 4 
BR ; ay ; oe eee ae Fig tS dy: Pere Oe Mage? paw NS 5 ES es bea - WF) Seq ‘ J | oe fh = - 
yh 8 Fa ij . . 4 S | 
ie a 
hy ho we 
ee 4 
i ie 
ia = - 
er; 
ieee q 
RY ses . int mem: . 
ae Srrmenceen seers = 2 
ee | Cet REC Si «ne ont on. Me are 
; eariee sa cet ge ca: 
96 Chevrolet sets new eee ; 
* LL  ———————— eee poiiieen 95 
me enh Spee pe cog! ol 
E Pikes Peak record SS 
re Stes Sere oe ean? q 
in top-secret test! Seth oreo oe 2 
- Seneee d 
na -s Saco ases 
t N o : } 
a “*. 4 " * ¥ 
iz Or” ME Z rr oS i~ 
: nee ~ ie “ — 
ge - on pt 2 iz is - » a bn f 
= = , 3 
7 f @é a ~ + 7 x e . : 
3 ~ A " : - et 
. +. ae 
P 8 / agit ' 
\ 2) g/ pee 
a. ‘ \ \ F ‘ ; 
} y sy, | 4 | 4 A o % 
i Poa 3 
5 4 _ | “s 2 Bi 63 : w 
% i | 
) “ } = | 
/ & y 4 
Fae : B +<o3 
| - | . a ¥ 
. st "i 2 a! +f ™ 
. Oa ee a “ae, | : 
a em Lee a fo , : 
“<i eee cee 2 Ae 8 Nee oy oy my ih ac ‘ 
J ; eA Wee eam a 4 i 
a. , Se 7 f 
{ i") aa ——_ x e eS = ot 
oe? __.if oe 
: ee one = Cae 
we — #4 a .~ 
Pt ene The hat one’s = 
one NR 8 REMAN LN SNELL MET CEO RNIB NEI j " 
oe a e m7 
a ' : 
| w 
Le =: 
P SO 4 
a $$$ SS ’ 
a LL : iy 
————————————— LR VK ; n 
a a 
——e 
ae Bree ee E 
i PS See ae eae ee 4 ‘ 
ae 
Se ' 
A ee 
5 OD — 
Dp ose hn eae epee ; 
PCRS SRES SENOS St a a o 
a - 
Rae ee ORES SOR Or 
Scars een 4 F 
be) pctbek ORS WS te crc : 
— a 
ow ats | : 
SS a ES , 
— Ul ‘gf TRA S 
we aa see om # Se aaa 
Pini’ OO wom, 4 F a te 7 
oes aaa er : es 3 | 
Ss sea Seen “Saas Bin Pa cs { 
Eee SS ee) 3 . ae = a 
ee ae eee ae ¥ ae A o7% = 
eee ee a eee al i 
et ene se # : 
iit eR pee ; 
SS Somes 3 : 
SRO umes > 7 
SOSA Ses RRR RR RMR se ot ee . 1 
Ss suiasitieemite ater auhcnete nin ninth tee ae ‘ Se : 
stg csc2nn cosas mena es 
‘ it 
q q 
on i i - sitsinn ® 
ee ; iat a RRS: 3 Stee ss a : 
oe a a eae LE P 
ll eo si Be Sai a ae eB 
" coisas Be ae ae a { 
aan WCRI nit ‘ Re. eae 
Tee Si RR. TE I meummenie: oe ae ] 
+ 6 ai. sc aR ee ; 
aaa : i a ae ; 
¢ 3 , NS i. 
SRB, sai Re. ee cc ae | aaa 
"Nett OL A TT eee ee 2 ieee: ' 
_ Te eaaaateaan eae ae ta arn a ,. See 
"3 a OR as , 
Cnnnnee gh 
a 
| ee : 
4 
« 
q : 
' d : 
‘ 
oo 
" 
| a 
| 
| 
| ’ 
ST 
Se | g 
| 
| & 
* | f 
po | 
, eee i 
il 
ciate re ae NE Po i 
- Sy EE ee ee ec 
A Jf . 
ea 1 si pew seh: £ Be LBA Tis oo ae i eaees aes rou ae Gaels ON gy oe SPOR se meee Bae ad Soe eet AS i epee bmeharks Sa! Sate alt > 2 Ie taal ei leas ie Rah See eure “a Ra 
Rr ee ho AN Rl OC yr: aye aN: Sere, eer gee Sauk slices, pore bed ce tee oe gene gatas ay Felt ores eos FAR Bas as PT Fo ot a eras se bie bay PE ee aria wa 
Fae add ing oe ee Sanne en eo ne 8 eer ee RO Reg Ek 5 aes Pe = ok ieee Side pate oh wes tat ty ae) We Et tee ae emt en we Dob Plage gee Beh oy a A ei eS Pee ee Gee PS Sa Slee Peer 9 cat Seis etd ieee te Pk get ae cay ote dae ee ee 
OM Se Begg She 38 ee Lent eee ae: Cee ae eee ea rh *Ay, < Piigiads Wee fs re Dh, ase te a Rae eh TO pe Tia Bat pS RACE hee al fr ad Sg a Be ge enn var eget ah ek nee BT Vi ge. to ais ly Sip ee ee igs “ay La? SA ‘ Ree Fig 
: ce het yo a A ght SEU : DE "Ricans ape sear age SS leas BA a Po i oe a ae ene Margene ect Th ek a 0 eS Aakash Ween: OS RT yA A ae seer ah De > ay OF ea Orie tee Sty Saw 9 Re ae, Pe ea 
cena oo Pee Ie ee . Ser Soe or ects ee Ree a hg en pee = e Ls’ te eRe ie igre Winead Wig roe Fake ha a ke phhet Pisa MEG as fa tee At eet Sealant tic) Sod stots Cheetah, OS Seerey a em Sk et Ae On ee Rem DP Renes a eae 
naa Spe gg 2  pee ar ai Ie : ited: eB Pee oS ee ote a Ss ie oe Peta Sb bat oe Rass tid ae Saree eo were: acer, Sas ete Bip Nah 5s wet Meate , S I See sis hs ee ty | BL af Bop gs Nat pte 
ee Se lg a Sei By momen tay el aR Pa a SE he OR lie Tet ab nagen Oe cota Mi, Riles aU cp Ps A RAR oil Sites lc gg Se yd noe eis mene ia Rg ie ear iat aici Nt Rete te RAL Ty ara Whe te Ag Pe aes Eas ge 
ier a eae et 2 lee Pathe os Tas pe a OO he nmin rhe Se ON LORS es Stade re ge Bee ag oe Ee een te le SE Bebe z 7S el acs ciate Sot eg ane Se eae Aim Mo. oh rp SR IP eee et Bo So a a eas Bo PS: 
OE ak he ee eG Se Se ie a a Nar et Re PY Bey, A Re wa he ® as OE St Pa OEE lene nk as Og a gi tos ell ERT gf eae Oak Sod ate Cail ake a PP nes bene SA a te RR MP Cid ee Sh Ba A gE Nl Mt Py Le hg 


THe Pm YOUNG-FA 


O0Z,EW/ 


— miLy oust —PAGE 153 
a 


oy MA 


the field in 


NEWSSTAND 
CIRCULATION” 


NEWSSTAND CIRCULATION 


602,491 506,990 478,436 459,288 


POPULAR POPULAR MECHANIX SCIENCE & 
MECHANICS SCIENCE ILLUSTRATED MECHANICS 


Gd alwoy 4. he BET BUY ve POPULAR MECH 


Based on June 30, 1955 A.B.C. statements 


(442% of its total circulation) 


And delivers 95,501 more newsstand circulation 
than any other publication in the field. 


POPULAR MECHANICS also Loads the field in: 


¢ TOTAL CIRCULATION 
e SUBSCRIBER CIRCULATION 
¢ DOMESTIC CIRCULATION 
.. and in ADVERTISING LINAGE 


*Total circulation —1,354,629 
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Publicist Saves Time 243 Ways; Utilizes 
Leftover Hours to Immortalize Feat in Book 


New York, Oct. 25—Ray Jo- 
sephs, who works out of Benjamin 
Sonnenberg’s p.r. stable (Publicity 
Consultants Inc.), has written a 
new book, “How to Gain an Extra 
Hour Every Day.” 

Published by E. P. Dutton & Co., 
at $2.95, Mr. Josephs’ volume con- 
tains no less than 243 inspiring 
suggestions on how to beat the 
clock. 

Here—if you have the time—are 
some of Mr. Josephs’ tips on saving 
time: 


® In the morning, do as Arthur 
Godfrey does—pop out of the cov- 
ers when your eyes open. This 
“may give you your extra hour 
right then and there.” 


@ On the other hand, it’s all right 
to stay in the sack, too. “You can 
turn that undercover period to 
making extra worth while minutes” 
by setting an automatic coffee- 
maker for 6 a.m. and getting to 
work on reports immediately—in 
bed. 


e “If you’re going to shower, 
shave first—then you needn’t rinse 
lather off separately.” (There’s an 
hour right there.) 


e “Set clocks ahead. Some people 
keep clocks minutes ahead at all 
times to speed themselves along 
and make certain they have a lit- 
tle extra time.” 


e Follow the example of newspa- 
per publisher S. I. Newhouse, who 
“finds that he speeds up all his 
conferences by holding them 
standing up.” 


® Don’t clutter up your office 
with papers. Be like Milton Biow, 
who “has a small desk, primarily 
ornamental. He signs most of his 
letters leaning on the top of one of 
his secretaries’ desks in the pas- 
sage outside his own office.” 


e “Leave your worries on the 
doorstep. Business men are coming 
to the realization that bringing 
business matters home not only 
robs them of the time they should 
devote to themselves and their 
families but destroys their recrea- 
tion...” 


e On the other hand, take your 
worries right into bed. “A number 
of prominent executives make time 
for themselves and also soothe jad- 
ed business nerves by taking oc- 
casional ‘rest cures’ in their own 
bed. They climb under the covers, 
leaving word they’re ‘not well.’ 
Families serve light meals and do 
everything possible to provide 
complete stretch-out relaxation. 
‘Resting’ executives continue 
working, primarily giving thought 
to ideas and major projects.” 


e “To discourage talkative inter- 
rupters, try looking at the ceiling or 
window again and again. They’ll 
take the hint.” 


e “Try skipping the Saturday pa- 
per. Highlights are usually covered 
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ARLINGTON 
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Nome _ Title__ 
Company __ oad 

0 | aS : 
ES State Lettie ot 


‘be out of touch with things too 


long.” 


e Use a telephone headset, leaving 
“both hands free to go through 
huge piles of incoming and out- 


|in the Sunday roundups. You won’t | 


|@ “Cigarets will help you get more 
done.” 

|@ “A fresh start from personal 
prayer. Taking time out for quiet 
meditation, informal prayer or 
even Bible reading is one of the 
most effective ways of getting a 
fresh start for your day.” 


e Use your subconscious to save 
time. “One of the best times to 


going mail... With a shoulder rest, 
you can sew, iron, even prepare 
meals while chatting.” 


give a particular specific assign- 
ment to your subconscious is just 


(most effective if you feed your 
mind the assignment when you’re 
'drowsy or in a state of abstrac- 
tion.” 


Now, the question is, after you) 


save all this time, what do you do 
| with it? The implication of most of 
Mr. Josephs’ tips is that by saving 
|time in your business life you can 
j|have more time to do more busi- 
“ness. 

However, Mr. Josephs does have 


_a brief chapter at the end suggest- | 
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‘interests or take part in commun- 
ity affairs. He also says that you 
‘might use this gained time in 
“writing.” 

“Here’s one interest to which 
‘more and more Americans are 
turning,” he says. “You might start 
| by writing to all the friends you’ve 
| neglected so long. Then move on to 
/more serious writing of stories and 
/ articles, explorations in your major 
field of interest.” 


when you’re going to sleep. It’s|ing that you develop your hobby|® Prominently mentioned in this 


NEW AUTO PLANTS ON THE WAY! Car 
makers are riding with the fastest-growing 
era in the industry’s history. 1955 output is 
pushing for an all-time high...sales wil 
rise three times faster than population be- 
tween now and 1960. Read who'll buy them, 
and why ... in “35,000,000 New Cars In Next 
Five Years”... October Nation’s Business. 


you and your business in 


WHAT MAKES A 


dependence on one 
are all reasons why 


UNDER? Taxes, lack of young managers, 


size firms have to sell out or ultimately fold 
up. If profits won’t build security, find out 
what will. See “Success Won’t Save Your 
Business”. . . October Nation’s Business. 


1975, 


an extraordinary editorial r 


oe 4 
oth, 


GOING CONCERN GO 


product or customer... 
many small and medium- 


Sen Z 


FIVE YEAR PLAN, AMERICAN STYLE... 
Strategic oy boosted Bell & Howell 
Company’s sales fr 

000,000 in half a decade. What’s more, says 
management, it can work just as well for 
your firm, irres 
in .. .“How 
Ahead”. . . October Nation’s Business. 


om $13,000,000 to $40,- 


tive of size. They explain 
o Plan Profits Five Years 
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| Advertising Age, October 31, 1955 61 * 
the title Car-Mates. |\designed a line of six dresses 
This name is owned by A. L.|color-matched to the 1955 Chevro- 
Rubin, partuer in J. M. Rubin & let (AA, April 18). 
Sons, glove manufacturer. Mr. Ru-| And this fall, Paper-Mate has 
‘bin issues licenses to manufac- come out with a pen to match the 


book, incidentally, are Philip Mor- | York, handles the remainder of the | 40 Clothing Lines 


ris, McGregor sportswear, Julius account. ; 
Will Be Tintec with 


Kayser and other clients of Ben. 
Sonnenberg. That Ray Josephs is Coffin Joins Eisteld 
no time-waster. Charles T. Coffin, past director - 
of the Southern Newspaper Pub- Gay 56 Ford Hues turers—some 27 to date—who Ford colors (AA, Aug. 22). 

Compton Gets All of Canco lishers Assn., has joined E. M.| New Yor«, Oct. 25—‘here may |want to tie in with the promotion. Mr. Rubin will run his promo- 

American Can Co., New York, |Eisfeld Advertising Agency, Miami, be a Ford influence in your future, | In return he takes a 5% royalty on tion through department stores. 
has appointed Compton Advertis- jas general manager. Mr. Coffin, | girlie, even if you have no car and all sales of Car-Mates. |The plan is to display a new Ford 
ing, New York, to handle all of its | prior to his retirement in 1953, was|aren’t planning going io get one. | ‘in a store window and group the 
advertising, effective Jan. 16. Cur-| business manager for 20 years of; This fall a long list of apparel @ This is not the first car color- |color-matched garments around the 
rently Compton is the agency for the Miami Daily News and owned |and accessory items, color-matched ‘matched promotion on the scene | car. Mr. Rubin expects to stage his 


_—— 


Pee ee ee ee SSS ae 


the company’s fibre milk depart- ‘his own agencies in Indianapolis to the 1956 Fords, will appear on|this year. Last spring, a Chicago 


ment, and Young & Rubicam, New and Anderson, Ind. 


‘the market and be promoted under | dress manufacturer, Smoler Bros., 


'Nation’s Bus! 


In 20 years America will have 221,000,000 people 
... more food, better shelter, greater comfort . . . 
more leisure and ways to enjoy it... and 
20,000,000 more jobs—better jobs. This is the 
lead to an extraordinary editorial report, “Peo- 
ple, Products and Progress: 1975” that appeared 
in September Nation’s Business. 


This report is extraordinary for three signifi- 
cant reasons. First, for what it reveals about the 
shape of things to come. It is not day-dreaming. 
It is an eminently practical view. Second, be- 
cause it was written not by any star-gazer, but by 
business and industry, itself. And third, because 
we doubt very much if it could ever have been 
written at all without the exceptional facilities of 
the Chamber of Commerce of the United States, 
parent of Nation’s Business. 


The National Chamber is a national federa- 
tion working for good citizenship, good govern- 
ment and good business. It comprises 3,100 


Organization Members — state and local cham- 
bers of commerce and trade associations . . . and 
more than 20,000 Business Members—firms and 
individual businessmen. These unique resources 
make such a first-hand, composite opinion pos- 
sible . . . from the heart of the nation’s business, 
itself, right down to its very grass roots. No other 
general business or news publication is so blessed 
with such a pipeline of communication. 


Among business and trade organization mem- 
bers of the National Chamber are 75,000 execu- 
tives who read Nation’s Business. 675,000 addi- 
tional business leaders pay $6 a year for personal 
subscriptions. These forward looking business- 
men have the authority and resources necessary 
for making buying decisions. Their responsive- 
ness explains why Nation’s Business advertisers 
know that action in business results when you 
advertise to business in Nation’s Business. 


NESS 


Washington * New York 


Cleveland + Detroit + Los Angeles 


Chicago * San Francisco 


promotion in 100 department stores 
by Christmas. 

The 27 manufacturers who have 
joined in his merchandising plan 
make about 40 different items, in- 
cluding sweaters, hats, jackets, 
socks, rainwear—even nighties, 
petticoats, men’s shorts and dog 
collars. 


AC Spark Plug Promotes 
]. W. Stack, Frank Ray 

The AC Spark Plug division of 
General Motors Corp., Flint, Mich., 
has promoted J. W. Stack to adver- 
tising manager, succeeding Frank 
E. Ray, who has been advanced to 


J. W. Stack Frank Ray 


marketing analysis manager. Mr. 
Stack, who joined General Motors 
in 1945, was zone manager of Olds- 
mobile in the San Francisco area. 
Mr. Ray joined AC in 1934 as as- 
sistant advertising manager. 


FC&B Appoints on Coast; 
Expands L. A. Office 


Loyd Sherwood, business man- 
ager of the San Francisco office of 
Foote, Cone & Belding, has been 
appointed supervisor of media and 
research. Robert Leefeldt will con- 
tinue as print media director, and 
Helen Stenson as tv and radio di- 
rector. The Hollywood office of 
FC&B has appointed Robert F. 
Kleimann production supervisor. 
He formerly was radio and tv di- 
rector of Strauchen & McKim Ad- 
vertising, Cincinnati. 

The Los Angeles office of Foote, 
Cone has taken added space at 
1120 Wilshire Blvd. to “accommo- 
date an increased staff.” The re- 
search department and library will 
be moved to the new office. 


Stevenson Joins Caples Co. 

James Stevenson, formerly v.p. 
of Creative Sales Inc., Oakland, has 
joined the San Francisco office of 
Caples Co. as marketing director 
‘and account executive. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


, 


| ESTABUSHED 608 

PRESS CLIPPING BUREAU 

BArclay 7-537! 

| 165 Church Strest New York 7, N. ¥. 

And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 


| in two practical sizes; rubber cement; 
| plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y, 
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EVENING, ONCE-A-WEEK OR LESS 


‘Bride's Magazine’ Increases 
Rates; Plans 15 Editions 
Bride’s Magazine, New York, 
will raise its b&w page rate from 
$2,600 to $2,800 with the spring, 
1956, issue. Four-color pages will 


Rank Program Rating | 
move from $3,450 to $3,650. The; | $64,000 Question (Revlon, CBS) onc... .ccccccccecccccscccccccccccccsosesesessesesesees 57.7 
new rates are still based on an; 2 Toast of the Town (Lincoln-Mercury, CBS) o.oo ccecesvsececerevevees 36.9 
annual total of 550,000 net paid.| 3 Best of Groucho (DeSoto-Plymouth, NBC) ooo cccceceeseseees 29.6 
Contracts received prior to Nov.| 4 Robert Montgomery Theater (Johnson wax, Schick, NBC) .....:...-csese- 28.7 
20 for space throughout 1956 will| 5 Sy ET ET Sitiicisteietaceneebeleaae nue 28.2 
be accepted at current rates. 6 ELE AL Ele 27.6 
The magazine, which currently| 7 ee ene Cee, Te eee 26.2 
puts out one edition for the entire| 8 Sennen ne SS ne ceale 26.2 
US., will begin publishing 15 sec-| 9 ERIS Se RUD 0-5 ROR 25.8 | 
tional editions with next year’s| 10 a sacsesansosuteucnsnatenan 25.6 ) 
first issue, due on newsstands Jan. | 11 Nee ee es sesuusasansanen 25.3 | 
15. Local rates will apply to each| 12 Two for the Money (Old Gold, Sheaffer, CBS) 0.00 ccccccccccceceeceveneee 24.7 
edition. Combinations may also be/| 13 a nceceentall — ; 
purchased. 14 RES CS OTT 23.1 
15 Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 22.7 
Brayman Edits ‘PR Journal’ 16 This Is Your Life (Hazel Bishop, P&G, NBC) oo... cccccccecceceeceneerenes 22.7 
Harold Brayman, director of| '7 Burns & Allen (Carnation, Goodrich, CBS) o.......occcccccccccsscescecsceseecececeees 22.1 
public relations of E. I. du Pont 18 Stage Seven (Bristol-Myers, CBS) ............ccccccccccceccsscecsssssecescerseceeencecenenes 21.9 
de Nemours & Co., has been ap- 19 Person to Person (Amoco, Elgin, CBS) ........cccccccccccccocecessocrececeecsreeeeevevens 21.7 
pointed editor of the Public Re-| 2° Four Star Playhouse (Singer, Bristol-Myers, CBS) .0..........cccccccccesseoeesesneee 20.8 
lations Journal, monthly publica- MULTI-WEEKLY 
tion of the Public Relations : eae — (Several sponsors, NBC) ..............ccccccccccccoccsscccscceeceesercescees 11.8 =r 
Society of America. In I UI, ck cus oceuaes 11.3 e : 
y 3 Love of Life (American Home Products, CBS) .o..........cccccccccoceoscesseesceeses 11.0 is mag lo WA hy nN e S 
4 Pinky Lee (Several sponsors, NBC) ........0...ccccccccecccecccsscceocesseeaseeceeeseereeenee 10.9 . 
5 Search for Tomorrow (P&G, CBS) .....ccsccccsssssssssssssssssssssssssssssessssesessesesseee 10.7 - a 
6 CBS News (Several sponsors, CBS) ..........ccccccccscssssvesessucsuessessuesneanesnesanenve 10.3 | a) 
7 OO I Ce cn cecvenionsebeunipinocnecensees 10.2 that C ar ry 
8 News Caravan (Camel, Plymouth, NBC) .o.......cccccccccccccccccsseseescecenceneecees 10.1 Toate pe rng ie 
9 Gldie Plshar (Comm-Cole, NBC) 6.cccscncscccsccccssccccsecosccccscssceescsosscscovscessssceoss 9.5 eS a 7 ge 
Julius LaRosa (Sustaining, CBS) .......ccccccccccsccssssessssesssvesssvevessssueessucesasace oe ‘ a 
i aj snsewummaniaponununsonnss 9.5 


National Nielsen Ratings of Top TV Shows 
Two Weeks Ending Sept. 24, 1955 
All figures copyright by A. C. Nielsen Co. 


Serves Management 
On Shows & Exhibits 


TOTAL HOMES REACHED Homes 
With electronics and other aids | Rank Program (000) 
providing new methods of show- | 1 $64,000 Question (Revlon, CBS) .........cccccccccsessessssesnesneseesessneseeneenennes 19,302 ; 
manship to advertising, advertis- | 2 I a vospuempovtensoisenan 15,667 | 
ing managers andothers planning | 3 Toast of the Town (Lincoln-Mercury, CBS) ..........ccccccccsecseseseseeesesseees 12,764 ; Siac ; oe 
trade shows and exhibits look to 4 Disneyland (American Dairy, Americon Motors, Derby Foods, ABC) 12,363 : CG 1 a SS N eCW S 
AR for ideas, “how-to” articles, | 5 Nee ee call nc sch schrendtonocsstoes 12,190 cae 
and new developments they can | 6 Martha Raye Show (Sunbeam, RCA, Whirlpool, NBC) ..............000+ 11,687 " : 
use. Following are typical articles | 7 Producers Showcase (RCA, Ford, NBC) ........ccccccccscesssesesesesenensvsnesvee 11,193 ” | 
that have helped build intense | 8 Ce nscaspisenniesadtnbgavene 11,001 4 
readership of AR every month: | 9 Those Whiting Girls (General Foods, CBS) ...........c..csssessesesseseseseesees 10,906 f 
“Closed Circuit TV” 10 Color Spread (Participating, NBC) ...........ccccccccceesessees, seeseeceeesennees 10,847 ; 
“Redesigning an Exhibit PROGRAM POPULARITY* Homes ; 
Pays Off” Rank Program (%) j 
“How to Make Fair Exhibits 1 $64,000 Question (Revlon, CBS) .....cccc:csessssssessesseesvsssessnssseesneseeeanesneeeees 60.3 
Pay Off"’ 2 I a h bdbuubdunbandeesincoeseessie 48.7 ¥ 
“Budgeting for Trade Shows” 3 Toast of the Town (Lincoln-Mercury, CBS) .......:c:cvesesesesesesesesrsesesesrsesnee 39.8 
“Egirs as an Advertising Medium” 4 Martha Raye Show (Sunbeam, RCA, Whirlpool, EE enbviichccsdenctsadoccee 38.7 
“Trade Show Trickery” 5 Disneyland (American Dairy, American Motors, Derby Foods, ABC) 38.3 
” a 6 SY NNER WEIN CHINN si.cscteabecthoncoenddecestttosnsoncossesepsscoscecersestcosece 37.3 
Yale Puts Its Show on the Road 7 Robert Montgomery (Schick, NBC) ..j.cc-cccsscesovsssesussnsetnsennsenaseee 35.8 4 
“Maturity for Trade Show 8 Prmmemnnrs Geeeans (RCA, Ferd, PRBC)  wiiccciccecsssiesiscsssccscscscssccovsesscasaees 35.6 q 
Exhibits” 9 a ss ccthapenencencsoverersetin 35.5 
10 Perry Como Show (Gold Seal, Kleenex, Dormeyer, Noxzema, } 
PTINEINEEE a0. dustelthceei al tdiisansaiehesoripabanegeabecebiadabteeesebcbescetechccescoesescece 34.3 


*Percentage of homes reached in area where program was telecast. 


Sells Management 


On Shows & Exhibits 


Claire Murphy Joins ‘Living’ (D-F-S Boosts Patterson 

: - Claire Murphy, formerly pub- Gene Patterson, with the tv and 4 

Grouped together with top arti- /licity director of Riverdale Drap-|radio department of Dancer-Fitz- ' 
cles. on how to stage shows and ery Fabrics, has joined Living for |gerald-Sample, New York, for six 
exhibits, advertisers _ Messages | Young Homemakers as store pro-|years, has been named senior pro- | 
outlining values of their products | motion director. gram and script supervisor. : 
and services naturally get inten- ’ 
sive readership and _ response. : 
Among AR’s current advertisers 
are: ; 
Middle West Display & Sales Co. KIES ’ 
Exhibit Management Associates The NEWS of the ROC } 
Heltyweed Banners First eight months our retail linage is { 

Sho-Aids, Inc. a 
; . e period in 

Gibraltar Corrugated Paper up 19.4% over the same pe } 
Company, Inc. 1954, our biggest year. (At the highest 7 

Lewis Barry Inc.—Trade ond illine rate in Denver.) 
% Exhibits ; 
Sheraton Hotels (Media Records) i 
Advertising Trades Institute, Inc. | 
Capex Company, Inc. : 
General Exhibits and Displays Inc. | 
If shows and exhibits are either | 
your problems or your products | 
—turn to AR for results! | i 
Advwertising — 
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Advertising Pages and Linage in National Magazines 


Ofticial Figures for September and Year-to-Date as Compiled by Publishers Information Bureau 


Publications with an * report directly to Apvertistnc AGE 


Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 

1955 1954 1955 1954 1955 1954 1955 1954 
Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper's WO in kc BE ass ce 12.2 10.9 117.6 150.7 12,225 10,895 117,612 150,544 
*Christian ee 30.9 23.5 176.9 166.8 12,770 9,712 73,255 69,024 
og Pe ee eee 110.1 65.5 749.1 724.2 74,868 44,540 509,388 492,456 
Cue Petty. ee oe ee 64.9 59.9 667.4 624.5 27,842 25,697 286,315 267,911 
Grit b o'0 VER Obe es «s SEEAS 17.7 16.7 180.5 186.7 17,700 16,700 180,500 186,700 
SORES SS eee 413.1 380.8 3,135.6 2,980.8 280,908 258,944 2,132,208 2,026,674 
RS rn Pp ee 102.9 90.2 1,023.0 975.3 69,972 61,336 695,640 663,204 
RP ere ee 393.3 333.1 2,818.8 2,620.8 168,726 142,890 1,209,265 1,124,357 
PPPs dara 600k wareieee 262.8 242.3 2,103.7 2,037.2 110,376 101,766 883,554 $55,582 
*Presbyterian Life .......... 18.6 20.0 130.2 126.4 7,830 8,404 54,684 53,088 
EE sed o oi kr tc tdee 23.2 25.3 148.8 129.8 9,744 10,626 62,496 54,516 
Saturday Evening Post ....... 308.3 322.8 2,606.7 2,723.2 209,644 219,504 1,772,556 1,851,776 
Saturday i sos ou end e 64.6 55.6 566.6 547.9 27,132 23,352 237,972 230,118 
$*Sporting News ............ 42.7 49.6 266.6 274.6 46,294 53,786 289,274 297,883 
S§Sports Illustrated ........ 55.5 39.4 501.3 144.7 23,810 16,903 215,058 62,076 
ae PR ee 276.3 274.7 2,339.8 2,403.9 116,046 115,374 982,716 1,009,638 
a | RS ete 32.8 — 196.1 — 5,637 34,319 
||{U.S. News & World Report .. 294.0 262.2 2,171.0 1,971.2 123,480 110,124 911,820 $27,904 


Total Group 


2,435.6 2,233.1 19,2023 18,644.0 1,315,557 1,213,650 


10,399,255 10,161,375 


tThree issues in September 1955; two issues in September 1954. tFour issues in September 1955; five issues in September 
1954. §Started publication in August 1954. |||Five issues in September 1955; four issues in September 1954. Not included 


in totals. 
Women’s 
Better ET nh. co cbats's 28.1 38.3 254.2 327.8 12,055 16,431 109,052 140,627 
§Bride’s Magazine ........... q — —— 438.8 427.0 277,322 269,864 
tEverywoman’s ............. 38.5 39.0 328.9 359.4 16,517 16,731 141,098 154,139 
SU GHEE ty 200s wean bo 66.1 67.9 573.9 596.9 28,357 29,129 246,203 256,027 
Good Housekeeping .......... 124.0 113.2 1,000.8 987.3 53,196 48,563 429,343 423,595 
Ladies’ Home Journal ........ 123.6 89.3 860.5 732.0 84,048 60,724 585,140 497,692 
McCall's Magazine .......... 77.5 66.1 625.4 565.3 52,700 44,948 425,272 384,472 
Parents’ Magazine .......... 78.3 75.3 492.3 534.0 33,591 32,304 211,197 229,086 
SE kg cco bbad ibs is okan 134.4 127.8 1,043.0 964.6 91,392 86,904 709,240 655,928 
*Western Family: 
Southwest Edition ........ 29.1 19.3 258.2 251.9 12,496 8,298 110,745 108,065 
Mountain Edition ....... 24.6 17.6 232.3 232.6 10,561 7,543 99,634 99,861 
ZtNo. Calif. Edition ...... 27.1 18.2 249.3 251.6 11,642 7,785 106,928 107,936 
Northwest Edition ...... 27.6 20.0 250.5 252.3 11,847 8,580 107,470 108,237 
Se ances asdunaed 58.1 67.8 498.1 524.9 24,925 29,086 213,685 225,182 
Woman’s Home Companion .... 60.1 54.9 470.3 459.6 40,868 37,332 319,804 312,528 
*The Workbasket ............ 34.4 34,3 241.5 246.3 6,739 6,727 47,340 48,279 
Teteh: Greek bese adiain. $52. 793.2 7,085.9 6,977.0 456,884 417,177 3,825,441 3,705,484 
tSee note at end of linage tabulation. §Published in January, April, July and October. Not included in totals. 
General 
*American Artist ............ 29.5 31.4 198.1 213.3 12,388 13,172 83,192 89,547 
*American Forests .......... 14.7 48.7 142.5 145.5 6,160 20,440 59,836 61,164 
American Legion ............ 22.1 21.4 164.8 174.2 9,282 8,988 69,216 73,164 
American Magazine .......... 15.8 20.5 196.6 210.2 6,636 8,610 82,572 88,284 
ed Be os 4 ody ad daw se 19.3 23.1 158.0 176.5 8,280 9,910 67,782 75,719 
A PS Pee ee ee 26.9 29.1 222.4 215.8 11,298 12,222 93,408 90,626 
Christian Merald ........006. 30.8 34.6 282.0 287.6 13,213 14,843 120,978 123,380 
. =e ARPS Sa 7.7 4.7 87.1 37.4 3,216 3,217 36,582 25,478 
SE ated ciCas ee ky tade ° ¢ 29.0 13.0 222.0 207.0 5,278 2,366 40,404 37,674 
a ee 19.7 22.8 179.9 207.1 8,451 9,781 77,177 88,846 
**Eagle Magazine ........... 6.3 7.6 60.0 47.5 2,663 3,173 25,182 19,945 
ll RET Se 60.0 50.2 538.3 473.0 40,800 34,136 366,044 321,640 
7Elks Magazine ............ 15.5 14.1 107.1 102.1 6,650 6,049 45,946 43,844 
SD gdO Le Wok bbEss n0 54% 61.3 38.6 526.4 421.0 41,684 26,248 357,952 286,348 
PR hE cabochon skascanes 20.4 13.0 146.0 97.2 8,572 8,167 61,297 61,045 
. > eae 17.6 21.5 166.2 168.5 12,127 14,759 114,334 115,928 
—.. . . ererriarey 32.2 22.2 241.2 174.6 13,510 9,303 101,290 73,335 
IS toes ods eds aceeaas 19.8 18.2 202.0 176.1 8,494 8,008 86,658 75,547 
OU 63.1 46.7 239.1 225.7 27,836 20,612 105,434 99,603 
Harper's Magazine .......... 26.3 26.0 202.8 186.8 11,046 10,920 85,176 78,456 
LAr 52.0 47.7 601.7 589.0 35,360 32,436 409,156 400,520 
*Improvement Era .......... 26.5 35.7 247.4 262.2 11,110 14,998 103,889 110,131 
EE reer er er 54.5 49.7 217.6 219.5 37,288 33,959 148,803 150,193 
*Motor Boating ..........:- 84.1 75.0 1,105.6 970.7 49,441 44,125 650,100 570,772 
National Geographic .......... 37.9 34.2 362.9 317.5 9,020 $,140 86,370 75,565 
Go éccaedvhissenss 19.9 21.1 200.6 220.6 13,561 14,373 136,412 150,008 
GED» « bdn tkinsc ive soe's 20.0 19.8 180.0 161.7 8,595 8,483 77,209 69,358 
*ZtReader’s Digest ......... 30.0 a 190.0 —_—_ 5,460 34,580 
CN sono hdc ha KOEESS 6 0 10.3 8.5 78.8 75.3 4,440 3,646 33,824 32,329 
Redbook Magazine ........... 24.7 17.9 200.8 178.0 10,596 7,679 86,143 76,362 
reed ee eee 5.7 5.4 86.0 63.0 2,392 2,273 36,134 26,460 
ey Se a eee 12.3 9.8 62.1 54.9 8,195 6,573 41,744 36,893 
Town & Country ............ 78.1 78.1 548.7 541.9 49,359 49,359 346,778 342,481 
oO Se ee ere 49.4 41.1 326.3 341.2 21,193 17,262 139,983 143,304 
OT? COR 22.8 21.4 212.0 257.4 9,781 9,181 90,948 110,425 
og a 78.1 77.2 938.9 857.7 45,923 45,394 552,073 504,327 
cos aki wes ste 1,114.3 1,050.0 9,651.9 9,057.7 573,838 542,805 5,020,026 4,728,701 


‘Larger page size (688 lines) in September 1954. “August-September issue combined. “See note at end of linage tabulation. 
‘Larger page size (628 lines) in September 1954. °One issue in September 
cepting advertising in April 1955. *Published bi-monthly; figures shown 


in totals. 
Home 
American Home ............ 79.4 
Better Homes & Gardens ..... 149.5 
*Flower Grower ............ 43.0 
8 ee ere 113.5 
House & Garden ............ 75.5 
CEs cies noas i's 40s 52.7 
SE. “Caname@ es nueKcceu ees 86.6 
Sunset Magazine ............ 123.1 
>) See ss 723.3 
Fashion 
DN & 6 au ddd ebro oc des 197.2 
Ee 170.6 
Pn MOE | osinccocncs 189.8 
SS ee 122.1 
0 re ea 297.0 
OS SS are 976.7 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ......... 32.6 
Modern Screen ............ 32.1 
Screen Stories ............ 27.4 
Fawcett Women's Group: 
Motion Picture & TV 
SEE % cctbhenccdades 21.0 
True Confessions .......... 26.4 
2*Hillman Women’s Group ... 19.3 
2t*Hiliman Romance Group .... 1.3 
Ideal Women’s Group: 
Intimate Romances ........ 22.4 
SET a boa 0c cy ds-1560 261 
Movie Stars Parade ........ 26.2 
Personal Romances ........ 22.6 


1955; two issues in September 1954. °Started ac- 
are for September-October issue. #Not included 


70.9 614.0 581.1 50,181 44,809 388,048 367,255 
133.6 1,154.7 1,110.3 94,484 84,435 729,770 701,710 
49.0 518.7 543.0 18,060 20,580 217,840 228,060 
127.2 877.1 940.5 71,732 80,390 554,327 594,396 
72.9 646.1 631.5 47,716 46,073 408,335 399,108 
37.3 395.2 385.9 22,608 16,001 169,541 165,551 
66.4 584.4 523.5 54,731 41,965 369,341 330,852 
130.5 1,108.3 1,190.9 51,702 54,810 465,486 500,178 
687.6 5,898.5 5,906.7 411,214 389,063 3,302,688 3,287,110 
183.2 930.2 768.3 84,599 78,593 399,056 329,601 
147.8 913.3 831.3 73,187 63,406 391,806 356,628 
181.9 844.9 832.3 119,954 114,961 533,977 526,014 
108.3 992.0 880.8 52,381 46,461 425,568 377,863 
249.4 1,244.5 1,227.9 187,704 157,621 786,524 776,033 
870.6 4,924.9 4,540.6 517,825 461,042 2,536,931 2,366,139 
29.7 242.5 260.3 13,985 12,741 104,033 111,669 
27.5 238.6 251.8 13,771 11,798 102,359 108,022 
24.0 205.9 213.3 11,755 10,296 88,331 91,606 
18.5 163.9 167.1 9,009 7,937 70,313 71,686 
20.5 192.8 203.3 11,326 8,795 82,711 87,216 
15.7 143.0 122.1 8,297 6,717 61,363 52,377 
2.3 17.4 29.3 544 981 7,332 12,554 
13.3 169.3 141.6 9,594 5,706 72,643 60,746 
16.9 193.8 174.2 11,216 7,250 83,129 74,732 
16.9 193.7 174.3 11,235 7,250 83,078 74,775 
13.4 167.9 142.3 9,685 5,749 72,044 61,047 


Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept Jan.-Sept. 
1955 1954 1955 1 1955 1954 1 1954 
TV Star Parade .......... 18.6 11.2 144.2 123.3 8,000 4,805 61,881 52,896 
*Quality Romance Group ..... 6.0 6.0 54.0 54.0 2,268 2,268 20,412 20,412 
(iy |) ee Ae 111 — 42.3 — 4,746 18,139 
*Secrets Romance Group: 
Revealing Romances ........ 18.1 13.8 138.7 2 7,743 5,925 59,512 59,717 
WOUND: “evaabedees sic 17.6 15.0 143.6 159.7 7,556 6,529 61,610 68,511 
HS§*Silver Screen ............ 9.9 — 33.3 ee 4,229 14,292 
Vous Shesy Women's Gremp: 2 a ore TS aee Sec cuice once oaene oe 
Photoplay kibhaes MaNe ewe e 43.1 36.8 336.9 332.6 18,490 15,787 144,530 142,685 
TV-Radio MUTEF oo sce csens 24.5 24.8 221.5 208.3 10,511 10,639 95,024 89,361 
True Experience .......... 27.1 27.6 234.1 224.0 11,626 11,840 100,429 96,096 
True Love Stories ......... 27.4 27.5 235.3 220.0 11,755 11,798 100,944 94,380 
Wen Gee: oa. cee ce 27.4 28.1 232.9 220.1 11,755 12,055 99,914 94,423 
Vous GU... 24th chee 54.4 42.6 456.4 390.3 23,338 18,275 195,796 167,439 
kee 501.0 414.1 3,966.0 3,799.7 214,618 177,443 1,698,693 1,627,419 


Not included in totals. {Published bi-monthly; figures shown are for September-October issue. Started publication as a bi- 
monthly in March 1955. §Published bi-monthly; figures shown are for August-September issue. Started publication as a bi- 


monthly in April 1955. 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 
group as a whole PLUS additional advertising carried by each individual publication. 


Magazine Linage Trend  tigures in thousands 


GENERAL 


1955 


SEPT.|574 


AUG. [360] ~ | 


1954 


cert. ee 


] 


WOMEN’S BUSINESS FASHION HOME 
1955 1955 1955 19 
SePT.| 457 | sePT.| 409 } | serr[4ii | 8) sepr.[sis 
aue[ 400] |ave(zoz_] | ave[s4e] § | ave,(247] 
1954 1954 1954 1954 
SEPT. 3) SEPT. I! SEPT. 
Business 
Business Week ..........0055 492.4 479.4 4,071.0 4,057.6 206,808 201,348 1,709,820 1,704,192 — 
Dun’s Review & Modern 
ee, Bre ees oe $5.4 116.5 635.1 774.6 52,606 71,764 391,222 477,154 
t*Financial World .......... 39.3 31.7 420.0 354.4 16,503 13,311 176,402 148,848 
i ERR Re Rees 55.1 43.6 462.5 382.9 23,142 18,312 194,250 163,338 
ee er ete 144.3 143.0 1,136.3 1,196.0 91,198 90,376 718,142 755,872 
Nation’s Business ............ 44.6 43.9 324.9 360.8 19,133 18,833 139,382 154,783 
|) Perro 861.1 858.1 7,049.8 7,132.3 409,390 413,944 3,329,218 3,404,187 
tFour issues in September 1955; five issues in September 1954. 
Youth 
OEE. GE cccciccscnenss 34.6 38.5 202.4 219.4 14,843 16,517 86,830 94,123 
"Pe ee 31.3 25.4 218.7 205.2 21,284 17,272 148,716 139,536 
NE nbn 0 ed ok the 4.7 3.2 16.2 18.2 2,024 1,359 6,936 7,797 
Scholastic Magazines ........ 44.7 37.2 228.3 241.3 18,774 15,624 95,886 101,346 
t*Scholastic Roto ............ oe oe 28.4 24.8 24,831 22,359 
Weed. GORE A bide cic ess 115.3 104.3 694.0 708.9 56,925 50,772 363,199 365,161 
tNot published in September. 
Outdoor & Sports 
*American Rifleman ......... 74.4 68.5 537.7 516.5 31,907 29,399 230,654 221,579 
Field & Stream ........0565 58.8 63.0 582.1 580.1 25,225 27,027 249,721 248,863 
*Fur-Fish-Game ............ 20.2 19.4 173.0 182.8 8,620 8,337 74,203 78,421 
Ee PPP 64.8 63.9 617.0 587.8 27,799 27,413 264,693 252,166 
YF =e 57.7 53.6 538.3 497.3 24,753 22,994 230,931 213,342 
2*Sportsman’s News ........ 7.5 — 55.1 SO 3,203 33,817 
Beer 275.9 265.4 2,448.1 2,364.5 118,304 115,170 1,050,202 1,014,371 
Not included in totals; started publication in October 1954. 
Mechanics & Science 
Mechanix Illustrated ......... 74.0 58.8 599.2 574.8 16,576 13,171 134,221 128,755 
Popular Mechanics .......... 126.9 121.9 1,187.6 1,239.7 28,426 27,306 266,022 277,693 
SPepular SeIenGs 2... cc ccccces 170.7 138.5 1,167.2 1,126.7 38,228 31,024 261,446 252,381 
Science & Mechanics ...... 774 64.7 371.0 365.4 17,338 14,493 $3,104 81,827 
Wee CE iwnkdaedatcnse 371.6 319.2 2,954.0 2,941.2 83,230 71,501 661,689 658,829 
Not included in totals. Published bi-monthly; figures shown are for August-September issue. 
Detective & Fiction 
Dell Men's Group ........... 10.3 12.2 118.4 114.3 4,419 5,234 50,794 49,035 
*Thrilling Fiction Group ...... 74 7.9 73.3 73.5 1,661 1,779 16,422 16,464 
Fetal Geel 6c cba dineccta’ 17.7 20.1 191.7 187.8 6,080 7,013 67,216 65,499 
Farm 
*§Better Farming .......... os 82.2 556.8 699.2 35,264 238,867 299,957 
Capper’s Farmer ...........- 56.7 53.1 503.2 486.6 24,324 22,780 215,873 208,751 
§tFarm Journal ..........+.. 137.8 96.8 850.1 805.0 59,116 41,527 364,693 345,345 
tFarm & Ranch—Southern 
eee errr 35.4 36.1 359.3 346.3 15,187 15,487 154,140 148,563 
{Progressive Farmer ........ 94.5 93.5 830.6 $21.6 64,260 63,580 564,808 558,688 
Successful Farming .......... 98.0 94.6 777.7 762.4 44,100 42,570 349,965 343,080 
Tete CUED. vac iciaws cancers 422.4 456.3 3,877.7 3,921.1 206,987 221,208 1,888,346 1,904,384 


+Formerly Country Gentleman. §Effective September 1955, Better Farming 
& Country Gentleman. 1955 cumulative figures for Better Farming are for 


of linage tabulation. 


Newspaper Sections (I) 


(Nationally distributed with Sunday newspapers) 


American Weekly ......-.005- 45.5 
Family Weekly .......-.055> 21.4 
PUOER Sik wok iccccccesosanal 54.1 
This Week Magazine ........ 78.6 

Total Group ......-s-ceees 199.6 


Newspaper Sections (II) 


45.3 


and Farm Journal combined to form Farm Journal 
the period ending August 1955. tSee note at end 


(All other newspaper sections and comics) 


obse¥n 43.4 


First 3 Markets Group 
New York Mirror Magazine .... 


41.1 


475.0 385.6 38,675 38,505 403,750 327,760 

11.8 192.3 74.9 18,190 10,030 163,455 63,665 

48.7 513.4 444.6 45,985 41,395 436,390 377,910 

65.8 679.4 618.4 66,810 55,930 577,490 525,640 

171.6 1,860.1 1,523.5 169,660 145,860 1,581,085 1,294,975 

30.7 375.2 319.2 36,890 26,095 318,920 271,320 
30.5 329.2 325.4 40,278 29,890 322,616 318,892 
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J? Pe EME ERI 6 sinnreibie) SS Mas 
Advertising Age, October 31, 1955 
- Pages r Lines = Pages c Lines ~ 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1955 1954 1955 1954 1955 1954 1955 1954 | 1955 1954 1955 1954 1955 1954 1955 1954 

New York Times Magazine .. 295.4 269.7 1,891.5 1,690.4 251,090 229,245 1,607,775 1,436,840 

*Puck—The Comic Weekly .... —— 5.3 — 74.4 —— 10,09 _—— ‘141658 F 41 
Total Group ..........+++- 379.9 330.9 2,595.9 2,335.0 328,258 285,230 2,249,311 2,027,052 | English Edition .......... 611 510 5513 4321 41,565 34,680 374,884 293,845 

Spanish Edition .......... 64.1 59.5 573.3 497.4 43,605 40,460 389,844 338,085 

All figures in the following groups were compiled by Advertising Age pana ney Scovwewcsae 43.5 38.5 403.5 304.4 18,270 16,170 169,456 127,848 
| Newsweek- : 

| Asian Edition ............ 57.5 66.7 493.2 457.9 24,150 28,000 207,126 192,302 

Comics Magazines Tokyo Edition ...........- 41.8 71.5 474.2 634.2 17,570 30,030 199,146 266,364 
Popular Mechanics: 

tAmerican Comics Group .... 6.0 8.0 37.9 58.5 2,220 2,960 14,293 22,049 Mecanica Popular (Spanish) 24.0 17.9 216.4 207.1 5,376 4,004 48,467 46,361 

tArchie Comic Group ...... 6.1 5.8 33.6 32.9 2,300 2,174 12,714 12,418 Mecanique Populaire (French) 18.5 22.0 237.3 220.5 4,144 4,928 53,155 49,364 

tHarvey Comics Group ...... 10.5 9.6 57.2 42.9 3,969 3,623 21,610 16,223  Reader’s Digest: 

National Comics Group: ie rere rrerrey Tr 54.5 41.5 359.0 320.0 9,919 7,553 65,338 58,260 
(Total 2 Units) .......... 15.7 9.0 94.8 90.2 5,920 3,402 35,849 34,022 Australian ..ccec sec cecess 57.5 60.0 427.7 430.5 10,465 10,920 77,833 78,351 
| eee 8.1 4.5 47.9 44.8 3,055 1,701 18,115 16,934 pe 48.0 32.0 391.0 297.0 8,736 5,824 71,162 54,054 
ER eee ee 7.6 4.5 46.9 45.4 2,865 1,701 17,734 17,161 GR bavucuctere oswdeee 96.5 100.0 768.5 633.5 17,949 18,600 142.941 117,971 

Quality Comic Group ........ 6.0 6.0 54.0 54.0 2,268 2,268 20,412 20,412 ee Pre 89.0 82.0 687.0 633.0 16,198 14,924 125,034 115,296 

i Opens 3 30.4 239.6 2,200 14,457 11,467 90,585 ; EN lacie ss Cat Ode dc ctces 42.0 37.0 324.6 287.0 7,140 6,290 55,178 48,790 

cs lagen as ~ pga 2S deen 21.0 12.0 126.0 79.0 3,906 2,232 23,436 14,694 
{Published bi-monthly; figures shown are for September-October issue. ZNot included in totals. French (Belgium) ........ 40.0 45.0 349.0 366.0 7,000 7,875 61,075 64,050 
French (Paris) .........- 50.0 52.0 630.0 637.0 8,750 9,100 110,250 111.475 

French (Provincial) ....... 58.0 60.0 682.9 648.0 10,150 10,500 119,515 113,400 

Canadian National Weekend Newspapers (Rotogravure Linage) French (Swiss) .....-..-- 24.0 22.0 163.0 1580 4200 3850 28525 27.650 
; OTR ay 72. 66.2 573.4 590.8 72,588 66,182 573,394 German (Germany) cakeats 75.0 75.0 630.0 597.0 13,650 13,650 114,660 108,654 

ts hae Co a i bs Gi =«— - 6s 65.073 aan. German (Swiss) .......... 26.0 22.0 1705 149.0 4,732 4,004 31,031 27,118 

Star Weekly ............-. 79.9 101.2 709.8 756.9 75.870 96,153 674,265 728,620 Iberian EN ee Te 38.0 21.0 393.0 241.5 6,916 3,822 71,526 43,953 

Weekend Picture Magazine 883 925 752.6 765.0 86,094 90,160 733,823 748,523 | Indian ...............-+ 40.0 33.0 269.0 198.0 7,280 6,006 48,958 36,036 

ROBE a 70.0 655 5185 5491 12,040 11,266 89,182 94,428 
Total Group ............. 2408 2599 20358 21127 234552 252,495 1,981,482 2.067.961 | jaranese .............. 280 405 2572 308.0 4.704 208 43.208 oh oes 
Japanese Troop ........... 365 31.5 350.0 267.5 6,643 5,733 63,700 42,406 
MOKICOR 2 nce ececccceees 60.0 59.0 465.4 528.0 10,920 10,738 84,702 96,096 

Canadian New Zealand ............. 25.5 215 1683 182.0 4,641 3,913 30,622 33,124 

#Canadian Home Journal .... 35.5 40.4 — Sr mim 241 ames 208,671 Norwegian ..........00e0: 49.0 365 3120 2775 8,330 6,205 53,040 47.175 

Canadian Homes & Gardens . 65.2 57.2 371.0 426.4 44,306 38,917 252,293 289,485 | Portuguese ................ 94.5 85.0 709.0 705.0 16538 14,875 124,076 123,374 

GUNES bc cccvccccsvese 45.0 40.2 336.4 366.3 30,564 27,349 228,730 249,146 South African ............ 95.5 74.0 671.5 550.0 17,095 13,246 120,199 98,450 

SEINE ciwboeedercacccscese 26.8 29.2 253.5 231.3 11,475 12,504 108,761 99,225 Southern Hemisphere ...... 45.0 43.5 384.0 380.0 8,190 7,917 69,888 69,160 

Maclean's ...... ccc ee cece ee 100.0 93.3 779.3 714.1 68,024 63,412 529,909 485,481 | Swedish ...............06 57.0 46.5 416.0 342.0 10,602 8,649 77,376 63.612 

CET dcipaen 600 bcdsrvcece 37.1 47.6 310.4 352.0 25,216 32,362 211,045 239,323 | Time-Atlantic ............-- 86.9 89.8 782.4 668.8 36,435 37,660 328,594 280,570 

Reader's Digest: Time-Latin American ........ 97.0 108.0 8624 838.2 40,740 45,360 362,208 352,065 
English Edition .......... 76.5 89.5 631.9 706.2 13,923 16,289 115,007 128,528 | Time-Pacific ............++- 74.2 87.0 667.1 669.1 31,150 36,540 280,189 281,015 
French Edition ........... $3.3 92.0 681.5 724.3 15,152 16,744 124,032 ME 1 IIR: 0 06:9 bo ce cvten ccicacce 101.5 26.3 578.9 348.7 42,630 11,060 243,122 146,440 

Revue Moderne ...........+% 23.4 21.5 195.5 211.0 15,887 14,657 132,925 SL 1 WEEE. wc baeweseesscccceges 73.5 50.7 444.1 355.0 30,870 21,280 186,522 148,960 

Revue Populaire .........--. 26.2 22 2210 2183 18,308 16,909 154,682 152,791 | otal Group ............. 2,064.1 1,886.9 16,9078 15,3970 573,199 524,668 4,745.64 4,262,540 

PIED cow ehas 00 cicceb sects 35.7 42.0 300.7 310.1 24,985 29,373 210,464 217,066 mr . : , 

Saturday Wight ........... 555 72.3 5205 584.4 23,317 30,373 218,613 308,522 | NOTE: All sectional advertising of Better Living, Elks Magazine, Everywoman’s, Family Circle, Town Journal, Woman's Day, 

Time-Canadian .............. 2235 214.0 1,615.1 1,533.9 93,870 89,880 678,321 644,245 | Farm Journal, Farm & Ranch—Southern Agriculturist and Progressive Farmer is reduced by application of a ratio figure 

385 “Fea 760 42Doek7e2 3.080.126 to each advertisement; this ratio is the circulation of the particular edition carrying the advertisement to the total cir- 
Total Group ee ee ee 798.2 $23.0 6,216.8 6,378.3 ,027 , , . ’ ’ culation of the magazine. For example, if a page advertisement appears in an edition representing 25% of the total 
¢Two issues in September 1955; four issues in September 1954. Not included in totals. circulation of the magazine, it is counted in the totals as .25 pages. 


Why Do Most Canadian Advertisers 
Test Their Campaigns in the Pages of 


The London Free Press 


lestern Ontario’ Foremost Meurpaper 


BECAUSE: 


@ they consistently find that the readers of the London Free Press mirror 
the reactions and buying habits of people across Canada 


@ the London Free Press is Canada’s most cooperative test paper with 
stock checks, promotional cooperation, split runs, and all the extra aids which give 
a “‘crispness”’ to their whole campaign 


@ London is a pure market with only one newspaper to buy 


ONTARIO’S LARGEST DAILY NEWSPAPER 
CIRCULATION OUTSIDE TORONTO 


94,437—Publisher's Statement, March 31st, 1955 


'Gore Names Friedlander; 
Adds Gilton Mfg. 


Chester Gore Advertising, New 
York, has appointed Roy I. Fried- 
lander, formerly with Norman D. 
Waters & Associates, creative di- 
rector. Mr. Friedlander had been 
with Waters since 1950, and before 
that had been a partner in Fried- 
lander & Mayer Advertising. 

Chester Gore has been appointed 
to handle advertising for Gilton 
Mfg. Corp., Brooklyn manufac- 
turer of tubular steel furniture. 
Norman D. Waters formerly han- 
died the account. 


York Joins Screen Gems 

E. James York, for 12 years with 
King Features Syndicate handling 
merchandising promotions, has 
been appointed manager of the 
merchandising department of 
Screen Gems Inc., New York, tele- 
vision subsidiary of Columbia Pic- 
tures Gorp. The company also has 
given two members of the mer- 
chandising department official 
titles. They are Robert Cooper, su- 
pervisor of premium merchandis- 
ing, and Joyce Selznick, supervisor 
of merchandising exploitation. 


Mary Fannon Joins L’Aiglon 
Mary Fannon, formerly publicity 
director of S. Augstein & Co., has 
been appointed publicity director 
of L’Aiglon Apparel, New York, 
manufacturer of L’Aiglon and 
Jeanne D’Arc junior dresses. 


Fradkin Advertising Adds Two 

Atlas Pencil Corp. and its sub- 
sidiary, Atlas Gifts Co., New Hyde 
Park, New York, have appointed 
Fradkin Advertising, New York, to 
handle all advertising, succeeding 
Paul Smallen Advertising. 


BERNARD P. 
GALLAGHER 
Negotiator 


Purchases Consumer Magazines 


Sales Business Publications 

Mergers Advertising Agencies 

147 W. 42nd St., New York 36 
LAckawanna 4-1631 
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chet q 
A d » ss / A ‘ M . 7 /measurements,” he said. “This|the studies of consumer buying |buy, particularly in durables, but is 
Ca emicians ccept otivation quantitative research may involve|plans for the Federal Reserve |not a reliable indicator of the mag- 
@ sample survey or a carefully de- | Board, said that the attitude data ‘nitude of the change. That is, it 


\signed and executed field experi- | collected in these surveys seems to|can show whether consumers will ' 
Resear ch, but Express Many Doubts | mene” indicate correctly the direction of |buy more or fewer autos or wash- 
r. Li s | chan ns i i i i i 
ice ms Cat SA to kert, whose group makes |change in consumer intentions to/ers than in the previous period, 
lect group of marketing research- 
ers and social scientists took moti- \ 
vation research apart here this 
weekend, and never quite got it 


all together again. Their general— 


and somewhat reluctant—conclu- 
= sion seemed to be that it is here to. as od 
t stay, despite their doubts about its | 


scientific exactitude. | 
The occasion was the fourth bi-. 
ennial symposium sponsored by the 


: marketing department of the Uni- 
versity of Illinois’ college of com-_| . 
_ merce, in conjunction with the : 


al 


central Illinois chapter of the 
American Marketing Assn. The oc- 


casion also marked the awarding 


: of Paul D. Converse awards to 4 
marketing practitioners and theor- 
ists (AA, Oct. 24). ; | 


| 
® The sharpest attack on motiva-| 
tion research was delivered Satur-| 
day by Prof. Darrel B. Lucas of 


— hayay werreesty, me i — The increasing importance of Louisville as a business and industrial center placed 
tising Research Foundation. | it on the top of the list of suitable areas for our Executive Offices. The decision to establish 
rof. Lucas centere is criti- ne , 2 r 
cisms on the difficulties of validat- our headquarters in Louisville was based on the city’s excellent communication and 
ing the clinical techniques used in F adaa - . 
motivation research, particularly, transportation facilities, as well as its geographic advantages. And it has enabled us to 
in connection with the unstruc-) . . ° : ° 
eised (er déeth) Sitelow, and establish a more strategic location for the expanding operations of Devoe & Raynolds. 
the use of projective tests. 
It is practically impossible, he * a i P ° 
said, to use the depth interview Now Devoe & Raynolds has a closer liaison between its-largest Research Laboratories, 
technique and get the kind of sam-/| : . . 2 ot 
pla sles Or detiga which can be manufacturing and warehousing operations. All of the advantages we anticipated, 
validated in statistical terms; in and many more, have materialized since we made the move to Louisville. 


addition, there are a host of varia- | 
bles which may profoundly influ- | 
ence the results of a depth inter- 
view and which are not presently 
capable of being validated. | 
| 


® With projective tests, Dr. Lucas, 
said, there is greater possibility of | 
getting a good sample and more 
chance of validation (since the 
actual results of the tests can be) 
seen), but the difficulty here is that 
there is still a great deal of argu- ; 
ment about whether the tests have orerere?: 
any value to begin with. The evi- » gigas fi : ae, t oe PP "a nase 
dence suggests caution in assum-)| eae ee ig he Re te Tae > 3 ie bn ee 
ing that they can give predictive | ae Sg ‘ 
answers for marketers, Dr. Lucas 
said. 

He added, however, that “any 
tools the marketer can get his| 
hands on are worth exploring,” 
even if all doubts about their valid-_ 
ity have not been resolved, and 
he urged that research men contin- 
ue to experiment with clinical in-| 
terviews, but that survey tech- 
niques be developed to validate. 


them as far as possible, and that | 
new techniques be developed for | 


more precise measurement of their 


results. Devoe & Raynolds has made many additions to The world’s largest one-plant whclesale hard- 
its Industrial, Marine and Resins, and Chem- ware company, Belknap Hardware & Manufac- 
® Rensis Likert, director of the, icals Division since 1953, including new labora- turing Co., occupies 40 acres of floor space in its 
Institute for Social Research, Uni- tories, plants and tank farms at its sprawling sixteen warehouses and buys and sells all kinds 
versity of Michigan, who uses some 11th and Hill Street location. Another plant of merchandise (about 90,000 items) except 
pring re meee ae | and laboratory is located nearby in Louisville. foodstuffs and clothing. The 115-year-old na- 
ay “valiaaielly other mathods| Devoe & Raynolds is the oldest paint manufac- tional wholesale jobber gives employment to 
whenever possible. | turer in the United States. The firm also oper- 1,500 people, does business in 29 states through 
“I would not advise basing any| ates factories in Detroit, Newark, Boston, Los its salesmen and in all states by mail order, and 
major decisions or expenditures | Angeles and Riverside, California, and in Prince- serves over 30,000 retail customers. 
upon them [motivational research ton, Indiana. 


results] without first testing their | 
validity by means of quantitative | 


| 
| 
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but it cannot accurately predict the | 


gingerly were voiced by Robert 


volume of purchases or the per-|Ferber, associate professor of eco- 


centage of increase or decrease. 


® A few added warnings about 
approaching motivation research 


nomics at the University of Illinois, 

in a paper read in his absence. 
“Few today question the value 

of psychiatry, or of psychology, in 


explaining behavior 
Prof. Ferber said, “but it by no 
means explains all actions or is 
necessarily the best of all alterna- 
tives in a particular instance. 
“Much the same is true of pro- 


patterns,” 


ITS 


LE 


E. WILLIAM ENDTER 
President 


Devoe & Raynolds Company, Inc. 


: 576,900. 
1950 
population — 


Ne. 


337,851 
1950 


circulation — 
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American Air Filter’s wholly-owned subsidiary, 
Famco, Inc., is expanding the manufacturing 
capacity of its Louisville plant 60% in order to 
produce additional types of glass fibers for dec- 
orative uses and plastic reinforcement. With home 
offices and two manufacturing plants in Louis- 
ville, American Air Filter also operates factories 
in Chicago, Moline, Ill., and Montreal, and main- 
tains sales representation in 31 foreign countries, 


375,917 
1954 


jective techniques, or so-called, 
motivation research, as applied to 
economics and marketing. It has 


‘much to contribute to the under- 


| standing of consumer behavior, but 


the extent to which consumer be-| 
havior is explainable in terms of 
‘basic’ motivations is undoubtedly 
exaggerated.” 

He was also critical of the term, 
“motivation research,” saying that 
it has nothing to contribute beyond 
being “of great service to certain 
types of commercial researchers in 
selling gullible clients on the ‘sci- 
entificness’ of their approach.” 

Prof. Ferber also placed great 
stress on the small samples cus-| 
tomarily used, and insisted that | 
depth interviews, projective tests, 
and other MR techniques must be 
as carefully subjected to scientific | 
sample building as any other type) 
of investigation. He also suggested | 
—even though “this would be too | 
much to expect”—that reports of | 
some unfavorable results might 
help considerably in advancing the | 
scientific use of projective tech-| 
niques. 


= Ernest Dichter, president of the 
Institute for Motivational Research, 
had been invited to uphold the 
basic values of motivational re- 
search in marketing and advertis- 
ing problem-solving before the in- 
vited group of 100 or so social 
scientists and marketing research- 
ers, but was unable to attend. The 
Institute’s viewpoint was expressed 
by Irving Gilman, v.p., who not 
only delivered a formal paper, but 
thereafter was kept busy answer- 
ing questions and rebutting points 
raised by the other speakers in 
their papers. 

Dr. Gilman insisted that argu- 
ments and debates can’t replace 
calm analysis of the problem. He 
acknowledged recent controversy 
by asserting that accusations and 
counter-claims are “a dangerous 
sign of confusion and unease” 
which may wind up by giving the 
business man a “misery of choice 
‘o that he may in the end refuse 
all.” 

To that end, he said, the more 
that can be done to reduce doubts 
and clarify the situation, the better 
for all concerned. There is in fact, 
he said, an ever-growing area of 
agreement between practitioners of 
statistical marketing research and 
motivational research. Statistical 
or descriptive research supplies 
only part of the answers business 
needs, he said, and when this type 
of research attempts to secure data 
which is not present at the con- 
scious level, it may actually be un- 
scientific and misleading. In such 
situations, he insisted, only moti- 
vational research can supply use- 
ful answers. 


s “Whenever we deal with human 
motivations,” Dr. Gilman said, “di- 
rect questions are inadequate and 
unscientific... But motivation re- 
search is not a panacea. What is 
needed is a unified concept—a 
greater recognition of the fact that 
we make decisions on irrational 
| bases as often as on rational bases.” 
| Small samples are perfectly ade- 
‘quate for MR, he insisted, if the 
ivalidity of the findings is care- 
fully tested. He refused to divulge 
exactly how the institute performs 
this task, but pointed out that some- 
thing like 45% of the work the 
group is currently doing is for re- 
peat clients. And he answered an 
assertion that his group’s work 
‘cannot be checked by inviting any 
‘ny er of the group to examine 


any portion of some 600 completed 
reports which the institute has 
made. The reports are available 
for inspection “and even for note 
taking,” he said. 


ls Two speakers at the conference | 
managed to stay reasonably clear | 
of the dominant controversy. Wroe | 
Alderson, Alderson & Sessions, | 
Philadelphia, described a function- 
alist approach to consumer motiva- 
tion and indicated that his organ-| 
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ization uses MR as well as other 
types of research. He added, how- 
ever, that “there are more varieties 
of psychologists than of African 
violets.” 

Mr. Alderson developed the con- 


cept of an ends-means basis of clas- 


sifying behavior. He advanced the 
concept of three types of behavior: 
(1) Congenial behavior, which he 
defined as doing those things 
which yield direct satisfactions and 
hence are pursued as an end in 
themselves; (2) instrumental be- 


havior, which includes all activities 
designed to achieve some goal, and 


is always motivated by expecta- 
tions of what is to follow; and (3) 
symptomatic behavior, which is 
potentially functional. It does not 
yield direct satisfaction nor direct- 
ly lead to satisfaction, but by dis- 
rupting existing habits it may 
heighten the creative urge. Much 
of the work of motivation research, 
he said, is an attempt to develop 
symptomatic behavior on the part 
of those being interviewed. 


®s Mr. Alderson also suggested a 
new way of classifying families in 
terms of the behavior patterns of 
their members. He classified them 
as families which are (1) coordi- 
nated and compatible; (2) coordi- 
nated but incompatible; (3) unco- 
ordinated but compatible; (4) 
uncoordinated and incompatible. 
The buying patterns of each group 
would vary considerably from 
those of the other, he said. 

Ewald T. Grether, dean of the 
school of business administration, 
University of California, discussed 
what he called “external product 
differentiation”—that is, the use of 
premiums, trading stamps, deals 
and offers to create some sort of 
product differentiation in the con- 
sumer’s mind. 


‘Harper's Bazaar’ Appoints 

Robert Brakeman, for the past 
four years advertising manager of 
Harper’s Bazaar, New York, has 
been appointed advertising direc- 
ior. Laird Holloway, formerly 
western representative of J. Fred 
Henry Publications, has been 
named West Coast manager of 
Harper’s Bazaar. 


Wexton Gets Hudson Division 

The industrial division of Hud- 
son Pulp & Paper Corp., New 
York, has moved its advertising 
account from Lewin, Williams & 
Saylor to Wexton Co., New York. 
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Kiekhaefer Sets Motor Drive 

Kiekhaefer Corp., Fond du Lac, 
Wis., has launched a $500,000 cam- 
paign for its 1956 line of Mercury 
outboard motors with a color page 
featuring its four-cylinder Mark 30 
in October Boating Industry and 
Outboard, to be followed by simi- 
lar ads in Nov. 7 issues of News- 
week, Sports Illustrated and Time, 
November Boats, Field & Stream, 
Lakeland Yachting, Motorboating, 
Outdoor Life, Seal & Pacific Motor- 
boat, Sports Afield, Sportsman’s 
News and Yachting, plus True’s 
1956 Boating Yearbook. The agen- 
cy is Baker, Johnson & Dickinson, 
Milwaukee. 


Naegele Appoints Melberg 

Naegele Advertising Co., Min- 
neapolis, has appointed James Mel- 
berg an account executive in the 
commercial division. Mr. Melberg 
formerly was with Marathon Corp., 
Menasha, Wis., and Virginia Caro- 
lina Chemical Corp., Chicago. 


The answer to this ‘2'% billion dollar” 
question is: the Farmers of Oklahoma 
and Texas! They saw it all in cash mon- 
ey... and all in 1954. .. “reaped” from 
the sale of crops and livestock. 


According to new, 1955 census figures, 
there are now about 411,971 farms in 
Oklahoma and Texas. This means a per- 
farm cash income (mostly spendable) 
of $6,055.00, not including the milk, 
butter, beef, pork, eggs, vegetables and 


WHO EVER SAW 
2’2 BILLION BUCKS 


other “eatables’” these farmers provide 


for themselves. 


Looking at these “bucks” another way 
. this is a per farm income each 
month of $505.00 in Oklahoma and 
Texas! Here, indeed, is a lush market 
. one that you can sell most profit- 


_|“will contribute much in the fu- 


ably through the pages of the Farmer- 
Stockman — the only farm publication 
edited separately for Oklahoma and 
separately for Texas! 


1utaFarmer-Stockman 


OKLAHOMA CITY, OKLAHOMA © DALLAS, TEXAS 


422,295 SUBSCRIBER FAMILIES IN THE SOUTHWEST! 


Owned and Operoted by The Oklahoma Publishing Company: The Daily Okichoman,Oklahome City Times, WKY, WKY-TV, WSFA, WSFA-TV. 


Represented by The Katz Agency 
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THE ROYAL DAIRY 


“Hamed For The ROYAL CITY . Known For The ROYAL QUALITY” 


GOODBYE, OLD PAINT—When the Roy- 
al Dairy of Guelph, Ont., replaced 
its horse-drawn carts recently 
with shiny new trucks, it took this 
page ad in the Guelph Daily Mer- 
cury. Nostalgic letter by the dairy’s 
president, Charles M. Yeates, noted, 
“Truly to us this is the passing of 
an era.” 


U.S. Families’ Net 
Worth Is $1 Trillion, 
Foote Tells BofA 


SAN FRANCIsco, Oct. 24—By the 
end of this year U.S. advertisers 
will have spent some $3 billion to 
tell their story in advertising in 
newspapers throughout the U.S. 

Emerson Foote, exec. v.p. of 
McCann-Erickson, speaking here 
last week at a meeting of the Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., de- 
clared that this expenditure—the 
grand total of national and local 
newspaper advertising—will be al- 
most a third of all money spent on 
advertising in the U. S. this year. 

“Thus America’s advertisers,” 

Mr. Foote declared, “have made 
newspapers their favorite means E 
of reaching potential consumers.” ‘ 

He said that the net worth of 
47,800,000 American families now 
totals a trillion dollars. 

“Advertising,” Mr. Foote added, 


ture to keeping the economic 
stream flowing briskly—to make 
the trillion dollar look of today 
only a harbinger of better things 
to come. 


ee ee ne eee ee 


a “Newspaper’s national advertis- 
ing is running almost neck and 
neck with the magazines and tele- 
vision among the leading media,” 
Mr. Foote said. “And I have a 
hunch that for a good many years 
to come, a very substantial part of 
ad agency revenue will be from 
the newspaper industry.” 


A Sang PN 


Newspaper Managers Elect 
Theodore A. Serrill, general 
manager of the Pennsylvania 
Newspaper Publishers’ Assn., Har- 
risburg, has been elected president 
of Newspaper Assn. Managers Inc., 
Chicago, an organization of execu- 
tive officers of national, regional 
and state newspaper trade associa- 
tions in the U.S. and Canada. Ben 
Blackstock, manager of the Okla- 
homa Press Assn., was elected v.p., 
and Vern Scofield, manager of the 
Nebraska Press Assn., was elected 
secretary-treasurer. 
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ferent premium with uni- 
versal appeal. Powerful 
2% to 5% np performance 
models. The perfect tow 
cost and unusual prize to 
build sales. Phone, wire 
Or write today for com- 
plete information. 


Jet Age 
OUTBOARDS 
CLINTON MACHINE COMPANY 
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In the first half of 1955 
Mechanix Illustrated gained more 


pages of automotive advertising 


than any other magazine * 


GAIN OR LOSS OF AUTOMOTIVE AND AUTOMOTIVE ACCESSORIES 
AND EQUIPMENT ADVERTISING AMONG LEADING MAGAZINES 


—20 Pgs. —15 Pgs. —10 Pgs. —5 Pgs. 0 5 Pgs. 10 Pgs. 15 Pgs. 


MECHANIX ILLUSTRATED 


Time 


cin Life 


' 
LOSS New Yorker 


Newsweek 


Popular Mechanics 
| Look 


—22.3% be: 


Magazines having more than 40 pages of automotive advertising. Janvary—June 1955 vs Janvary—June 1954 


\ The reason? 92.8% of MI’s readers own automobiles—18% 
By a two or more... over 84% wash and wax their own... 54.6% 
| POR acme Sis replace batteries . . . 35.1% change brake linings . . . 17.1% 


| do a complete overhaul job, including car painting. The re- 


| Oe el Cee sult? It’s in the headline . . . smart space buyers know what 
Stow Automaton wks SPFEET YOUR 108 the “MI MILLION” can do to move automotive products. 
: Let us show you how Mechanix Illustrated can add go-power 


to your own selling. 


a e 


——s 


* According to P.I.B.—the largest page gain in automotive and automotive 
accessories and equipment advertising. 


A Fawcett Publication 67 West 44th Street, New York 36, N. Y. Chicago * Detroit » Los Angeles * San Francisco 
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than any other newspaper 


Well-set tables in Greater Philadelphia. 
People spend $1,400,000,000 a year on 
food! Their favorite newspaper is The 
Evening* and Sunday Bulletin. 


Readers are paying particular attention to 
the sparkling all-new dress of The Sunday 
Bulletin. With 10 separate sections and 
R.O.P. editorial and advertising color, The 
Sunday Bulletin is published on our new 


presses, in new type, in the most modern 
newspaper plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they 
buy it, read it, trust it and respond to the 
advertising in it. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 


reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 
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Feature Section 


dvertising Age 


Pre-Selling Is Vital: Woolf 


What's Logic?, Weiss Asks 
Production Man on Quoted Prices 


How to Get Merchandising from Papers 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising ... 


Trade Activity Is No Substitute 
for Strong Pre-Selling 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

There’s no denying the proposition that 
branded specialty products must first be 
put on supermarket shelves before they 
can be taken off by the shopper. 

But this proposition does not necessarily 
mean that such prod- 
ucts will be taken off 
because they are on. 

The simple fact of 
availability at the point 
of purchase is suffi- 
cient for the movement 
of such unbranded sta- 
ples as potatoes, tur- 
nips, and squash. But 
the simple fact of 
availability is rarely 
sufficient to motivate profitable volume 
purchase of unknown brands against well- 
established competition. 

Some manufacturers are reluctant to 
face this hard fact; they prefer not to 
believe the consumer is king. 


James D. Woolf 


® Five or six years ago, I had a dismaying 
experience with a regional manufacturer 
of a certain specialty food product in a 
hotly competitive field. He proposed to 
invade three states in which his brand 
name was completely unknown to the 
consumer. I recommended a program of 
newspaper and radio advertising that tot- 
ted up to a space and time investment of 
around $100,000. In opposition to this, he 
proposed, as a less costly measure, what he 
called a “dealer incentive program,” the 
purpose of which was to “excite” the re- 
tailer and jobber and thus secure distri- 
bution and lively activity at the point of 
purchase. 

His incentive program included every- 
thing but the kitchen sink: special dealer 
discounts, bonus deals, prizes for jobbers’ 
salesmen, prizes for jobbers’ salesmen’s 
wives, prizes for own salesmen, consigned 
merchandise, co-op ads, gewgaws for the 
kiddies, costly point of sale material, and 
a get-acquainted, 2-for-the-price-of-1 of- 
fer to the consumer. “The main thing,” he 
argued, “is to get my product on display 


Sais Sal 


Employe Communications... 


in the stores. Later on, after sales get 
rolling, we can consider the advisability of 
a consumer campaign.” 

Well, his dog-and-pony show did secure 
for him a pretty fair measure of distri- 
bution; he got his product on quite a few 
shelves, but, alas, he didn’t get it off. 
After about six months, or thereabouts, 
his three-state invasion came to a sorry 
end, and at a sorry end it still remains. 


® I am not contending that what this man 
called a “dealer incentive program” is a 
bad thing; quite the contrary. Every cam- 
paign of advertising—especially in the 
case of a new, undistributed product— 
should include tactics devised to arouse 
the trade (retailers, jobbers, brokers, 
salesmen) to the greatest possible degree 
of enthusiasm and activity. 

But I am contending that “trade enthus- 
iasm,” unsupported by adequate consumer 
advertising, is extremely unlikely to moti- 
vate volume movement of a new special- 
ty, the brand of an unknown maker. 

And I am contending, further, it is a 
mistake to cast aside a good copy theme 
for a bad one because, it is fondly hoped, 
the bad one will tickle the fancy of the 
trade and rouse it to a feverish pitch of 
activity. 

Basically and vitally, it is the primary 
job of consumer media to create consumer 
acceptance and demand for the advertised 


‘product. It is not the major function of 


consumer advertising, especially in the 
case of new and unknown products, to 
provide salesmen and distributors with a 
stirring incentive to get in there and pitch. 


® Trade incentive programs, as compared 
to consumer campaigns, are relatively in- 
expensive. But trade activity can never 
be a substitute for consumer pre-selling. 
More and more, as I have remarked in 
this column before, I am impressed with 
the fact that strong customer preference 
for a given brand of merchandise cannot 
be bought for 10¢ dollars. I know of no 
cheap way to buy and hold consumer fa- 
vor. There are, in short, no bargain base- 
ment substitutes for effective consumer 
education, which means transmitting the 
product story to the ultimate consumer— 
the citizen who does the voting in the 
market place. 


Women in Employe Communications 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations. ) 

This department frequently is asked 


the question: “What opportunities are 
there for women in the field of employe 
communication?” 

Any helpful response must be hedged 
by the obvious fact that it depends on the 


company. It is an unwritten law in many 
concerns that no woman will ever edit the 
employe paper, for example, or serve in 
the top administrative slot of an employe 
communications program. The explana- 
tion generally is that “this is a man’s busi- 
ness,” and that has been the excuse for 
years. 

Women started to break into the com- 
munications field during World War II, 
although there were several pioneers al- 
ready sitting at editorial desks around the 
country. With the manpower shortage, 
however, companies with publications to 
produce overlooked their ingrown preju- 
dices and allowed women to take over. 
Women editors, with a foot in the door, 
stayed in the profession after the war was 
ended. Dozens of them have demonstrated 
a laudable mastery of tough jobs. They 
have gone into industry in man fashion, 
asking no special consideration and gen- 
erally getting none. 

Many of them have learned their com- 
munications in the rough-and-tumble 
school of practical experience. They have 
brought to their work enthusiasm, curios- 
ity and a certain naivete about industrial 
practices that helps make putty out of 
management interviewees. The sullen su- 
pervisor who would snap a male editor’s 
head off at the shoulders will mellow in 
the presence of an editor in a skirt. The 
woman editor in a plant, rubbing elbows 
with the help, is often a morale-builder. 
She often puts her finger on the emotion- 
al significance of a story and makes it big. 
She often bridges that abyss between 
shop and home because she knows what 
interests women. 
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It is charged that women are undepend- 
able as communicators because they are 
candidates in the marriage mart and 
won't stay in the job long. It is said that 
women are in part responsible for low 
salaries in the employe communications 
field because they are willing to work for 
less. Both charges are true, and there 
seems to be no responsible reply to either. 
It is a fact, however, that many of the fe- 
male veterans of the craft are married 
and have families, and that the dual re- 
sponsibility they carry doesn’t appear to 
have injured the sponsor’s communica- 
tions programs. 


® One regrettable characteristic of some 
employe journals edited by women is that 
they reflect too clearly, through layout 
and copy tone, the sex of the editor. These 
women remember first that they are wo- 
men, and they remember second that they 
are appealing principally to men. It 
should be the other way around, and if 
the woman editor were really smart, she 
would check her sex at the plant gates. 
She’s working in a man’s world. 

As for opportunities for women in the 
field, they never looked better. Job op- 
portunities for male editors are broaden- 
ing into public and industrial relations, 
into personnel administration and adver- 
tising. A woman with two or three years 
of plant-level experience as an assistant 
editor certainly should have the back- 
ground to take over if the nod comes. How 
she fares from there on in is up to her. In 
many concerns around the country she 
will find the old prejudices erased and a 
new willingness to give a gal a chance. 


Just Looking... 


Out in San Francisco there is a long- 
shoreman by the name of Eric Hoffer, 
who has written two brilliant and sav- 
age little books, “The True Believer” 
and “The Passionate State of Mind.” 

Today’s text is taken from the latter 
work, Aphorism 233, Page 135: 

“Without a sense of proportion there 
can be neither good taste nor genuine 
intelligence, nor perhaps moral integ- 
rity.” 

This is a truth, it seems to me, that 
is particularly applicable to the pro- 
fession of advertising—and one very 
easy to lose sight of. 


s Our business being what it is, most 
of us have little enough time for re- 
flection. We look inward instead of 
outward. We fall easily into the habit 
of what someone has called “incestuous 
thinking.” 

Sometimes we almost forget that ad- 
vertising is not a thing apart but an 


By Walter O’Meara 


integral component of the life around 
us—a social, cultural, and even moral 
force that compares in sheer power 
with that of the press, the church and 
the school. 

We talk hardly at all about this al- 
most frightening fact. We are inclined 
to express our sense of proportion— 
and responsibility, perhaps—in acts 
rather than words: in terms, for in- 
stance, of those tremendously impor- 
tant (and too little appreciated) cam- 
paigns conducted by The Advertising 
Council. 

And it is too bad, in a way, that it 
had to be a longshoreman, instead of 
an advertising man, who expressed so 
aptly a thought so pertinent to our pro- 
fession. 

“In advertising there can be neither 
good taste nor genuine intelligence, nor 
perhaps moral integrity, without a 
sense of proportion.” I wish I’d said 
that! 
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On the Merchandising Front... 


Logic Is Not Always Smari—in the 
Merchandising Picture 


By E. B. Weiss 
Merchandising Consultant 


Recently, the Baltimore & Ohio Rail- 
road almost sheepishly announced that 
it had arranged private plane transporta- 
tion facilities for some of its top execu- 
tives. The railroad felt compelled to point 
out that, for an over- 
night trip, a railroad 
sleeper on its lines was 
preferable, but it sim- 
ply could not dodge 
pointing out that there 
were times and circum- 
stances which, in com- 
bination, would make 
private plane coverage 
of B&O territory by its 
executives a practical 
economy. 

So far as I know, the B&O is still in 
business, and even doing pretty well. The 
heavens haven’t fallen in on it. 

Just about at the same time, the South- 
ern Pacific announced that it would build 
a $30,000,000 oil pipeline—right along its 
main route! Apparently, the Southern Pa- 
cific decided that there was no good rea- 
son why it should leave oil transportation 
to competition and so, following the good 
old policy, “if you can’t lick your compe- 
tition jine ’em,” the railroad decided to 
construct an oil pipeline. 


E. B. Weiss 


® I understand that the Southern Pacific 
is still in business; I rather hope so—I 
own some of its stock! 

Incidentally, these are really not such 
isolated examples in the railroad field 
as they may appear to be. Up in Canada, 
the Canadian Pacific is in scores of non- 
railroading activities, including ownership 
and operation of the Canadian Pacific Air 
Lines. I believe that several railroads op- 
erate bus subsidiaries. And the so-called 
“piggy-back” freight operation really in- 
volves going to bed with trucking compet- 
itors! 

But the point all of this leads me 
to is my frequent observation that the 
dread with which so many businesses con- 
template what “logic” tells them will be 
a disastrous move—or, at least, a move 
that will make them a laughing stock—so 
often, when finally made, doesn’t create 
even a ripple. 


G. D. Crain Jr. Says... 


I remember, as a small example, trying 
to persuade one of the tooth brush manu- 
facturers, years ago, to feature the thought 
that, for sanitary and other reasons, tooth 
brushes should be changed every few 
months and after each cold, sore throat, 
etc. The suggestion was turned down by 
every large company; after all, you don’t 
expect us to plant the thought with our 
users that the toothbrush may be insani- 
tary, may cause illness, etc., do you? (In 
more recent years, at least one tooth brush 
maker has delicately included a change- 
your-brush-frequently suggestion on the 
carton.) 


® It is probable that before Kleenex 
brought out a jumbo size facial tissue it 
was warned that this would automatically 
suggest to millions of users of the regular 
size that the latter was too small: And it 
is common knowledge that Kleenex de- 
cided to call its bathroom tissue Delsey 
“because you wouldn’t want to associate 
facial tissue and toilet tissue with the 
same name—now would you?” Today, 
Delsey ads mention “Kleenex-type’”’ stock! 
And Doeskin uses its name and its charm- 
ing doe on both facial tissue and toilet 
tissue without inviting a crisis of any 
kind. 

It’s as illogical as all hell to call a re- 
frigerator Hotpoint or a range Frigidaire, 
but it’s being done—successfully. 

However, it is the application of so- 
called logical reasoning with respect to 
public reaction to such moves as air trans- 
portation for railroad executives that con- 
cerns me at the moment. I am completely 
cynical when it comes to such matters. I 
maintain that the public isn’t logical un- 
der these circumstances, and that even the 
trade, despite pressures from competition, 
seldom concerns itself either deeply or for 
long with the so-called logical or illogical 
aspects of such moves as these. 

Only a few years ago, no producer of 
major appliances would have leaked out, 
deliberately, news of a wall-type refriger- 
ator. After all—it’s obvious, isn’t it, that 
the trade will promptly shrivel its stock 
of regular refrigerators, and it’s equally 
obvious, isn’t it, that the public will stop 
buying until the wall type is in plentiful 
supply and lower in price? Strangely, or 
maybe not so strangely, things don’t work 
out that way at all. 


Poor Preparation Is Biggest Coffee 
Consumption Barrier 


A recent news story in ADVERTISING 
Aces, reporting a study made for the Pan 
American Coffee Bureau by the Institute 
for Motivational Research, quoted Charles 
G. Lindsay, manager of the bureau, as 
saying that the study was undertaken to 
find out why coffee consumption has 
not kept pace with the growing economy 
and standard of living in the United 
States. 

The institute, headed by Dr. Ernest 
Dichter, has come up with some interest- 
ing suggestions about how to glamorize 
coffee, making the principal point that 
coffee drinking has become routine, and 
that people don’t stop to think what coffee 
does for them. Consumers, he thinks, 
should be made more aware of the many 
varieties of coffee and the different blends 


and brews which are available. 

Without attempting to discuss the psy- 
chological aspects of the coffee drinker’s 
reactions, it seems to me, as a veteran cof- 
fee drinker, that the greatest single handi- 
cap to increased consumption is the poor 
preparation given it in so many of 
the public eating and drinking places 
throughout the country. There are like- 
wise plenty of variations in coffee quality 
in home preparation, since it goes all the 
way from very poor to very good. 


® Good coffee is a rarity in a high per- 
centage of hotels, restaurants, clubs, hos- 
pitals and other places where the brew is 
served in quantity. Hospital administra- 
tors, for example, agree that one of the 
greatest sources of complaint from pa- 
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The Creative Man’s Corner... 
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208 svarsom: Happy returns. Mony- 


@nst rawme, Dry cue! Rooks in hood! 


] OEs) rmenn, Wore thon ome brand 


when squiffed.” 


wealth of Puerto Rico. 


Joe and Friend 


@ast rriano: Thanks. /iate birthdays. Getting on. 

. 
se8 svarsom: Nonsense. Look ahead! New semationsn, New boricons, 
@ast rasano: Solute optimism. Aweil autlence. 


SOE STETSOR: Porm! crample. Great discovery. New drink Drv_cum. 


#08 eYeTsom, Not atall Rocks in drigk Rum-on-Rocks. 
Dry Pyerte Ricgy rum. Most bnpertant. 


208 BTETSORN,; Of cours Subtle differences. 
Carioge bere extremely good, As wax neying happy returns, 


Not a few people, given to imbibing beverages with an alcoholic base, have 
confessed to seeing, when they have become overloaded, snakes. Or pink 
elephants. Or littke men who materialize and then de-materialize. 


This ad for Carioca rum could quite properly carry a headline reading: “Are 
you tired of seeing pink elephants?” Or, “Now you can have a new experience 


Because the man in this picture—man name of Joe Stetson—has apparently 
just gotten himself tanked on some rum on the rocks and is not only seeing but 
talking with a huge sheep dog. Or it might be an untied bale of Yucatan sisal. 


The copy, unlike the sheep dog, is clipped. Sample: 


Joe STETSON: Happy returns. Many. 

Best FriIEND: Thanks. Hate birthdays. Getting on. 

Jor StTetson: Nonsense. Look ahead! New sensaticns. 
New horizons. 

Best Frienp: Salute optimism. Await evidence. 


Like the sheep dog, this seems more British than Puerto Rican—which is 
kind of confusing, since the ad is apparently run on behalf of the Rum Promo- 
tion Division of the Economic Development Administration of the Common- 


Frankly, if Carioca rum evokes visions such as this ragged sheep dog, we 
are going to stick—especially during warm weather—to good old Tennes- 
see sour mash. Don’t see anything with that. Get positively blind. Preferable. 


People should ex) riment. 


tients is poor coffee. 

Coffee roasters and manufacturers of 
coffee brewing equipment try continually 
to assure careful preparation, and many 
of the improvements made in the manu- 
facture of coffee brewers has been due to 
complaints resulting from the use of old- 
fashioned urns and other devices for 
making and storing coffee in bulk. 

This is the greatest problem of the large 
coffee dispensing establishment, and so 
most places now prepare coffee in small 
quantities, so that it does not have to be 
stored for hours at a time. As a result, the 
general level of quality in coffee served 
in public places has shown considerable 
improvement in recent years. 


® One of the reasons why instant coffees 
have done so well is that it is difficult to 
make poor coffee when directions are fol- 
lowed. All that is needed is hot water and 
the correct amount of coffee in the cup. 


Consequently housewives who had never 
been able to brew good coffee according 
to normal practice, have at last found that 
they can provide themselves and their 
families with a satisfactory beverage by 
using any one of the top grades of the in- 
stant variety. 

Americans who dislike the sort of cof- 
fee generally served in Europe have dis- 
covered that they can protect themselves 
by ordering Nescafe, which has wide dis- 
tribution abroad, and assures uniformity, 
no matter where the traveler happens to 
be. Thus the visitor who hesitates to go to 
foreign countries because of their general- 
ly poor coffee no longer has to deprive 
himself of this beneficent fluid when away 
from home. 

One of the best things the coffee indus- 
try could do would be to have a National 
Coffee Week in which the emphasis would 
be placed on the correct methods of cof- 
fee preparation. It’s really unnecessary to 
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This insert printed on the high speed 
rotogravure presses of The Denver 
Post which offers you full-color roto- 


aes ——— , > ata ia ” = PS grovure advertising in its Sunday . 
iii A yom wis i See 
muh Serybody did! ) ions... , R.O.P. 


daily and Sunday. 


This is a reproduction of one of the many arty " 
) full-color ads which appear in The Denver Post. 


Advertiser: Armour & Company, Soap Division Sane ULATION —owe eer 
Adv. Manager: D. L. Duensing Evening, except Saturday... 244,045 a 1 rl ae Peas te Cc 
; Sunday . v-353,213 , 
! Agency: Foote, Cone & Belding Empire Magazine ond Comics..........379,568 € the ® . 2 = 
Art Director: John Breunig A. B.C. Publisher's Statement =— , 8 MOY 1. 
March 31, 1955 ~ ee ; 


Represented Noationolly by Moloney, Regon & Schmitt. Inc 
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tell the American people how good coffee 
is when it is properly brewed, because 
most people know that. What they also 
know is that it’s exceedingly difficult to 
get good coffee everywhere. The varia- 
tion in quality is nothing short of pathetic. 

Most public purveyors know that good 
coffee brings customers back again and 
again, regardless of other characteristics 
of their service. Consequently they would 
welcome the opportunity to provide fur- 
ther demonstrations of the goodness of the 
product as they serve it, and some others 
who have either been careless in their 
handling and preparation of the ambrosial 
brew or have tried to cut corners by the 


use of poor grades or inadequate quanti- 
lies per serving would get the idea and 
try harder to produce what the public 
wants. 

Coffee, for the average American, is a 
necessity. He likes it and would drink 
more of it if it were always available. 
But he doesn’t like and won’t drink 
the bitter and rancid substitutes which 
are sometimes offered him under the 
name of coffee. What happens in that case 
is that the disappointed customer orders 
Coca-Cola instead. Maybe that is one of 
the reasons for the enormous growth of 
cola drinks in general and Coca-Cola in 
particular. 


Looking at Radio and Television... 


Clouds Thicken Over Film Makers’ 
Part in TV Programming 


By The Eye and Ear Man 


The position of the motion picture com- 
panies in television is becoming clearer 
as evidence of their varied approaches to 
the medium are revealed to the viewer. 
Conversely, the future of the participation 
in television programming on the part of 
the film companies becomes more cloudy. 

The pioneer film company in the busi- 
ness was Columbia Pictures Corp. through 
its subsidiary, Screen Gems. Its approach 
was businesslike: use studio facilities, top 
talent and make good Grade B movies for 
tv. “Ford Theater” and Rin Tin Tin rank 
high among Screen Gem favorites. The 
company has made a good profit and has 
given good quality in turn. In the begin- 
ning, Screen Gems was able to get good 
stars and good writers simply because 
it was a major studio. This producer re- 
frains from trying to compete with the 
advertiser for commercial time and does 
not pretend that anybody cares what Co- 
lumbia’s lot or executives look like. 


® M-G-M, one of the motion picture 
giants, got into television because every- 
one else was in and M-G-M executives saw 
a chance to make a quick buck. By editing 
in some simple transition shots at almost 
no cost to them, and by using excerpts 
from old films or old features, which could 
not anger their exhibitors, they discovered 
they could net over $1,000,000 a year and 
get in a whopping big plug for current 
movies as well. The result is some of the 
worse hodgepodge connecting good indi- 
vidual scenes in such as amateurish way 
as to appear the work of a Brownie club. 

20th Century-Fox approached the medi- 
um a little more seriously. After a slow 
start this company assigned top produc- 
tion people, top stars and used top prop- 
erties. Fox too, however, fell into the trap 
of trying to over-sell the studio’s top ex- 
ecutives, one of whom, named Zanuck, ap- 
peared without a tie and talked about 
himself for ten minutes. Here, again, the 
excellence of the entertainment was 
dwarfed by the dullness of the side patter. 

Warner Bros. decided to go into tele- 
vision with a running series of remakes of 
three of their box office classics, using 
promising young stars. This company fig- 
ured on getting some money out of sets 
that were standing, costumes that were 
gathering dust, crews that were idle, rel- 
atives of the executives who were unoc- 
cupied, and some advertising for current 
properties to boot. Some slick stuff was 
shot, but it lacks the touch that made 
Warner an important studio. Some of the 
programming is dull, in bad taste, or out 
of character with the time of night it is 


being broadcast. Their backstage stuff is 
just as bad as that of the other film mak- 
ers. 


® Walt Disney, who convinced the movie 
moguls that tv is a gold mine, has outfoxed 
them all. He understands the ty audience 
and puts his shows together so that the 
Disney plugs don’t seem to grate. Only 
his entry into the deadly volume of five 
hours of kid shows a week will press his 
luck. 

The sum total of the film companies’ 
effort in relation to the advertiser is: 

1. Buying a show from a big movie stu- 
dio is no guarantee of quality entertain- 
ment. ' 

2. A film company should not be al- 
lowed to compete with the advertiser for 
commercials on a tv show the advertiser 
is paying for. An ad for a coming movie 
is no different from an ad for a product, 
and the code must be enforced. 

3. The success of the movie companies 
has been based on their supplying enter- 
tainment to the public. That public has 
little interest in backstage mutual admir- 
ation societies or miles of telephone wire 
or the egocentric mutterings of the self- 
styled geniuses who run the companies. 
executives rarely appear in feature films; 
why shouldn’t they save themselves for 
Ed Murrow and stop playing the part of 
entertainers? 

4- The film company that approaches 
the mass medium of tv seriously with the 
intent of giving value and making a prof- 
it that is reasonable can succeed if it 
divorces tv from its theatrical motion pic- 
ture activity. 

5. If pay tv comes, the picture compa- 
nies will undoubtedly desert commercial 
tv. 

6. Some of the top films held in vaults 
by the film companies represent a high 
potential in terms of audience. Unfortu- 
nately, these films, when re-released, rep- 
resent a profit to the film companies in- 
finitely greater than they can get from 
television. 


® And so the muddy waters churn on. 
With the exception of Disney, there is no 
film company that appears to have im- 
pressed the mass audience of television, 
which is greater any single night than the 
largest all-time audience of any single 
picture. Neither have the executives of 
the film industry had to account for their 
judgment as strictly as they must in a mass 
medium which almost instantly reflects 


The Cliche Expert Meets the Space Salesman 


(With Apologies to Frank Sullivan) 


Q. I understand you are an advertising representative, 


>O>O>OPOPOrPe> 


Mr. Arbuthnot. 


. Right—a space peddler. 
. Where did you used to be” 


On your side of the desk. 

Your presentation is what? 

A quick pitch or a fast go-round. 

It is not..? 

A dog-and-pony show or an easel job. 
What kind of magazine do you have” 


. The hottest book in the business. 


Who says so? 


. The smartest buyers on Madison Avenuc. 
. What kind of audience do you have? 
. Mass, class, the young suburbanite, able-to-buy, small-town- 


America, leaders that others follow, Mom, Pop, and the kids, 
solid citizens, today’s rising wage earner class and more 
vice-presidents than could be buried in four Arlington 
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the opinion of the customer. Can it be 
that the motion picture management is 
due for a change to enable it to meet the 
electronic age with wisdom and courage? 


Cemeteries. 


> © 


. What effect does your publication have on its readers? 
. It excites, stimulates, inspires, uplifts, broadens the 


horizons of, sparks new ideas, creates new dimensions of 
living for, and gets to the heart of. 


. Your fiction is? 

Warm and human. 

. Your articles are? 

. Factual and informative. 


Cover to cover. 


Who are your advertisers? 
The blue chips. 


At the dealer level. 


. Is up over last year. 


>OPOPOPOPOPOP OPO 


What kind of readership do you have” 


What are you doing to support their advertising’ 
Going all out merchandising-wise. 
Where do you have terrific impact? 


And of course your circulation... 


What’s that you’re leaving with me? 
. Our latest issue—it’s the best salesman we've got. 


JAMEs A. GRAY, 


Biow-Beirn-Toigo, New York. 


How to Get ‘Merchandising from Newspapers 


By E. B. Caldwell 
Manager, Newspaper Service Department 
Parade Publications Inc. 


I am convinced that national advertisers 
can get better merchandising from news- 
papers, and extra support at the retail 
level, if they will observe a few simple 
“rules of the game.” 

First let’s get straight on the meaning of 
the word. The definition of “merchandis- 
ing” I like best is the one developed by 
Cc. E. Armstrong, merchandising director 
of the Kroger Co. He says, “Merchandis- 
ing is strategic action taken to sell the 
greatest quantity of product at a price 
that will produce the maximum gross 
profit dollars. The action involves the 
selection of the right product, moving it in 
the right quantity, to the right place, at 
the right time and at the right price.” 

Secondly, let’s be sure we know where 
a newspaper fits into the picture. The pri- 
mary function of the paper is to bring the 
store’s advertising to enough people so 
they will go to “the right place, at the 
right time” to buy the product which has 
been placed there “at the right price,” and 
so that the store’s investment in the ad- 
vertising will be profitable. 

It is not the function of the newspaper 
“to sell”; it is not the function of the 
newspaper to set the price, to move the 
merchandise, or select the right product. 


The chief concern of the newspaper is 
that the advertising of its customers be 
profitable for those customers. 

Obviously, if a manufacturer is using 
the pages of the newspaper to create a 
desire—or possibly even a demand—for 
his product, a retail advertisement at that 
same time saying “We have it” will be 
more productive. Therefore, it is to the 
selfish interest of the newspaper to en- 
courage stores to use a manufacturer's 
advertising schedule in the paper as a 
guide in determining the “right item” and 
“the right time.” 

Newspapers can’t substitute for a man- 
ufacturer’s salesman. First of all, they 
don’t know enough about the product to 
do a job. And secondly, their contacts 
with retail stores are not at the “buyer” 
level. Practically every retailer has chan- 
nels of authority—and the larger the 
store, the more clearly these are defined. 
Any salesman who violates protocol by 
stepping around or outside of these chan- 
nels is heading for the dog house in his 
channel. 


A newspaper can, however, keep retail- 
ers’ advertising departments informed— 
ahead of time—on what advertising is go- 
ing to appear in the newspaper. When the 
buyer goes to the ad manager for an ad 
for his department, he gets a better re- 
ception than otherwise. Or the ad manager 
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may remind the buyer he should run an 
ad on a product at the time the manufac- 
turer’s ad is running in the newspaper. 


® So after establishing the base, if you 
want to get newspapers to merchandise 
your advertising: 


® 1. Remember that the newspaper ad- 
vertising manager is a man usually in his 
middle or late 40s. He’s probably been 
selling newspaper space for 20 or 25 
years, and in that time has been exposed 
to practically every type of sales hypo, 
gimmick, or what have you. In other 
words, he is an intelligent adult. He ap- 
preciates letters which recognize him as 
such. He can spot “phony” and “corn” 
before he has read the first sentence. 


e@ 2. Remember that, when he sells you an 
ad, he has sold a product on which he 
makes only a modest profit. He cannot 
afford to spend any great amount of mon- 
ey on “merchandising,” and it is no more 
reasonable to ask for it than to ask an 
appliance dealer to pay for the electricity 
your air conditioner will use so as to in- 
sure it will work. 


® 3. Remember that 20% of your outlets 
in any market probably do 80% of your 
volume. And very probably, these 20% 
are about the only outlets large enough to 
use newspaper advertising and be cus- 
tomers of the newspaper. You can be 
quite satisfied if this 20% is kept posted 
on your advertising schedule by the news- 
paper. 

® 4. Remember the newspaper carries ad- 
vertising from your competition, too. 
Therefore, the newspaper must be strictly 
neutral in the “battle of the brands.” 


Tips for the Production Man... 


® 5. Remember that the local sales staff 
of a newspaper knows more about the 
people in the retail stores in the market 
than any group in town. They can be a 
great source of information and advice 
on whom to see and how to get him to 
buy. Too many manufacturers’ represen- 
tatives are overlooking this real “mer- 
chandising” plus. 


® 6. If your advertising is running in a 
syndicated Sunday supplement, don’t ask 
the newspaper to merchandise your ad- 
vertising. Let the supplement handle that 
for you. 


® 7. It should not be necessary to remind 
you, but don’t let your requests for mer- 
chandising get stereotyped (and many 
of them are). If you don’t have a good, 
sound reason for asking a newspaper 
to do something for you, you’d better 
skip it until the next time. And make 
each request specific, and realistic, in- 
stead of sending out the usual mimeo- 
graphed check sheet, which most often 
goes right to the round file. 


® From what I have been able to see, the 
very best success stories in the field of 
“merchandising” have occurred when the 
district manager of the manufacturer, or 
the local distributor, has sat down with 
the advertising manager of the newspaper 
and worked out a joint plan—geared to 
the realities of the local market—and 
workable within the limitations of ex- 
pense and personnel of both interested 
parties. Those national advertisers who 
are working out their marketing pro- 
grams on this local basis are definitely 
getting the maximum extra dividends on 
their investment in newspaper space. 


Quoted Prices: Making Them Stick 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 


Standard operating procedure in most 
offices is to procure advance estimates 
and quotations on all work of a major na- 
ture. Production men are expected to 
secure quotations that will stick when ac- 
tual billing is made, give or take small 
variations to account for unforeseen de- 
velopments. This task is made more dif- 
ficult by the cold fact that in many cases 
the deadline is urgent and certain com- 
mitments have already begun with work 
well under way. 

Suppliers are glad to give quotations 
and estimates; in fact, very little business 
is transacted that does not involve ad- 
vance pricing. To do so avoids later mis- 
understandings which might arise when 
a buyer, flying blind, gets involved in a 
production piece which is more compli- 
cated than would appear from a hasty 
guesstimate. 


® Why, then, even in the face of advance 
quotations, do so many production items 
get billed out at totals higher than quoted? 

There are instances, of course, where 
the supplier is attempting to make up for 
a bad job of estimating. But more often 
the misunderstanding arises because the 
production man is flying by his britches, 
as the saying goes. This means what he 
visualized as a clear-cut, simple piece 
becomes complicated and often from cir- 
cumstances beyond his control. 

In discussing this problem we will pass 
over additional costs due to change in 


quantity, alterations and make-overs, and 
in increased cost due to change to higher 
priced materials. Surely items such as 
these do not catch any production-pur- 
chaser unawares. 

My experience has been that the rough 
estimate often demanded when the job 
is in the “maybe” stage turns out to be 
the firm price that is expected when 
fruition arrives. The advertising depart- 
ment wants a price to see whether an in- 
tended production is feasible and fits into 
the budget. At this point the physical 
characteristics of the promotion are in the 
dream stage. Later, as flesh is filled upon 
the raw bones of the job, frills and lace 
are added that take more time and cost 
more money. 


® It seems to me that just a few extra 
hours expended at the price-getting stage 
is good insurance that billing price is close 
to estimate price. Two physical exhibits, 
it seems to me, are essential: 

1. A written list of specifications, cov- 
ering quantity, kind of material, amount 
of color, type of finishing or binding, size, 
and expected production time schedule. 

2. A reasonably detailed layout of the 
piece, showing amount and kind of illus- 
tration, method of using color, number of 
bleeds, amount of display composition and 
amount of body composition, tabular mat- 
ter, general style of makeup, kind of color 
register. If it is a booklet of some pages, 
then typical layouts of about four pages 
should suffice. 

In addition, the production man should 
prepare for his own consideration, a JMA 
sheet. A JMA sheet covers “just monkey- 


ing around.”’ Under this inelegant, but 
very practical, heading he may wish to 
list cost of photography, retouching, copy 
negatives, outside composition, hand let- 
tering, artwork, revisions, alterations, 
overtime, method of wrapping or packing, 
express or motor freight charges, imprint- 


ing, 


electrotyping, deep etches, color 


Advertising Age, October 31, 1955 
proofing, extra proofs, remakes, etc. 


® All this may not save money per se, 
but it will serve to keep everyone cost- 
conscious as the work progresses. At least 
it will make the approach to pricing real- 
istic and cushion the shock of the final 
billing. 


Looking at the Retail Ads 


IPS NEWS | 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


It is a sound principle of management 
never to use $2 to do the work of $1. 
And where management is familiar with 
its own operation, it generally avoids 
doing that. 

Managements of retail stores are 
(despite some degree of self-assurance 
about advertising) completely unac- 
quainted with any standards of value 
as regards advertising effectiveness. 
Hence, they must judge ads, primarily, 
by appearance. Hence too, they often 
spend $2 or $3, or even $5 in advertis- 
ing, to do a dollar’s worth of work. 

From the standpoint of appearance, 
this ad from a great West Coast store, 
would get by almost any management. 
From the standpoint of selling power— 
of worth-whileness of the communicated 
story—it is an ineffective ad. It probab- 
ly cost over $600 to run. It mentions 
products that require real “selling” to 
be sold. But it would be a miracle if it 
did well. 


® It will be impossible for you to figure 
out, I think, what the ad is for from a 
small reproduction. It was hard, from 
the whole half page, to discover what 
the ad sold. 

The only thing of prominence, aside 
from the woman’s head and the bold sig- 
nature block, is “Lilly Dache.” And bot- 
tles. The heading, “It’s New,” is too 
faint to be noted. The subhead, “intro- 
duces hair cosmetiques,” is thin and not 
at all revealing. In a metropolitan city 
how many women who have $1.35 to 
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$3.50 to spend can define “cosmetique”? 

The word “cosmetics” has to do with 
“beautifying the complexion or skin.” 
“Hair cosmetiques” must mean things 
to “beautify the hair.” If you study the 
bottles you find there is a “hair lighten- 
er,” a “glampoo,” a “creme rinse,” an 
“invisible net,” a “waving lotion,” and 
others that can’t be read. Those that can, 
suggest hair beautifiers. 

But the entire copy story, if you hap- 
pen to read it, has to do with a “safety- 
first hair coloring line.” The only refer- 
ences to items that don’t do the color- 
ing job are in two tiny lines of type with 
prices, lower right corner. 

So—the audience for whom the prod- 
ucts were manufactured are not the 
people to whom the ad was directed. The 
headline communicates poorly. What it 
communicates is not the main story. And 
the copy tells still a different story. 


= If times were a little tougher and 
profits were hard to make, important 
stores would be pinching pennies. Now 
they don’t even pinch $100 bills when 
it comes to advertising. And until they 
begin to pinch their money a little, they 
won’t begin to put the fruits of adver- 
tising research to work, or train their 
people so they can make their advertis- 
ing respectably profitable consistently. 

Meanwhile, it is a good idea for the 
ad creator everywhere to ask: “What is 
this ad being run to do? What message 
does the store feel it’s worth paying 
these costs to tell? Is that message going 
to reach the right prospect? Will she be 
sure in a flash, what the essential mes- 
sage is? Will it make any difference to 
her? Can she be expected to do anything 
about it as a result of this ad?” 
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There’s plenty of Long Green (Md.) in America’s 
true small towns. Penny (Ky.) and Nickell (Ky.) 
are only the beginning. There are thousands more. 

Your true small town combines a population of 
2500 or less with a location beyond the orbit of 
any major city. It’s an uncomplicated place where 
traffic-light salesmen find slim pickings. 

But not advertisers. For here is America’s least 
exploited market—simply because most magazines, 
and even most TV stations, don’t reach it. Actually, 
there’s one publication—just one—that scores a 
bull’s-eye in it. That publication is Grit. A thun- 
derous 58.58% of Grit’s 800,000-plus circulation is 
delivered in small towns—a greater proportion by 
far than that of any other national magazine. 

There’s nothing else like Grit. It reflects small- 
town attitudes and interests with the fidelity of a 
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About money, and 
small towns, and 


advertising in Grit 


150-line-screen engraving. It reports and interprets 
news, covers household and workshop activities, 
entertains, inspires. It’s as optimistic and whole- 
some as the people who read it. 

These people buy Grit-advertised products. 
Twenty reader surveys—one each year—have dem- 
onstrated beyond doubt that advertising in Grit 
increases small-town preference for any consumer 
product. 

Cost? You can buy a consistent, dominant cam- 
paign for about $1 per year for each of Grit’s 16,000 
towns. That's an expenditure plenty Tiny (Va.) for 
a return that can be Mammoth (Ariz., Mo., Pa., 
Utah, W.Va.). 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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DuMont Speaks Up for Part 
in Closed Circuit TV's Start 


To the Editor: The article, 
“Closed Circuit Television Has 
Some Rules for Success,” was, for 
the most part, accurate and the 
principles which it propounded 
certainly seem sound. It contained, 
however, one error which appeared 
in a previous article on closed cir- 
cuit television which was pub- 
lished in your issue of Aug. 16, 
1954. At that time I called your 
attention to the error, and you 
were good enough to publish my 
letter in your issue of Sept. 13, 
1954. 

In your recent article you state, 
“The original closed circuits were 
principally produced by indepen- 
dent companies like Box Office, or 
TNT... Later the networks real- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


vention Service” in January of 
1950, about three and a half years 
before Box Office was organized 
and a year or more before TNT 
produced its first closed circuit 
sales meeting. In September of 
1950 DuMont produced the first 
closed circuit sales meeting for 
Schenley Distributors, using thea- 
ters, television studios and hotels 
(including several Sheraton Ho- 
tels) as reception points. DuMont 
has furnished similar services in 
connection with sales meetings, 
fund raising activities, trade shows, 
medical reports, sporting events 
and even evangelistic “Crusades” 
continuously for more than five 
‘years. 

Your opinion that color will as- 
‘sume increasing importance in 
‘closed circuit television seems to 


ized that this was a big business |be justified by the results of an 


into it heavily.” 


Mont Laboratories in cooperation 


For the record, I would like to| with Gimbel’s, New York, in Au- 
point out again that DuMont an- | gust, 1955. DuMont’s new Vitascan 
nounced its “Closed Circuit Con- ‘system for televising in natural 
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Jobber Product News and Transportation Supply News 
are published by Stanley Publications, Inc., 22 W. Mad- 
ison, Suite 650, Chicago 2, Illinois. FRanklin 2-7450. 


color was installed in Gimbel’s to 


| test the effectiveness of this medi- 


um in stimulating sales. The equip- 
ment was operated on a closed cir- 
cuit, daily, for two weeks while 
merchandise from various depart- 
ments was televised in the Vita- 
scan studio and seen in natural 
color by customers in various parts 
of the store and even by passers- 
by in the street. Gimbel’s director 
of advertising and sales promotion 
reported that a gratifying increase 
in traffic and sales could be direct- 
ly attributed to this operation. 
Sales managers interested in 
closed circuit television in natural 
color will be glad to know that the 
Vitascan system will be available 
for that purpose, through the 
closed circuit department of the 
DuMont Broadcasting Corp., in the 
near future. For the time being, 
the main factors limiting its use 
will be the high cost of color- 
corrected local connections and the 
limited availability of color re- 
ceivers. It should not be too long 
before these problems are over- 
come and then closed circuit tele- 
vision will really come of age. I 
am sure I am justified in saying 
that just as DuMont was respon- 
sible for its conception, this com- 
pany has played and will continue 
to play a major role in bringing 
closed circuit television to maturity. 
M. A. MAYERs, 
DuMont Television Network, 
New York. 


Implied Sponsorship ‘Taint’ 
Irks This Reader 


To the Editor: Part of the en- 
joyment of being in the advertising 
business is the right to be critical 
of any advertising seen. 


a four-page color insert from 
WDSU-TV, New Orleans. The lay- 
out was most striking and tasteful, 
the color photography exquisite, 
the copy magnificent. Yet, I be- 
lieve it was a bad ad. 

The copy reads, “The Magic 
Tree is not for sale... 

“The Magic Tree is a program 
which re-creates the fairy stories 
loved through the ages. In pre- 
senting it, WDSU-TV renders real 
service to a large New Orleans 
audience. (Latest Pulse rating: 25.) 

“The New Orleans tv audience 
has shown by its warm response 
that WDSU-TV’s unsponsored pro- 
grams not only fulfill a station’s 
public responsibility, but satisfy 
a public need. That is why the 
Magic Tree is not for sale.” 


The Oct. 17 issue of AA carried | sr 


WDSU-TV is a very profitable 


tv station, deriving its revenue; 


from the sale of advertising. There 
can be excellent reasons for deny- 
ing sponsorship. to a program, or 
for utmost selectivity. But I think 
it is bad advertising to imply that 
the offering of a program for spon- 
sorship sales imputes a taint of 
lesser quality, or that the tawdri- 
ness of commerce is not suitable 
for truly good programs. 
CHARLES M. FALLON, 


Henri, Hurst & McDonald, 
Chicago. 
e ° * 
Dems Design a ‘Classified’ 


Column in N. J. Paper 

To the Editor: You may be in- 
terested in a novel approach of a 
political advertising campaign. 
Note classified column of Gateway 


| HELP AVAILABLE — | 
| (Three Men). Desiring to represent | 
(not misrepresent) the voters of | 
Gloucester County. Call at Polls| 
Political football) kicked around | November 8th. 
and kicked around by the Glou-| Vote for Connery, Peirce & Sirotia 
cester County Elephants a sand —_—— as 
jot team that has done very little 
scoring. Team may disband after 
November 8 too much competitien 
VOTE DEMOCRATIC 
MISCELLANEOUS— 
Connery. Peirce and Sirotta—Polit- 
ical remodeling and alterations. No 


CLASSIFIED 
SALE 


HELP WANTED — | 
To rejuvenate Gloucester County. | 
voTEe | 


‘Political Sewing Machine) Capabie 
of Sewing and Patching up the rips 
and tears in Gloucester County 
Operated by Connery, Peirce & | 
Sirotta. Available at Polls Novem- | 
ber 8th. | 


job too small. Call at Polls Novem- 
ver 8th 

VOTE DEMOCRATIC 
‘Political Re-upholstering} Re- | SALE 
model interior of Gloucester County | Compe 
Court House—install a new 
Available November 8th. 


Political Repr 
look for Gloucester County 
Connery, Peirce and Sirotta | 
Peirce & Sirotta | VOTE DEMOCRATKC | 
2 = wet ete aad 
-s eee be 
FARM & GARDEN — 


(Political Puppet Show) Operated 
(Political Plowing) Help turn over) by Gloucester County GOP. Has 
Gloucester County — promote pro-- been going on for 50 years. Show is| 
gressive growth. Elect Democratic | outmoded. Must replace whole show 
Candidates November 6th } with new ‘and real self-operating 
Connery, Peirce & Sirotta/ actors — no strings attached 
_ - - - | Elect—Connery, Peirce & Sirotta 
Good sound political representation | — \ — om nina 
in Gloucester County same ANIMALS — 
Vote Democratic November 8th!) One 50 year old GOP. Elephant— 
- —v~ has been a real circus performer! 
| in Gloucester County. Is now use- 
less and laying down om the job! 
VOTE DEMOCRATIC 
VOTE DEMOCRATIC|, Pa for by Glow Go. Democratic | 
November 8th. | Executive Committee 
none Y 10-6-4t 


SALE — 

(Political Pump). Will deliver pure 
and sanitary politics ted by 
Connery, Peirce & Sirotta 


News, Westville, N.J., on tear page 
attached. I came across it on the 
weekend in a bundle of mail. 
Don MCANALLY, 
Sales Promotion Manager, 
L.O.F. Glass Fibers Co., To- 
ledo. 


+ . » 
Who's Too Old? 
To the Editor: While taxiing 


home the other day from Macy’s 
I happened to mention to the driver 
that mobs and mobs of people 
were spending money like mad— 


— 
i ey 


|Reminders Rampant 


To the Editor: James D. Woolf's 
article on point of purchase remin- 
dership (AA, Sept. 12) makes me 
wonder. What if, suddenly, all of 
our manufacturers bombarded the 
poor retailer with point of pur- 
chase material and he was com- 
pelled to display it? 

However, I’m inclined to agree 
that the last few feet are the most 
important. 

MONROE W. Zorn, 
Garden City, N.Y. 


mostly on luxuries, which proved 
there was plenty of cash around 
and that things looked pretty good. 
The driver turned around and I 
noticed that he was a neatly 
dressed, clean-cut fellow who 
didn’t look like a New York cabbie 
at all. He spoke in a pleasant, 
cultured voice and said, “I don’t 
know where all the jobs are—I’ve 
been in the advertising business 
for 23 years and I can’t find a job 
because they tell me I’m too old. 
I’m over 45. I had to do something, 
so I got this temporary taxi-driv- 
ing job. It’s been terrible.” 
Frankly, I was shocked to hear 
this, and most embarrassed. I told 
him age had nothing to do with 
ability and that if he had some- 
thing good to offer he could easily 
sell himself on his know-how— 


DIRECT MAIL 


IN CANADA 


Our knowledge of Canadian mar- 
kets is enabling us to serve many 
U. S. Direct Mail advertising 
users efficiently and economically 
in the production of Mailing 
Lists — Printing — Letters — Ad- 


dressing — Premium Mail-away 
Mailings — Con "ae — 

= test om 
Mailing. 


HERBERT A. WATTS LIMITED 
177 King St. West, Toronto 
Canada 
Telephone: EMpire 6-1108 
Branch — Montreal 
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that good people were in demand 
in the advertising field. He pointed 
out that the men he’d been inter- 
viewed by thought it unwise to put 
an older man under a younger one 
although it wouldn’t have made a 
bit of difference to him. He also 
got the impression they had Ivy 
League on the brain, and perhaps 
he didn’t look the part. 

It’s certainly an indictment of 
the advertising profession when an 
experienced man cannot get a job 
today, and must make ends meet 
by driving a cab around town 
picking up tips. Is this what is in 
prospect for the younger men who 
will also some day reach 45? Per- 
haps they would do better to go 
into politics. A man of 42 is con- 
sidered too young to take over the 
greatest job this country offers. 
If Mr. Nixon were 55 or 60, he’d be 
qualified, because of his years of 
experience, to try for the Presi- 
dency. But a man of 45 is too old 
to handle the simple job of making 
up sales literature, writing adver- 
tising copy, planning layouts, etc. 
in an advertising department! 

I don’t get it. Who’s crazy? 

Bee MITCHELL, 

Public Relations Director, 

Transogram Co., New York. 

© . . 
Been Going on for Years 

To the Editor: Like other pro- 
fessional admen-amateur models, 
I enjoyed the feature, “Admen 


Have Their Day as Models,” in 
your Sept. 26 issue. 

In the attached ad proof, the 
youngster with the happy smile is 


ol run 
se oon gt tthe athe glatts tatte. 


Buh te 


the son of our agency photogra- 
pher. Completing the “family” 
group are my wife and myself. 

In the past four or five years, 
my wife and I have posed for sev- 
eral advertisements... both to- 
gether and separately. 

STan GATEs, 

Assistant Account Executive, 

Dixie Advertisers, Jackson, 

Miss. 


* 
Who Gets the Savings in the 
Amateur Model Deal? 

To the Editor: We read your 
“Admen Have Their Day as Mod- 
els” article (Sept. 26) with a good 
deal of interest because we have 
just completed a direct mail series 
using amateur talent (see material 
enclosed). 

Apparently things are tough all 
over, and they get tougher as you 


get farther away from Madison 
Ave. Note that budget limitations 
in New York force the use of one 
unpaid amateur for Marlboro, Cal- 
vert, and Helena Rubinstein. In 


non-professionals to make ends 
meet. Here in Kansas City, one’s 


Washington State it takes four 


enough, but we work the daylights 
out of him (Frank Jones, agency 
president). Here’s material for a 
mile-by-mile survey from coast to 
coast to answer the following ques- 
tions: 

1. Is this a trend toward “Do-it- 
yourself” advertising which will 
save hard-pressed clients big cash 
money? 

2. Can agencies collect for this 
new service? After all, we can’t 
afford to hand out a lot of free 
time. Somebody call Lynn Ellis. 

R. C. HANGER, 

Vice-President, Jones & Hang- 

er Inc., Kansas City, Mo. 


P. S. Some unkind critics may at-| 


tack our basic premise because Cue 
used an amateur mob. We choose 
to ignore this freak until all re- 
turns are in. 


Says Agencies Need Info 
on Closed Circuit TV 

To the Editor: Congratulations 
to The Eye and Ear Man for some 
much-needed pointers on closed 


circuit television in the Oct. 10 
issue. 

I particularly commend the em- 
phasis on having this new medium 
handled by trained specialists. The | 
advertising agencies on the whole) 
have been laggard in this respect. | 

When I was preparing my | 
“Closed Circuit Data Book” earlier 
this year, an agency friend of mine 
turned over an outline of the book 
to his tv department director. It 
came back promptly with a note 
saying, “Thanks, but we know all 
about this field.” Yet this large 
agency has had precious little 
closed circuit work. 

The three major groups, other 
‘than advertising agencies, to whom | 
‘most of the copies of the “Closed 
Circuit Data Book” have been sold 
are television production compa- 
nies, motion picture interests and 
technical concerns. Except for the 
fact that one agency bought a 
batch of copies, the advertising | 
agency group would be far ond] 
away the smallest purchasing’ 
group... 
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AA’s coverage of closed circuit readers who appreciate this serv- 
has been consistently frank and jice. 
characteristically conscientious. I 
feel sure that I am one of many 


the direct route to the heart 
of the giant LATIN AMERICAN 
drug and cosmetic market 

LA FARMACIA MODERNA is read 

regularly by mote than 18,000 Latin 
American retail druggists, wholesalers, 
importers, and othér carefully selected 


buyers . .. 41% more than any other 
medium covering this market! 


Write today For Facts and Rate Card! 


~ THE CANTERBURY PRESS 
2001 Calumet, Chicago 16, Ill. 


Q 


LEONARD SPINRAD, 
New York. 


a maher 


publication 
Publishing since 1934 


Down Beat — Up Beat — Geuntry and Western Jamboree — Record 
Whirl — Music — — Bebidas — La Farmacia Moderna — 
Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articulos Electrices Catalog File — Bebidas Annual Directory 


on the Pacific Coast, 


"Women consider Don Lee 
more influential..." 


from a survey by Dr. Ernest L. Dichter 


Using techniques which have made Motivational Research a by-word in the advertising 
industry, Dr. Ernest L. Dichter and the Institute for Motivational Research, conducted a 
survey of Pacific Coast network radio for the Don Lee Broadcasting System. 


EXCERPT FROM THE SURVEY: ‘58% of all women responding mentioned a Don Lee station 
as the one most listened to; only 42% named all other stations combined. 66% of 
these respondents mentioned a Don Lee station as the most influential in shopping 


decisions.”’ 


Don Lee 


Pacific Coast 
Radio 


That “Women consider Don Lee more influential” was only one of 


1s 


the many personality traits Dr. Dichter found responsible for the 


dominance of the Don Lee Broadcasting System in Pacific Coast 


radio. The Institute for Motivational Research was able to isolate and 


measure many such characteristics, which taken all together, con- 


For a viewing of 


stitute a new dimension to be added to the factors of cost and rating. 


the film presentation, “The Depth of Penetration 


of an Advertising Medium,” write to H-R Representatives, Inc., 
or to the Don Lee Broadcasting System, 1313 North Vine Street, 
Hollywood 28, California. 
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This is San Francisco... 


where KCBS has “coverage that counts !” 
Count the mail received by KCBS personality programs 
and you find pulling power, response in direct 


proportion to our Northern California population. 


KCBS 


50,000 WATTS 
Represented by CBS Radio Spot Sales 


|Business Paper Success Story... 


; 


» | mercial structures, decided to make 


|| cially designed for the illumination 


al lighting division, as it is called, 
i\has now reached a sales volume 
|equal to that of the company’s 
|largest division, that for residential 


|Alfred Auerbach Associates, New 


|crease for the current fiscal year. 


the recent prediction by an archi- 


| satisfactorily the high standards of 


‘fit in with the approach to illum- 
‘ination design of the contemporary | 


| Ads Help Lightolier Salesmen Shine 
‘in Adding Industrial to Consumer Line’ 


Jersey Crry, Oct. 26—After 50 
years in the business of making 
lamps and lighting fixtures for 
residential use, the Lightolier Co. 
in 1949, after observing the boom 
in the construction of office build- 
ings, warehouses and other com- 


a line of lighting equipment espe- 


of “public areas.” 

This decision was backed by ad- 
vertising to people who select fix- 
tures of this kind. The architectur- 


lighting. 
For the past four years the 
advertising has been handled by 


York agency. Martin Schrader, 
agency v.p., is account executive. 
M. Loebelson is the company’s v.p. 
in charge of sales and advertising, 
and Fred Schlosser is advertising 
manager. 


® The sales and advertising appeal 
is directed to what the copy refers 
to as “the critical lighting profes- 
sional,” chiefly the architect in 
charge of the general design and 
equipment of the building. This 
appeal has been highly successful 
from every point of view, notably 
in sales volume. 

The sales volume equal to the 
sales for residential purposes was 
achieved in the fiscal year which 
ended June 30, 1955. The company 
confidently anticipates a 50% in- 


The reason for this optimism is 


tectural journal that the construc- 
tion of office buildings, stores, 
hospitals, schools and other build- 
ings whose lighting the company 
is qualified to handle will, in 1956, 
reach $1,170,000,000, a 6% increase 
over current figures. 


® Carefully designed for the pur- 
pose of meeting accurately and 


the “critical lighting professional,” 
and to do the necessary lighting 
in his buildings efficiently and 
without undue efforts at non- 
functional ornamentation, the line 
is mostly of fluorescent fixtures. 
A number of special features have 
been developed by Lightolier; they 
emphasize good lighting, ease of 
installation and cleaning, unob- 
trusiveness in appearance, all ap- 
pealing to the architect. 

“The line is on the whole on a 
higher price level than the average 
competitive product,” said Mr. 
Schrader. “There are lines on the 
market about one-half as expen- 
sive, and most of them are at a 
lower price level than the Light- 
olier line. It is definitely a quality 
product. 


a “As we like to point out in our 
advertising copy, the product 
maintains the architectural integ- 
rity of the structure, assisting the 
architect in his professional objec- 
tive of turning out a_ superior 
product, a building that will furn- 
ish a pleasant environment for 
those who work in it as well as 
those who have to visit it. 

“He wants it to reflect credit on 
him. He is presumably an ethical 
practitioner, with good education 
and good taste, comparable in these 
and all other respects with the 
high-grade physician. The design 
of the Lightolier line is such as to 


‘architect of good standing; and 
‘leading firms in the field have 


specified a lot of Lightolier equip- 
ment. 


® “Naturally, one of our first 
problems was to produce advertis- 
ing following the design of the 
product. The idea was to make it 
as trim and clean as the product, 


on a high-design level, like the | Sees. 


product, and in general to show 
the architect that the company 
consists of people who think the 
way he does, in advertising as well 
as in product design. 

“Therefore the advertising is 
just as simple and direct in state- 
ment as the product is in design, 
and consequently it has an air of 
quality about it, we believe, which 
reflects the quality of the product. 
Since we are dealing with profes- 
sional men we don’t try to sell, 
but simply to tell them what the 
product offers for his special pur- 
poses.” 

The policy indicated, Mr. Schra- 
der added, has been maintained 
from the beginning, with a steadily 
increasing tempo. Starting with six 
pages a year in one of the leading 
architectural journals, another was 
added and then another. The cam- 
paign is now in three papers, with 
12, 6 and 6 pages respectively, as 
well as in Sweet’s Catalog. Occa- 
sional inserts are run. 

The possibility is for a largely 
increased program for 1956, with 
some advertising directed to the 
business men who are doing the 
building. The advertising budget 
has been increased for this purpose 
in direct proportion to the archi- 
tectural light division’s increase in 
sales. The company feels that the 
advertising has played its full 
share in the success of the line, 
sales-wise, and the increase in 
sales volume is considered to be an 
accurate index of the success of 
the whole program. 


® Inquiries, ordinarily written on 
the architect’s professional letter- 
head, as the advertising copy in 
most cases requests (coupons are 
used only occasionally), have been 
numerous. They are always han- 
dled with full recognition of the 
potential value of getting the com- 
pany’s material into the files of a 
busy architect. 

A looseleaf binder filled with 
Lightolier folders and catalogs in 
the business-lighting line is sent, 
with the various items identified 
with the correct American Insti- 
tute of Architects file number, the 
modern architect being very file- 
conscious. Such material plays its 
part when the architect is planning 
his next building. Many unsolicited 
comments from architects have 
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LIGHTOLIER—The Lightolier Co., Jer- 

sey City, N.J., is promoting its 

line of light fixtures for commer- 

cial buildings with ads like this in 

Architectural Forum, Architectural 

Record, Progressive Architecture 
and Sweet’s Catalog. 


complimented the company on the 
appearance and content of the ad- 
vertising. 


® Salesmen for this line call on 
architects all over the country. 
Most of them are illuminating 
engineers, many with architectural 
training, and are acquainted with 
the right approach. They know that 
they are not supposed to peddle 
goods, but rather to render service, 
perhaps showing a new approach 
to a lighting problem. They also 
assist distributors, an important 
link in the sales chain, by working 
with their salesmen in the show- 
rooms as well as in the field. 

As Mr. Schrader emphasized to 
AA, in addition to having handled 
accounts related to the architectur- 
al field, he did substantial research 
on taking over the Lightolier ac- 
count, and also arranged inter- 
views with some fifty architects, 
which worked out well with high 
practical value. For such an ac- 
count, as he said, “You must know 
the market you are selling, as to 
what kind of people they are, as 
well as who they are and where 
they are—you can’t sell architects 
with razzle-dazzle.” 

The campaign is running in Ar- 
chitectural Forum, Architectural 
Record, Progressive Architecture, 
and Sweet’s Catalog. 


Y&R Names Chamberlain V. P. 
Walter C. Chamberlain, who has 
been with Young & Rubicam, New 
York, since 1946, has been ap- 
pointed a v.p. and contact super- 
visor in the agency’s Detroit office. 


Grey Joins Morey, Humm 

Dan Grey, formerly in the sales 
promotion department of McCann- 
Erickson, has joined Morey, Humm 
& Johnstone, New York, as a sales 
promotion copywriter. 


ge a a so 


Bice Adams 


TO THE FUTURE—Looking to 1956, 


Harshman Buck 


current and new officers of the 


Pennyslvania Newspaper Publishers’ Assn. pledge continued team- 
work. They are Blair M. Bice, publisher, Morrisons Cove Herald, 
Martinsburg, v.p.-elect; Rolland L. Adams, president and publisher, 
Bethlehem Globe-Times and Levittown Evening Press, president- 
elect; G. A. Harshman, general manager, Sharon Herald, 1955 


president, and Ross W. Buck, publisher, Sewickley Herald, 1955 v.p. 
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MOVERTISTNG AGENCY 


707 East Linwood Bovlevard 


JEfferson 1400 


KANSAS CITY 9, MISSOURI 


August 8, 1955 


Mr. S. R. Bernstein, Vice President 
Advertising Publications, Inc. 
Chicago 11, Illinois 


Dear hir. Bernstein: 


Herewith a story on the winner of the Stalcup, Inc. "One Grand" 
slogan contest. 


You'll note that Walter Eggers! slogan won out over ten-thousand 
other entries, entries that came from every state in the Union 
and Canada, according to Chuck Eatough, Stalcup general sales 


manager. 


You know, perhaps the biggest story of all was the tremendous 
response to this contest from advertising people all over the 
country. Certainly, it reflects unmistakably the pulling power 
of ADVERTISING AGE, 


Frankly, we were amazed by the response, We selected Ad Age be= 

cause it reaches most of the people Stalcup wants to reach, But 

never in ow wildest dreams did we envision ten-thousand entries. 

Vy think we came up with a timid estimate of something like 
2,500). After all, there was only one prize, and it was only 

a thousand dollars, Some even recommended against it, fearing 

it would crash in a silence of sheer boredom, 


Only promotion behind the contest was the two-color, full page 
ad in ADVERTISING AGE (June 6), a black and white page in the 
local AD CLUB NEWS bulletin, and a mailing of about a thousand 
ADVERTISING ACE reprints to key advertiser and agency personnel, 
The response was phenomenal, 


It*s certainly proof that ADVERTISING AGE gets read, and moreoveres,. 


gets action! 
Sincerely yours, 
YER, FOX SHKIN 
JTMc/pw Ze Ll 
Enclosures ecount Executive 
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Advertising Pages and Linage in Farm Publications 


Official Figures for September and Year-to-Date as Compiled by Farm Publication . sports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- Commercial Dis- 

play Excluding play Excluding 

Poultry, Classified Poultry, Classified 

and Livestock, and Livestock, 

~~ Total Advertising, in Pages——. ————Total Advertising, in Lines—— in Lines ——Total Advertising. in Pages—— Total Advertising, in Lines—— in Lines 

Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
Colorado Rancher & Farmer 41.4 32.4 330.9 304.6 31,262 24,493 250,137 230,255 28,588 22,085 
Farm Magazines Dakota Farmer ...... 84.7 58.4 648.4 619.2 66,425 45,795 508365 485,488 65,335 44.872 
tBetter Farming .... —— 821 557.0 699.1 35,239 238,941 = 299,916 34.449 | Farmer, The ........ 101.9 98.9 816.2 7813 79,924 77,548 639,928 612,555 74,638 72,311 
Capper’s Farmer .... 56.7 S32 S013 483.6 24,315 22,780 215,045 208.606 23,522 21,979 | Hoard’s Dairyman ... 50.0 39.7 445.7 411.4 36,371 28,901 324,442 299,505 29,205 22.227 
tFarm Journal and Country Gentleman: Idaho Farmer ...... 43.0 44.3 385.3 384.1 32,467 33,479 291,251 290,412 30,895 31,709 
t#National Less Western .. *Indiana Farmer's Guide 31.6 30.4 263.4 252.1 25,377 23,851 206,501 197,678 15,479 14,490 
Edition ..... -+» —— 96.4 SOL1 805.0 ——— 41,353 214,983 345.330 40,564 | Kansas Farmer ...... 64.9 586 4411 428.8 49,313 44,515 335,228 325,924 45,599 41,917 
po ot Ae = —_ > oom irom res rnd egos Michigan Farmer .... 58.7 60.7 553.5 546.4 45,101 46,641 425,112 419,639 40,151 41,975 
Sou lition . oe = — , ; Missouri Ruralist .... 67.8 59.6 488.1 435.5 51,547 45,331 370,979 330,961 44,881 38,703 
# Western Edition . 1419 99.1 876.9 603.3 60,853 42,497 376,167 = 344,615 = 59,921 41,708 | Montana Farmer-Stockman 70.7 67.1 632.1 585.0 53,410 50,708 477,890 442,287 45,178 35,539 
—e —_ eae 860.9 804.2 59,375 41,925 369,326 344,973 58.443 41,136 | Nebraska Farmer .... 96.4 92.1 788.9 760.6 72,887 69,622 596.417 575.046 64.900 61.590 
H#Southeastern Edition 34.6 34.0 343.7 321.2 14,855 14,445 147,433 137,795 13,938 13,424 om — ——— oe a cas 93 ay aes ane? py 4 er 
Southwestern Edition 36.5 41.8 383.0 405.4 15.648 17,945 164,322 173,927 14,347 16,599 Oregon — ... 40.7 44.7 365.6 389.0 30.744 33.794 276.377 294.047 29.172 32 388 


Weighted Average 2 . 
tae ....:... rn ne Sie Or eee TOROS 20087 - aeece | OE Pwew . BS OS MLE A GD FMT ME M2 SESE * GOAT? 52.915 
Progressive Farmer: Ree ae 
x ion .. 126.8 102.2 889.7 8229 92,305 74,369 647,667 599.053 82.449 65,945 
#Carolina-Va. Edition 97.6 92.2 832.4 825.0 66,349 62,673 566,038 561,024 63,908 61,367 #illinois Editic , , 
#Ga.-Ala.-Fla, Edition 100.5 95.9 875.5 847.5 68,384 65,182 595,330 576,307 65.866 63,580 | indiana Edition . 1168 6.8 865.4 799.8 85,021 71,913 632,183 582,255 75,165 63,489 


#Ky..Tenn.-W. Va. Average 2 Editions 121.8 100.5 879.1 811.4 88,663 73,141 639,925 590,654 78807 64.717 
io ’ Rural New-Yorker ... 38.6 38.5 305.8 304.6 30,243 30,205 239,740 238,769 27,499 26.789 
ang a ee oe OR OM EW M18 1S NS fee ...... 46.3 49.7 397.4 396.4 34,990 37,537 300.468 299,665 33,250 34573 
oS 92.7 93.8 809.1 807.5 63,012 63,791 550,199 549,093 60,853 62,624 Wallaces’ Farmer ... 120.5 126.1 949.4 904.5 94,492 98,869 744,350 709,108 $1,957 85,030 
#Texas Edition ... 95.4 918 831.7 823.7 64,853 62,453 565,543 560,101 62,397 60,967 | Washington Farmer .. 418 46.0 373.8 396.4 31,589 34,807 282,620 299,675 29,771 33,397 
Average 5 Editions 95.9 93.5 8325 820.9 65,194 63.569 566.087 558206 62830 62208 | *Western Farm Life 31.5 31.4 289.5 279.6 24,684 24,581 226,956 219,193 19,886 22,197 
Successful Farming ... 98.0 94.3 777.5 762.3 44,102 42,451 349,858 343,018 43,534 41,997 | SHerdsmen Edition .. 162 18 1828 196.5 12,719 9,220 143,337 154,034 4,207 2.977 
—_——— Tsar OTe Om. Wisconsin Agriculturist 
Rod — bist Lael — Leepe ay a yond a besten ad pao ho yew & Farmer ....... 94.3 84.3 710.6 648.5 73,917 66,105 557,136 508,444 72,113 63,671 
ective ptem , er rarming former Country entieman) an arm Journal combined. entral- a ZnO E1200 
Southern Edition replaced the National Less Western Edition in June 1955. Cumulative figures shown for National Less | Tota! Group “bss er yo = ee ee 1,064,226 9,272,920 8,889,087 1,017,020 928,362 
Western Edition for 1955 are for the period ending May 1955. §Changed to Southwestern and Southeastern Editions in | *N°t included in totals. §This edition also carries all linage appearing in Western Farm Life. 
January 1955. Last year’s pages and lines for Southeastern Edition are an average of the 1954 figures for Upper South 
and Lower South Editions. 2Not included in totals. . 
Farm Linage Trend Figures in thousands 
Monthlies 
*Agricultural Leaders’ 
we 22.2 21.1 1455 1228 9,519 9,062 62,405 52,685 9,510 9,062 | MAGAZINES MONTHLIES 
American Fruit Grower 14.9 14.2 284.5 258.3 6,442 6,135 122,903 111,578 6,179 5,888 | 1955 1955 
American Poultry Journal: 
#Eastern Edition .. 36.4 38.2 304.1 306.5 15,616 16,397 130,460 131,497 13,548 14,713 SEPT.| 208 | SEPT.| 496 | 
H#Midwest Edition . 32.1 33.7 257.9 261.3 13,770 14,468 110,632 112,092 12,289 13,136 
HPacific Edition .. 332 352 2689 2415 14.223 15113 115,053 103,616 12292 13,739 | |AUG.| 168 | AUG.| 482 - 
H#Southern Edition 36.7 34.7 271.7 252.1 15,750 14,890 116,562 108,162 12,806 12,439 1954 1954 
Average 4 Editions 34.6 35.5 275.7 265.4 14,840 15,217 118,177 113,842 12,734 13,507 
kansas Farmer .... 18.0 169 186.9 1568 13,588 12,766 141.262 118,514 13,228 12.434 | | SEPT. (pps Siam 473 
Better Farming Methods 33.2 29.3 296.3 279.6 14,228 12,580 127,996 119,940 14,228 12,580 
Breeder’s Gazette .... 18.2 19.9 1745 1613 8171 8,950 78536 72,563 6485 7,633 
*Broiler Growing .... 33.1 33.0 301.9 338.5 14,205 14,141 129,505 145,226 10,788 10,950 
*California Citroyraph 25.1 23.4 2169 206.3 16,884 15.750 145.774 138.642 16,744 15,606 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
*California Farm . 1955 1955 1955 
Bureau Monthly .. 11.5 15.0 104.7 117.8 8,701 11,334 79,128 89,034 8,323 10,794 
Carolina Co-operator. 100 9.0 840 817 4200 3780 35286 34300 4200 3,780 | | SePt| 1,154 | sept.[99 | SEPT.| 278 | 
*Cattleman, The ..... 125.9 1278 974.5 941.8 52,890 53,665 409,282 395,562 18,931 18,945 
Cooperative Digest... 69 72 485 60.0 2896 3,010 20377 25.203 2870 2954 | |AUG.| 1,020 | AUG. Auc.[ 263 | 
*County Agent & 1954 1954 1954 
Vo-Ag Teacher .... 24.7 20.0 240.6 228.2 10,582 8,598 103,212 97,916 10,582 8,598 
#t*Electricity onthe Farm 14.0 13.0 862 80.1 4,986 4,656 30,759 28,579 4,986 4,656 sept. 7 ee SEPT. 102 | SEPT. Bieley4 
“Farm Management . 19.0 17.7 1943 1445 8,136 7,603 83,361 61,979 8136 7,603 


Farmer-Stockman 
H#Oklahoma Edition 53.5 56.5 431.1 435.7 22,942 24,237 184,958 186,918 20,168 22,845 


Z#Texas Edition .... 52.1 —— 421.2 —— 22,355 180,705 19,239 t 
Average 2 Editions, S28 S65 4262 4957 22689 24237 182832 186918 19.754 22845 | 5i-Weeklies 
*Florida Cattleman ... 65.9 66.7 589.9 585.5 27,717 28,028 247,752 245,929 13,188 13,815 | Arizona Farmer .... 73.4 74.8 . 672.8 687.5 55,505 56.561 508,631 519,732 53,766 54,881 
*Florida Grower California Farmer: 

& Rancher ....... 27.5 22.0 236.9 202.2 18,699 14,969 161,065 137,480 18,199 14,329 #Northern Edition . 46.1 51.7 460.5 465.2 34,846 39,102 348,158 351,711 32,751 37,572 
Kentucky Farmer .... 24.1 22.7 238.8 220.4 18,883 17,974 187,237 172,785 17,820 16,779 #Southern Edition 46.9 51.2 452.4 458.4 35,429 38,686 342,027 346,514 33,516 37,226 
*Michigan Farm News 17 20 198 #212 4137 4,706 45,980 49,218 4,025 4,662 Average 2 Editions 46.5 51.5 456.5 461.8 35,138 38,894 345,093 349,113 33.134 37,399 
*Mississippi Farmer .. 143 10.2 151.9 101.5 10,781 7,739 114,826 76,702 10,599 7,661  *Dairymen’sLeagueNews 118 89 1100 105.6 8614 6,455 80,064 76,908 8035 5.876 
*Missouri Farmer .. 16.0 122 120.1 103.9 10,967 8,385 82,647 71,517 9.861 7.277 | total Group ...... W317 1352 12393 12549 ~99,260 101,910 ~933,788 945,753 ~94,935 ~98.166 
“National 4-H News .. 22.8 24.7 175.5 160.2 9,576 10,390 73,697 67,290 9,576 10,390 é ' : 

. : ZtNot included in totals. 
National Live Stock 

Producer ......... 16.9 158 1276 110.9 12,274 11,501 92,897 80,759 11,436 11,036 
* Nation’ i oh ae . : . ; ; 614 31,644 3,849 3,077 . ; . ¥ 
Basch comagagt os os 70.3 70.5 5a 3,077 se All figures in the following groups were compiled by Advertising Age 

&Garden ......... 69.1 41.5 440.7 442.7 31,116 18,686 198,311 199,195 28,294 16,202 


*Ohio Farm BureauNews 12.6 104 96.7 946 ‘5,651 4,680 43520 42,558 5,461 4,430 | Weeklies 
Poultry Tribune: 


E ons ; 356. 352. 16 737 ! 4 1,130 14,328 15,210 tWeekly Star Farmer: 
Stentral Edition |. 370 342 3180 3064 18883 14962 136425 131435 13936 15381 | Kansas Edition ... 17.7 20.0 175.9 190.7 43,563 49,313 433,394 469,892 31,257 34,645 
H#Southern Edition . 40.0 429 3585 332.4 17,175 18,414 153,790 142,590 14,255 15,615 | Missouri Edition .. 188 20.7 171.0 189.5 46,401 51,099 421,425 466,963 31,946 34,160 
#Pacific Edition .. 43.9 43.6 396.0 377.1 18,849 18,691 169,892 161,775 14,489 14,650 | Okla-Ark. Edition 162 184 157.8 178.1 39,817 45,384 388,789 438,781 29,372 32,426 


Average 4 Editions 40.0 40.6 357.2 342.1 17,161 17,392 153,245 146,733 14,252 14,704 | tFour issues in September 1955; five issues in September 1954. 
#§Southern Farm & Home 9.1 4.5 64.7 59.9 5,087 4,458 36,217 59,901 4,014 2,982 | 


Southern Planter ..... 31.8 33.2 300.0 277.4 22,239 23,222 209,768 194,191 21,680 22,693 | Dailies 
*Turkey World ...... 30.7 35.2 3974 395.5 13,191 15,115 170,484 169,652 11,824 13,931 . 
*Western Dairy Journal 41.2 32.2 317.1 299.5 17,696 13,804 136,023 128,500 9,628 8,960 | Chicago Daily Drovers 
*Western Livestock Journal 90.9 104.5 963.1 834.5 39,004 44,814 413,179 357,984 15,980 13,549 on ade TET TEE 55.4 43.9 377.0 333.1 117,980 93,383 802,244 708,807 55,511 39,467 
|||*Wyoming Stockman- Kansas City Daily Drovers 
a A ee 33.0 24.5 318.2 228.4 24,930 21,944 240,538 204,680 21,830 19,023 P ng occscecse 42.7 32.0 338.3 312.5 90,951 68,016 719,894 665,042 45,200 33,314 
——a es Gnas maha Daily Journal 
Total Group ...... 997.2 951.7 8,876.2 8,289.5 495,812 473,254 4,311,919 4,140,719 390,194 365,697 | aa. 56.5 428 391.0 354.3 120,215 90,992 832,005 753,884 76,263 54,168 


tAugust-September issues combined. §Published quarterly effective April 1955; larger page size (1,000 lines) i | ct jouis Daily Livestock 


August 1954; 1955 figures shown are for July-August-September issue. |||Changed from $96-line page to 756-line page | Reporter .......... 36.2 23.6 261.8 225.4 45,462 50,209 525,580 479,673 45,462 27,049 
in July 1955. ZNot included in totals, on ante. cae ee 


Total Group ...... 243.5 201.4 1,872.8 1,783.6 503,389 448,396 4,123,331 3,983,043 315.011 255.229 
Newspaper Monthly Farm Sections Canadian 

*“lowa Farm & Home 24.0 25.7 210.4 232.1 24,482 26,457 214,622 «239,075 23,695 25,061 | Le Bulletin des Agriculteurs 62.1 59.6 460.8 460.3 43,203 40,958 322,549 322,221 43,070 40,880 
*Rural Gravure ..... 1.5 116 665 #754 12,501 11,623 66,535 75,369 11,501 11,623 Country Guide ....... 43.5 42.6 340.3 398.5 31,324 30,661 244,991 286,946 31,324 30,661 

*Texas Ranch & Farm 12.2 16.3 139.4 147.9 12,586 17,136 142,177 155.246 11,088 15,036 — Advocate & we mr san ann ena. eee — 
eee ee Ss = ountryman ........ ; . . ' 317,129 24,418 23,986 
Total Group ...... 47.7 33.6 416.35 455.4 48, S5,216 425/334 469,690 46,284 51.720 | pee Magazine «302 309 2335 2770 12939 13235 100172 ise26 so'one 13,129 
Free Press Prairie Farmer 95.0 119.1 848.0 936.7 99,735 126,293 975.225 992.938 66.772 86.022 
Semi-Monthlies Western Producer .... 53.0 50.8 428.9 2.9 56,675 54,399 458,874 495,283 37.272 33.220 


' 
! 
| 
| 
| 


j 


American Agriculturist 32.2 30. 298.6 272.5 23,469 21,921 217,401 198,415 21,329 19,839 Total Group ....... “331.0 354.7 2,710.7 277,953 301.729 2,381,219 2.533.343 215.760 227.907 
9 


1 
“California Grange News 9.6 5 96.1 98.8 10,432 10,323 104,270 107,218 3,374 4.018 Not included in totals. 


‘Lite’ Names 5 Retail Reps All-Canada Boosts Two |has been named manager, succeed- | Publisher Boosts Weber \Arnolt Accounts to Marin 
Life has named five retail rep-| Robert F. Tait, formerly man- ing Mr. Tait in Toronto. _ Rogers Publishing Co., which re-| Arnolt Corp., maker of marine 


resentatives to its merchandising ager of the program division of cently moved to Englewood, Colo., | engines and tubular furniture, and 
staff. They are Clay Francisco, to|All-Canada Radio, Toronto, has Jefferson Standard Appoints ifrom Detroit, has appointed John |S. H. Arnolt Inc., Chicago foreign 
the Los Angeles office; William | been appointed western supervisor| Jefferson Standard Broadcasting 'M. Weber v.p. in charge of sales. car importer, have appointed Allan 
Reynolds, Milwaukee; Donald E.\of All-Canada Radio & TV, with|Co., Charlotte, N.C., has placed its | Mr. Weber previously was v.p. and Marin & Associates, Chicago, to 
Hanscom, Houston; Richard A.|headquarters in Winnipeg. Dana S.|trade advertising account with |central region manager of the com-j|handle their advertising, effective 
Lander, Detroit, and Charles S. | Murray, formerly assistant manag-|Kincaid-Chandlee Advertising,|pany, which publishes Design Nov. 1. The accounts were resigned 


Glass, Buffalo. er of the radio program division, ‘Charlotte. News and Purchasing News. by Scantlin & Co., Chicago. 
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Selling the “Board of Directors” means 
Big Business on Midwest farms 


Big plans —and little plans, too— 
take the full family vote on Mid- 
west farms, where farming is big 
business and good living and the 
family is the “board of directors.” 
For information on Midwest farm- 
ers’ plans—to help you in your plans 
to sell the richest farm market in the 
world, Midwest Unit Farm Papers 
annually conduct a survey contain- 
ing estimates of some 300 different 
kinds of products and services its 
1,293,633 farm family subscribers 
will make. It’s highly reliable in- 
formation. The amazing totals 
always have proved conservative 
checked against actual purchases. 


Midwest farm market sales go to 


NO. DAK. 


IOWA ; 
ILL. 


2 tah * 


mi NEBRASKA 


the firms that apply this simple 
selling formula: Regular advertis- 
ing in the Midwest Farm Paper 
Unit. Midwest farmers naturally 
prefer to get your selling message 
through the medium that is their 
chief source of all types of informa- 
tion—their localized farm paper, 
edited exclusively for them. 


So, to win unanimous favor and 
prestige in the farm market where 
income is double the national aver- 
age, rural population dominates 
and farmers are your local dealers’ 
best customers, advertise in the 
Midwest Farm Paper Unit. It’s a 
must advertising medium for you 
because it’s must reading for them. 
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HERE’S PROOF: 
It pays to be 


SELECTIVE 


in Midwest Farm 
Market advertising! 


MIDWEST FARM PAPERS 


~ 3% 
ADVERTISERS’ First Choice 


Comparative Lineage 1948-1954 
(INDEX 1948100) 


MOTION TO EXPAND CARRIED 
UNANIMOUSLY BY THE FARM “BOARD” 


CORREA os 


Farm Magazine “A” 7.9% 
Farm Magazine “B” 5.2% 
Farm Magazine "C’’ 6.2% 


arm Magazine “D” 1.5% 


64.7% 
MIDWEST FARM PAPER UNIT 


DEALERS’ First Choice 


Hardware wholesalers asked 
4,186 dealers: “In what farm 
publication do you prefer to see 
advertising for merchandise you 
sell?” Their preferences, based 
on 1,216 replies, are shown here. 
Other dealer preference surveys 
available on request. 


MIDWEST FARM PAPER UNIT 


Farm Magazine “B” 119% 


i 

1 

| 

1 

ean 

1 Farn e "A" 14% 
l 

l 

| 

1 Farm Magazine "C” 4% 
i 


arm Magazine “D" 2% 


TAN 


READERS’ First Choice 


A survey of 6,049 Midwest 
farms, supervised by Batten, 
Barton, Durstine & Osborn, 
Inc., shows 38% more prefer- 
ence for Midwest Unit Farm 
Papers than for all 4 national 
farm magazines combined. 


« MIDWEST 472 UNIT 


250 PARK AVENUE, NEW YORK 17, N.Y. * Other sales offices at 59 E. Madison St., Chicago 3... 
110 Sutter St., San Francisco 5 ...672 S. Lafayette Park Place, Los Angeles 57. 
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NO. 1 NEWSPAPERS! 


THE VIRGINIAN-PILOT 
NORFOLK-PORTSMOUTH LEDGER-STAR 


229, 130 sux'tve cine 
1 95, 59] COMBINED 


DAILY 


415, 600 ...; 


110,730 Households 


METROPOLITAN AREA 


940,100 ::,: 


143,810 Households 


CONSUMER 
SPENDABLE INCOME 


$ 855,539,000 SRDS 


36th in U.S. 


RETAIL SALES 


$ 477,252,000 


48th in U.S. SRDS 


TOTAL AD LINEAGE 


39,557,472 icon 


RECORDS 
1st.9 mo. 1955 (Retail . . . 21,759,008) 


GENERAL 
PLUS AUTOMOTIVE 
1st.9 mo. 1955 ADVERTISING 


8,335,999 recor 
' 9 


RECORDS 


CIRCULATION 


155, 676 COMBINED DAILY 
183,391 SUN. and EVENING 


Interim Statement for Period Ending 6-30-55 


HE VIRGINIAN-PILOT 
_ Morning Except Sunday 


_ THE LEDGER-DISPATCH 
nd PORTSMOUTH STAR | 
Evening Except ete Sa | 


* =" Sundey sil 


WHICH Was 


RIVEN 100 MILES | 
VER The HIGHWAYS 


MILWAUKEE «CHICAGO 


ENDURANCE STAMINA 
MOWING EASE 


sidiary of Detroit Harvester Co., 


MOW ‘EM DOWN—The little power mower, mounted by Allan W. 
Greene, sales manager of Moto-Mower Co., Richmond, Ind., sub- 


made a 100-mile trip from Mil- 


waukee to the National Hardware Show in Chicago. J. Thomas 
Smith, president of Detroit Harvester, greets Mr. Greene. 


Foster & Kleiser 
Moves, Advances 


Branch Executives 
SAN Francisco, Oct. 25—As part 


and promotions, Foster & Kleiser, 
West Coast outdoor advertising 
company, has switched its San 


managers. 
William A. Hawley moves to 
San Francisco as branch manager, 


William Hawley Allan R. Jordan 


and Allan R. Jordan has been 
transferred from San Francisco to 
manager of the Los Angeles 
branch, Mr. Hawley’s former post. 

Neither policy changes nor addi- 
tion of personnel is contemplated, 
according to the company. 

Mr. Jordan, with the company 
32 years, has been manager of the 
San Francisco branch since 1951 
and previously was manager of the 
Oakland and Phoenix offices. Mr. 
Hawley, who joined the company 
31 years ago, also has been man- 
ager of the Oakland and Sacra- 
mento branches. 


At the same time, Charles H. 
Dana has been appointed manager 
of the Oakland branch, succeed- 
ing D. E. Salisbury, who has been 
transferred to the Seattle branch 
as assistant to the president, in 


of a series of executive changes | 


Francisco and Los Angeles branch | 


Charles Dana D.- E. Salisbury 


charge of public relations for the 
state of Washington. 

Mr. Dana, who joined the com- 
pany 16 years ago, has been man- 
lager of the San Diego and Long 
Beach branches. In 1954 he was 
named assistant to the president, 
with headquarters in the general 
office in San Francisco. Mr. Sal- 
isbury joined F&K in 1937, sub- 
sequently directed public relations 
in the East Bay area and has been 
Oakland branch manager since 
1951. 

Other recent Foster & Kleiser 
promotions include the appoint- 
ment of Ray Beach, formerly as- 
sistant sales manager of the Port- 
land branch, to sales manager of 
the branch, and Robert L. Smith, 
previously an account executive in 
the Portland branch, to sales pro- 
/motion supervisor in the company’s 
_general offices in San Francisco. 


get greater attention at less cost 


ator need 


oxey 6 seconds on a large screen 


salesmen training programs. 


1216 CHICAGO AVE. e 


in trade shows, stores, windows—day or nig 


Put full color and action into your sales messages— 


ts than through any other medium with 
the ADmatic, the automatic slide projector that 
runs coadenously, day and night, wit 


The ADmatic projects a new message or idea 


Vv. a holds 30 slides (2° x 2") that are easily 
oo ed. Just as effective in lighted areas. Use 
Dmatic wherever people gather, in stores, 
aw Pu shows, dealer show rooms, theatre and hotel 
Jobbies, as a visual salesman; or for personnel and 


For rental or purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. 
DAVIS 


See how ADmatic Cal boost Sales for you 


—attract more 


no oper- 


equivalent to a 


68-7070 + EVANSIO:., 
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PEE eat? FOR 


Oo A wath 


Advertising Age, October 31, 1955 


facts 


Over 200 s 


JOHN 


§ to his le 
_ in the 


—o 


MOTHER PARKER 


Mother Parker’s skilled 
interpretation of food 
as won the con- 
fidence of thousands of 
Boston housewives. 


already relied on this 
confidence to sell more 
of their products 
in Boston! 


Smooth salesmanshi 
by John Scott plus audi- 
ence-building music by 
top recording artists, 
combine to make his 
, shows your best bet to 
\, sell more of your product 

ion of listeners 

reater Boston , 
market! . 
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your share of 


No.1 MARKET 
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PRIVATE PREMIUM SHOW—J. Walter Thompson’s New Premium Show and “Superama,’ the National Su- 
York office staged its own premium show recently permarket Non-Food Exhibit. The results: Several 


with 26 premium samples and a 


small library of of the premium items were requested for client 


premium literature, all collected from the New York consideration. 


Muntz Creditors, 
Shareholders OK 


Reorganization 


CuIcaGo, Oct. 25—Creditors and 
shareholders of Muntz TV have 
agreed to a reorganization plan 
whereby the bankrupt company 
will issue 3% $1 par value pre- 
ferred stock to its general creditors 
for up to 25% of their claims, ac- 
cording to a report filed in US. 
district court here. 

The plan, set up by trustees for 
the company appointed by the 
court, was filed with the court in 
October, 1954, and approved last 
June. It provided for the “eventual 
amalgamation of Tele-Vogue Inc. 
and Muntz Industries Inc. into 
Muntz Tv Inc.” 

“Costs of administration,” “wage 
claims” and back federal income 
taxes are to be paid in that order, 
according to the plan. General 
creditors with claims in excess of 
$4,000,000 will be paid in preferred 
stock and promissory notes, the 
latter to be paid “on or before 
eight years after the date of con- 
firmation of the plan,” the trustees’ 
summary states. 

A majority vote of stockholders 
and a two-thirds vote of creditors 
were required before the plan 
could be put into effect. The report 
filed here last week stated that 
about 70% of the company’s share- 
holders and about 83% of the gen- 
eral creditors already have ac- 
cepted the plan. 

Under the reorganization plan, 
tax claims amounting to $1,609,230 
will be paid over a three-year pe- 
riod. A maximum of 1,050,000 
shares of preferred stock to cover 
25% of the general claims against 
Muntz will be issued. The re- 
mainder is to be paid in non- 
interest bearing promissory notes. 


LESTER J. DOTHE 

Cuicaco, Oct. 25—Lester J. 
Dothe, 53, Chicago representative 
of the Arkansas Dailies, Southwest 
Dailies, Mid-South Dailies, Missis- 
sippi Dailies and Western Dailies, 
died last night in Ravenswood 
Hospital here. He had been with 
the publishers’ representative 
groups eight years. Prior to that he 
was with the Chicago staff of C. G. 
Shannon & Associates, the Buffalo 
Times and the Baltimore News- 
Post. 


CHARLES A. BURTON 

Cuicaco, Oct. 27—Charles A. 
Burton, 57, a representative for 
Thomas Publishing Co. in Illinois, 
Missouri and Wisconsin, died yes- 
terday in Hinsdale Sanitarium in 
suburban Hinsdale. Mr. Burton 
had been with the publisher for 
more than 35 years. 


Census Should Get Credit 


In the Oct. 17 issue of ADVERTIS- 


Inc AGE, Page 50, farm census data | 


from 27 states was listed. The 
source of this data was given as 


the Department of Agriculture.) 


This was incorrect; the material 
was prepared by the Census Bu- 
reau. 


"Redbook’ Promotes Two ‘effective Nov. 1. Mr. Scarola will 

Sal Scarola and Tom Roxworthy | handle accounts in New York; Mr. 
have been promoted to the display |Roxworthy will work out of the 
advertising sales staff of Redbook, 'Chicago office. 
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‘Pocket List’ Increases Rates quarter (January) 1956 issue. New 
The Pocket List of Railroad Of- | b&w page rate will be $100. Cur- 
| ficials, New York, will increase its|;rent rate is $87.50. A minimum 


advertising rates with the first|four-time contract is standard. 


MERCHANDISE MOVES 
| IN FORT WAYNE 


General Merchandise Sales in Fort Wayne of $39,- 
208,000 in 1954 ranked the city second among Indi- 
ana cities. Fort Wayne sales per capita ($271) were 
131% above the U. S. average ($115) and 142% 
above the Indiana average ($1 1 2). 


FORT WAYNE 


Fort Wayne Newspapers are prime movers of 
general merchandise. Write for the Golden Zone 
Market Book. 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel * THe JOURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Betroit—San Francisco 
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Sign Your Name Atop 
Texas Tallest Structure 


NAN 


\ 


‘ 


YN 


A goofy idea? Sure, but the roster of WFAA-TV's exclusive 
Texas Topper Club is already a whopper, and thousands 
more will sign up during the Texas State Fair (largest in the 
world, naturally). 


The Result: A Lasting Bond Between The Station And Its 
Viewers — Your Client’s Customers. When They Think Of 
TV — They'll Think First Of Channel 8. 


Now your signature (on microfilm) can be placed with our 
new 12-bay antenna 1685 ft. above average terrain. So 
sign and return the coupon and we'll take care of the rest. 
And just for laughs, you'll get a Texas Topper Club 
membership card! 


\\ 
KIA VAAVN 


; 
4 


TRIN 
ANY IN 


TEAR OUT COUPON 


—-----------4 


RALPH NIMMONS., Station Manager 

EDWARD PETRY & CO. Nationa! 
Representative 

Television Service of the Dallas 
Morning News 
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YES INDEED, add my name. Send my membership card 


ty 


N 


* 
‘il 


to: (Print name and address). 


Tos ay) 


—_ 


Write signature on bottom line. AG 
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$100,000 a Month... 


‘Traffic Marketing Plan Helps Amen 
Sell Toys; Distributors Say, ‘Amen’ 


PANORAMA City, CAL., Oct. 26— 
Starting from scratch one and a 
half years ago, Amen Industries is 
now doing in excess of $100,000 a 
month in sales through thousands 
of toy and greeting card rack job- 
bers throughout the country. 

Since these items are considered 
as basically impulse purchases, to 
date no consumer advertising other 
than point of sale has been used. 

The company, however, is spend- 
ing about $3,000 a week for classi- 
fied newspaper advertising to line 
up distributors. Since May of this 
year, space has been used in more 
than 1,000 newspapers, some more 
than once, at the rate of about 100 


papers a week. Amen also is run-| 


Rut ..: ; 
in each of the other 


266 TELEVISION 
markets of the U. S. 


es 538 


enjoy at least one of 
our great programs 
every week 


ning ads for distributors in such 
magazines as Popular Mechanics, 
Popular Science, Opportunity and 
the Sterling Publications group. 
Space in other men’s magazines is 
now being planned. 


® In setting up distribution, Sol 
Amen, president of the company, 
has followed a 
policy of not us- 
ing established 
rack jobbers or 
distributors. The 
person sought for 
a distributorship 
typically is re- 
tired and looking 
for something to 
do, or for extra 
money. Or he 
may be an em- 
ployed person 
who has time available and wants 
added income. Present distributors 
\include persons who have quit 
their jobs as teachers or postal em- 
ployes, after learning they can 
make money as distributors in 
business for themselves. 

Distributors are required to serv- 
ice personally all racks they own. 
They are, in fact, limited to the 
number of racks they can handle 
in this way. 

In staying away from established 
distributors with wide lines, who 
can often offer hundreds of loca- 
tion prospects, Mr. Amen feels he 
is avoiding putting all his eggs in 
one basket. The average distribu- 
tor of Amen Industries has 10 or 
11 racks, although some have as 


| 


| 
| 


Sol Amen 


»|many as 60. 


® The policy on individual own- 
ers also is based on the belief that 
a man in business for himself will 
do his utmost to provide the per- 
sonal service that is considered to 
be the keystone of the operation. 
Not having a number of items to 
sell, he can become a specialist in 
toys and/or greeting cards. 

Amen Industries started with 
the offering of racks and Fine Line 
Arts greeting cards in May, 1954. 
After a year it has been proved 
that the idea of individual dis- 
tributorships is practical and prof- 
itable, the company feels. There 
are now about 13,000 Fine Line 
Arts racks in stores throughout the 
country. 

Getting this line started with 
minimum capital was the toughest 


_|job. After 14 days the infant com- 


250 million dollars in toys sold e 
oor share of this }— Aw aBigan f 


5 aeray Se OF aes Tae: 


FULL OR SPARE TIME 


That's right! You get a 100% iron-clad writ. 
ten guarantee ... any siow-selling Toy, or toys 
left unsold after holiday seasons can be re- 
turned for a Free-Exchange. Dollar-for-Dollar! 
You can't lose! You must make money! 


Start with a single TOYTOWN CAROUSEL... 
it takes just 10 minutes, once each week to 
service. Simply replace Toys sold with new 
Toys ... collect your money from the store 
owner. it's strictly a consignment and cash 
business — as simple as that. Yes. 

can build a chain of TOY DEPARTMENTS — 
5, 10 even 50 TOYTOWN CAROUSELS on your 


This is the cry of every — each fi ' 
every time 7 see 2 Toy. No mother, father Fame sans 
andparent can say “NO” , 
Children os for TOYTOWN high quality Toys This is no get-rich-quick scheme but a sound 
Pa la RR TR yg 
- ! ! ° 
ested in your financial resources or initial 
investment. We are interested in your relia- 
Put the remar mt Sales- bility and desire to expand on profits. 
"’ CAROUSEL to work for 7? days a if you are sincerely interested in a full or 
week — right now! Placed in Food Stores, part-time business opportunity, mai! the cou- 
Orug Stores, Beauty Shops, Laundramats — pon immediately for complete detailed infor- 
wherever people stop or shop — colorful TOY mation. include age, background and person- 
TOWN CAROUSELS are powerful and irresisti- al references. OBLIGATION WHATEVER! 
bie nets. TOYTOWN Toys sell on sight! 
All You ¢o is count profits — NET PROFITS. Peseeoeeeooeooeeoeessorsg 
4 Amen inc., Teytown Div.—PSB ! 
§ 14620 Arminta St., Panorama City, Calif. 
: Name 
© Address 
TOYTOWN CAROUSEL other 
FASCINATING INFORMATION # cy ree 


CHAIN SALES LURE—This ad in Popular Science is part of Amen’s 

ad campaign to secure distributors for its cards and toys. “Toy de- 

partments” have been set up in groceries, gas stations—“wherever 
there’s traffic.” 


pany was $1,700 in debt. For the 
first three months, rack units were 
assembled in a garage after sales- 
men brought in the orders. 

Without enough volume to de- 
velop its own line of cards, or to 
buy them at wholesale, Mr. Amen 
says the company had to buy cards 
at retail, at an average cost of 7¢, 
then sell them to distributors at 
6¢ in order to maintain the 15¢ 
retail price structure. 


® Before the first year was up, ex- 
periments were begun with selling 
toys on racks. By April, 1955, it 
was decided to go ahead with such 
a line, and Toytown Inc. was 
formed. This company, along with 
Fine Line Arts, is owned by Amen 
Industries, the parent company. 

The toy rack business already 
accounts for about 80% of total 
dollar sales. This strong start is 
attributed to the experience gained 
in establishing the greeting card 
rack operation. 

Toytown now has three salesmen 
covering the U.S. on _ regular 
routes. Three weeks before a sales- 
man is due in a specific territory, 
84-line classified ads are run under 
“business opportunities,” in lead- 
ing newspapers of the area. These 
ads are designed to get leads on 
persons interested in becoming dis- 
tributors. Inquiries are followed 
closely, and if the quota of desired 
leads in the particular territory is 
not met, the ads are repeated. 


® Inquiries resulting from maga- 
zine ads are turned over to sales- 
men en route, for follow-up. Ques- 
tions from areas remote from 
population centers are handled en- 
tirely by mail. 

Thus, when a salesman arrives 
in a territory he has his quota of 


potential distributors. These are 
notified of a meeting to be held 
at a central point. At the meeting 
the salesman shows a slide film 
with pictures of rack installations. 
An over-all discussion of the toy 
business is presented, as well as a 
profit picture for the potential dis- 
tributors and retailers. 

The sell is in a low key, because 
the most desirable distributors are 
considered to be those who sign 
up after serious thought, rather 
than in a glow of enthusiasm 
which may not last. It is felt a 
distributor will do a better job if 
he breaks in with just one or two 
racks. Then, if he wants to order 
more, he does so in the light of ex- 
perience and is more likely to be 
successful. 


® One of Toytown’s strong selling 
points is that its toys are very com- 
petitive, priced the same or lower 
than comparable toys offered by 
others. Mr. Amen says this is be- 
cause Toytown operates on a 
strictly cash basis. 

The company has no credit 
problems, no credit losses, no ac- 
counts receivable. Distributors are 
advised to service their racks each 
week, check on sales and collect 
from location owners. 

The initial investment for a 100- 
toy rack—which Toytown calls a 
“Carousel”—is $99.50. Of the 100 
toys, there are 10 at each of 10 
prices, starting at 9¢ and increas- 
ing by 10¢ steps to the highest 
priced toy at 99¢. On the average, 
the distributor will get the cost 
of the rack back after he has sold 
out the rack three times. 

Figuring that the distributor 
makes the profit of 25% on the 
wholesale cost, and the retailer 
who provides the location gets 30% 


CHICAGO'S 


ASS 


CALL FOR SUPERIOR 


When you need better engravings at 

worthwhile savings, take this tip... call 
Superior. If your plates must ring the bell 
« «+ boy, call SUperior 7-7070 


ee 


SUPERIOR ENGRAVING 


FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 
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of the selling price, Toytown shows 
these average monthly profit fig- 
ures for a one-rack distributor: 
$90 for sales of 30 toys daily; $75 
for 25 toys daily; $60 for 20 toys 
daily; $45 for 15 toys daily; $30 
for 10 toys daily; $15 for five toys 
daily. 


® When a distributor signs up, one 
of Toytown’s 14 locators around 
the country is assigned to get him 
set up in his first location in a re- 
tail outlet. In addition to giving 
the distributor a start this also 
teaches him how to sell a retailer 
on taking a Toytown rack. It also 
gives the distributor something to 
point to when he goes after addi- 
tional outlets. 

Upon acceptance of a distributor, 
he is sent a series of indoctrination 
bulletins designed as a “home cor- 
respondence course” in servicing 
and selling Toytown racks. 

The distributor is also told of 
merchandising aids offered. One is 


the inclusion of 100 giveaways 
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TOY MAN—C. C. Harrod, secretary-treasurer and buyer for Toytown, 


is shown with some of his stock in trade. 


with the initial order and every 
$200 order thereafter. The give-| 
aways are cardboard cut-outs of 
such things as a Davy Crockett 
hat, a “Monkey on a String” and 
similar items. 

In line with the emphasis on im- 
pulse sales, the racks and pack- 
ages reflect such holidays as 
Christmas, Hallowe’en, Easter and 
Valentine’s Day. 

The “header’—a collar around 
the top of the Carousel—is changed 
to reflect each holiday. 

Similarly, toy packages are 
changed; the Christmas shopper, 


£ i _ = ans 

CAROUSEL—This is the top half of 

one of Toytown’s toy stands. The 
Carousel actually is 6’ tall. 


for example, finds stocking-shaped 
packages. 

At all times the distributor is 
protected against being caught 
with packages out of season or toys 
which do not sell. Amen will re- 
place all such toys returned with- 
out damage. In the case of seasonal 
packages, the toys are simply re- 
packaged. 


a A recent addition to merchan- 
dising support is the offering of 
premiums. Points are issued for 
labels on Toytown packages, start- 
ing with one point for a 9¢ toy, 
and increasing to 10 points for a 
99¢ toy. Neither the distributor 
nor the retailer is involved in re- 
demptions, which are handled di- 
rectly by Toytown. 

More than 50% of the approxi- 
mately 12,000 Toytown racks now 
in service are in food stores. Other 
principal outlets are drug stores, 
newsstands, children’s shops and 
variety stores. Racks have been 
successful in practically any loca- 
tion with traffic—even filling sta- 
tions. A “Junior Carousel” selling 
for $25, with 50 toys, has been de- 
veloped for locations that do not 
have a high rate of traffic. 

Fairfax Inc., Los Angeles, is 


To get and hold bigger TV audiences, 
get in touch with. - + 


ROCHESTER, (i0r"*>:, 


For gripping suspense and rugged 
action, ZIV-TV’S CISCO KID, star- 
ring Duncan Renaldo, stands high 
with TV audiences everywhere. His 


Rochester, N. Y., rat- 
or 


ing of 25.8 is just 
one exhibition of his 
FUMMMLéE?N 4 


power to win big au- 
diences. 


Amen’s agency. 
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Previewed in Janvory 14, 1956 Issve 
To Be Mailed Early 


Closing Date 
Janvory 3, 1956 December 16, 1955 


“PENNSYLVANIA FARMER Is a Big Help,” 


says G. W. Tallman, Schuylkill County, Pennsylvania 


For real help in boosting income, farmers like George 
W. Tallman (center), who grows a big variety of crops 
on 850 acres, rely on PENNSYLVANIA FARMER, the 
practical farm paper. A multitude of profitable ideas 
in every issue is just one reason this home-state edited 
magazine is heavily favored—thoroughly read in 4 out 
of 5 Pennsylvania farm homes. 


And, farmers in Pennsylvania have bigger, steadier 
incomes than those in most states. Agriculture is un- 
usually diversified, making Pennsylvania a top-third 
state in farm income, a big producer every month of 
the year. Pennsylvania farmers are always taking some- 


thing to market to sell—always buying something to 
bring home. 


For real help in selling your goods in the Penn- 
sylvania farm market, PENNSYLVANIA FARMER is the 
logical choice. It brings quick results at unusually low 
cost. PENNSYLVANIA FARMER is rotogravure printed, 
saves the cost of plates. So are 2 other prominent farm 
papers, THE OHIO FARMER and MICHIGAN FARMER, 
also serving steady, prosperous farm markets. 


Get the facts on all 3—write 1010 Rockwell Avenue, 
Cleveland 14, Ohio. 


PDENNSYLVANIA FARMER 


Harrisburg, 
THE OHIO FARMER, Cleveland, Ohio 


Pennsylvania 
MICHIGAN FARMER, East Lansing, Michigan 
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Locale, Service, Cost, Data Factors 


Make Newspaper Rates Vary: Study 


Iowa Crry, Ia., Oct. 26—News- 
paper circulation and market po- 
tential play only secondary roles in 
setting general rates, it was dis- 
closed this week in a study of 32 
Iowa daily newspapers by the 
University of Iowa school of jour- 
nalism. 

The analysis of rate practices of 
32 of Iowa’s 40 dailies shows that 
other factors influence greatly the 
establishment of general or na- 
tional rates. A printed booklet 
about the study reveals that the 
following factors have a direct in- 
fluence on the general ad rates: 

1. Geographic distance between 
the newspapers and the advertisers 
and their agencies. In the rate- 
making process, it was found that 
the general advertiser functions as 
a background figure only and does 
not exert the type of pressure that 
a physically present buyer might 
apply. 


= 2. Judgments of national news- 
paper representatives. Such matters 
as quality of the market, distribu- 
tion of the product and availability 
of merchandising services were 
found to be more important than 
price to the advertising represen- 
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7 Wide Selection 
F Models ¢ Poses * Costumes 


Write for Illustrated List of 
Low Cost Stock Photos 


ENTERPRISE PHOTOS 
P. O. Box 6873 * Dallas 19, Tex. 


tative. 

3. Availability of information 
about general advertising rates. 
Because general rates are available 
from many sources, it is possible 
for publishers and advertising ex- 
ecutives to follow rate movements 
in the industry. 

4. Milline rates. From the exam- 
ination of general rate information 
it appears that newspapers of var- 
ious circulation classes seek to of- 
fer milline rates in line with those 
offered by fellow publishers and 
a general set of standards. 

5. Production costs. Publishers 
have become more aware of this 
factor in recent years, with in- 
creases in the costs of labor, mate- 
rials, equipment and other ingre- 
dients in newspaper production. 

6. Merchandising services of- 
fered. Since added merchandising 
services, such as route lists to as- 
sist advertisers’ representatives in 
planning their calls, increase re- 
sponse to advertising messages, 
advertisers and their agencies are 
willing to pay for the extra service 
in the form of higher rates. 


® The study reports that 22 of the 
32 dailies offer “open local rates” 
of 100% or more of the general 
rates. But several of the state’s 
larger dailies have open local rates 
lower than the national rate. 

The study also shows that the 
long campaign by newspaper ad 
representatives and agencies to en- 
courage dailies to equate open local 
rates with national rates has not 
been entirely successful in the pa- 
pers examined. 

Four newspapers exhibited a 
rather direct recognition of the fac- 
tor regarded as the basic justifica- 
tion for national-local rate dif- 
ferences—the agency commission. 
These newspapers had local rates 


Be tag 


DVERTISING 


...aunique, effective, proven 
medium that actually places 
your advertising right in the 
hands of high income families 
in Chicago and suburbs. 


The large cardboard inside a 
laundered shirt becomes a 
miniature billboard, a cata- 
log, a complete sell—and is 
delivered into Chicagoland’s 
best homes by laundries un- 
der exclusive agreement with 
the American Institute of 
Laundering. Games on re- 
verse side of shirtboards in- 
sure use, long life, up to 90% 
ad Readership! Regional dis- 


tribution or full coverage —up to 2,000,000 shirtboards per 
month. Low cost. (Eastern and Western Markets available 
soon ... Canada available now—In Canada, write to: Canadian 
Shirtboard Advertising Co., Ltd., 112 Bond St., Toronto 2, Ont.) 


Operating in Exclusive 
Conjunction with the 


AMERICAN INSTITUTE 
OF LAUNDERING 


n Shirthoard avverrisine co. 


NORTH MICHIGAN AVE., CHICAGO 
PHONE: FRANKLIN 2-6630 


Dunlap 


Bailey 


McCarthy 


Hofheinz 


GOOD HOUSEKEEPING WEEK—Mayor Roy Hofheinz of Houston signs 
the official proclamation for Good Housekeeping Week in Houston 


beginning Oct. 23 (AA, Oct. 24). 


Watching are Harry M. Dunlap, 


publisher, Good Housekeeping; Wesley Bailey, promotion manager, 


Good Housekeeping, and R. W. 


McCarthy, advertising director, 


Houston Chronicle. 


of 83, 85, 86 and 88% of the na- 
tional rates, thus taking into ac- 
count the 15% commission allowed 
to agencies, according to the study. 

The lowest local rates for the 32 
dailies range from 42% to 90% of 
the national rates. All dailies that 
offer advertising space in volume 
at less than half of their national 
advertising prices have circulations 
of more than 20,000, it was indi- 
cated. 

The study was conducted by 
Prof. Ellis Newsome, head of the 
advertising sequence in the school 
of journalism. Copies of the book- 
let are made available upon re- 
quest. 


“‘Wantability’ of 
Goods Underpins 
Economy: Brophy 


(Continued from Page 2) 
actually, can be bought today at 
three cakes for a quarter. Think of 
it! For 75 years the price of Ivory 
soap has remained practically con- 
stant, despite all the inflation that 
has taken place. The one thing that 
has made it possible to keep the 
cost of Ivory soap substantially 
where it was 75 years ago is mass 
consumer demand, developed and 
sustained by advertising.” 


® As for company security, Mr. 
Brophy sketched the history of a 
food manufacturer, first in its field, 
a spot it has occupied for 35 years. 

“This company survived three 
changes in management, but it is 
still tops because its brands are 
household names in America, the 
result of constant and effective ad- 
vertising,” he said. 

“The mass production of cus- 
tomers,” he added, “is the only 
avenue to stability and security for 
the individual company in our 
dynamic economy—and this ap- 
plies with equal force to retailer 
and to manufacturer.” 


Farm Reports Elects 

P. E. Spivey, Southern Planter, 
has been elected president of Farm 
Publication Reports, measuring 
service for farm publication adver- 
tising. Frank X. Gaughen, Capper 
Publications, is v.p.; Tom Hickey, 
Nebraska Farmer, secretary, and 
Thomas J. Anderson, Farm & 
Ranch and Arkansas Farmer, treas- 
urer. Dave Decker, Katz Agency, 
was added to the board, as was Mr. 
Spivey. Other board members were 


‘WILLIAM A. CURLEY 


| New York, Oct. 26—William A. 
Curley, 81, who started his news- 
| paper career as an office boy and 
/ended it as editor of the New York 
| Journal-American, died here Oct. 
23 of a heart ailment. His first edi- 
torial position was writing bicycle 
news for the old New York Record- 
er. He joined the Hearst organiza- 
tion in 1898 as a sports writer for 
the old New York Evening Journal. 
Later, he served successively as 
sports editor, Sunday editor and 
news editor of the New York 
American, managing editor of the 
Los Angeles Herald, managing edi- 
tor of the San Francisco Call- 
Bulletin, editor of the Chicago 
American and editor of the New 
York Journal from 1927 to 1942. 
He was named assistant editor-in- 
chief of Hearst Consolidated pub- 
lications in 1942, and later became 
editor of the Journal-American. 


WILLIAM BAYNE 


New York, Oct. 25—William 
Bayne, 65, since 1945 a general 
partner in the New York Stock Ex- 
change concern of F. S. Moseley & 
Co., and onetime advertising man- 
ager of the New Republic, died Oct. 
22. A native of East Orange, N.J., 
he was graduated from Sheffield 
scientific school of Yale University 
in 1911. After working on the ad- 
vertising staffs of Vogue and Van- 
ity Fair, Mr. Bayne became adver- 
tising manager of the New Repub- 
lic in 1916. In 1919 he entered the 
investment banking business as 
v.p. and treasurer of Arthur Perry 
& Co., in Boston. This company was 
merged with Moseley in 1945. 


HAROLD H. WHITTINGTON 


New York, Oct. 26—Harold H. 
Whittington, 60, a member of the 
sales department of Procter & 
Gamble Co. for 33 years, died yes- 
terday at his home in Douglaston, 
N.Y. He was regarded as an au- 
thority on retail merchandising in 
the soap and detergent field. 


MICHAEL J. GRIFO 

New York, Oct. 25—Michael J. 
Grifo, 47, a member of the classi- 
fied advertising staff of The New 
|'York Times for the past 27 years, 
died Oct. 19 at Memorial Hos- 
pital after a long illness. He was 
a specialist in real estate adver- 
'tising and had received special 
commendations for his work in 
the field from. the state realty 


board and also from the board of | 


‘realtors in Daytona, Fla. 


Advertising Age, October 31, 1955 


GF Promotes Winston 

Robert A. Winston has succeeded 
Richard H. Aszling as manager of 
press relations of General Foods 
Corp., White Plains, N.Y. Mr. 
Aszling has resigned to rejoin Earl 
Newsome, New York public rela- 
tions counselor. Mr. Winston, who 
has been with GF since July, was 
formerly special assistant to the 
Assistant Secretary of the Navy for 
reserve forces. Before that he was 
on the public relations staff of Pan 
American World Airways, and 
earlier was merchandising man- 
ager of the New York Daily News. 


for ADV. & SALES PROM. 


VIEWERS 
AND SLIDES 
@ Compact, Folds 
Flat to Wallet Size. 
@ Your Sales Message 
Imprinted to Order. 


BESTCRAPFT Kiceneuin'as920 


Serves Management 
On Direct Advertising 


To keep pace with the growing 
use of direct mail, Advertising 
Requirement’s 21,000 readers 
count on AR for tested ideas on 
getting more leads for salesmen, 
more direct sales, better public 
relations pieces at less cost. Fol- 
lowing are typical articles which 
brought enthusiastic responses 
from readers utilizing direct ad- 
vertising : 
“101 Tips for Direct Mail 
Advertising” 
“Cutting Catalog Costs” 
“Building Business Through 
Direct Mail” 
“How To Prepare Effective 
Mailings” 
“The Wonderful Letters from 
Story Book Village” 
““A New Approach to Gadget 
Mailings” 
““A New Look At Direct Mail” 
“The Miller Story” 


Sells Management 
On Direct Advertising 


To get a larger share of this es- 
timated $600,000,000 market, 
foremost producers and suppliers 
to direct mail are capitalizing on 
AR’s editorial service by placing 
their sales messages in its “Direct 
Advertising” section. Among re- 
cent advertisers relying on AR’s 
selling power are: 


The Appleton Coated Paper Co. 
Reuben H. Donnelley Corp. 
Thomas Collators, Inc. 

Allen Hollander Company, Inc. 
American Mail Advertising 
Cupples-Hesse Corp. 

R. L. Polk & Co. 

Du-Plex Onvelope Corp. 
Publishers Book Bindery, Inc. 
James Gray, Inc. 


Whether direct advertising rep- 
resents your problems or your 
products—turn to AR for results! 


Advertising 


= 


Requirements 


< i, e 2 - ; : Be A NAB Ce Eek TS eh SE RM 
Eas Ges Se ¥ ; ‘ fs , OTe 8 aad Ber ‘ : / ; ae ‘det 78 : : , —a ' a pa ’ — . ‘ 
*, ‘ ; Jie 
ee =— 
t . t : BF | aa 
amity ; pl aa ee ee ie See “9 2 OARS Saaaee 4 
Se eS ee ee en ee +2 — ets lh ¥ 
Pos Bee oe ee ee iia ‘ : : 
NUT Sa ln ee a . oo : ro ‘fe , 4 . ; 
c~ ec, 2 2 Si a q = bet 4 a phe . i, t q ; 7 a - 
a ee 1 wy a 7 e.4 a 
+ i = ‘oe 2 ve i. F “ 3 % iM 
ars at ~ 4h ‘ “ 4 > i BE x ‘ 7 
| Pe ge: : ‘| ‘ k me z ie ae : — hc 4 a4 3 
| ae -~ # 7 => = a. es 
ee et. = gees < i a8 ; 
ee es “ a4 reins oe Clas ai : 
fa: a aye: i cae: . ; ‘i ite oa 
: = naa mays Pe S siti z Ee Bi 2 : 
rae > a aa i hee aa eye Meg eS alee : 
Heyy Ubi ae 7 i ont: =a i oe gene a 
Se eee : oe ee = 
re es, — ee s. ai 
vs) Gate = : a” ; 2 — 
a Es by - 2 , Pm ' ee a : 
S: or agen ee * Bee : > 7 shh Le eee f 
ae cay aa a 3 ‘s 5 A sia epg oe : 
oe pee ae 4 ein oe a ‘ 4 y ’ ware 
Gane < uy a oo. a 7 : : 
: eeg . = 
: Pace & hs 
¥ a 4 ae . Pie eee ae a ee & 
) : i) 2) a ae i 
‘ — Ae. . 2 6 ‘ vee aa ee aes: 
_ le oy. ‘ ies, ee. a en ’ ‘ 
: ee ae ye 23 Po a r Siig ot ance . y time) ohh NF ay 5 a 
: ere a ie hia" poner Noh ro Ee ee ae a © x oe s 
ae ee | Bas) ets RPS Cal nee Hs Oe ee Oe ae ta” ae igre est 3 
i oa le 0 Ae gin marge neg Oe : = — 
jen 3 IMM sas aS ln Rae ak. a ’ sea 
Sn oe = Ee Cg sie oe : 2, is oe ee eee ¥ 5 = : | a , 
: 3 ili ee ee ae ee \ See 
oy ie i ha RE i en cee Re 
eer dom 2 ye eS eee te snag oo eames elie! eal - , 
“aids neste is I mare a eee Se «| ; 
on ea | ME Eh oe 2 oo ‘ 
‘ a ae “nt as = ae « 
Pe F ce , 
ee ; Coo ee eg ae : | 
3 are a). ELA, 7 Y F 4 = } a 
i : i, , * ‘ . 
Pe 
Mow “ed ) 
a 
a ee 
SS eS EE a OE 5 
ents : 
. eee a2 | Cs Require™ | | 
secmawersree 
a —— - 
| 
+. 
, = : 
y 
f a 
’ 4 
Sat 
eens 
‘ Satins Sana ed 7 a ; 
; Se _ 
[ A a | 
A | 
HERE 
yOUR a‘ 
ILL BRING ‘ ' a SC 
Ri gi on og “ 
; ae 
: ae 
Dal see 
_ ee i 
Sign | 
7 ee < | 
aa ull Et L : 
a er Pag sie ‘ oe 
3 : Fae . & | 
: : ° s . 
: Sa Na EE re el a | | 
‘ —————e < | 
| 
ee | 
MERIC’ 
¥ #: 
> ~] 
5 = 
EA WASHABLE Ag 
rary 
as “ weit - . 
a 
crcaeaS sa 7 ; ain sb cr eeenianes Gro a oe 
j ise we oer SER reelected. ADVERTISING AGE and INDUSTRIAL MARKETING 
‘ mee ¢ ae ok a Eire ‘5 3 se tre eh F Hadi ih 4 2 “ ey : ee ee bare fo ee tae = oe ena errs ay f= . ay ¥ . . sabe pi por see Se et i ass Een ue Oe eer F ign 
ee! § + ees » Fey Oe oe Re ie Pe 3 SS gl Via eo Nig clatigli 5 gah gs Yoel. 5 2 gn se tee SUE Pee ON ie wee oe Sy Se BO gyi tS ee eT ee | Sie poets eye a ae ot a) ae: 
OUT. RT aoa elem C5 Pier. wee oy, ae fe ea os ae bere ee ed ce Sha er ee AST fey hs of EES A as win 8 ae Pe UI Sez 5 ee Dee ae 25, SA Dts Shei re ee 
Be a mage Faleg oo sa” Ma Stee Seta See ae BOWE Lem Re at Ob ere Mette Pea a SPONGE pec 2A et yah ted SI PRB STU ogee es Aaneses Nels a ecineS Be See tu he RR Bag eats gd Fen aR ‘phe z3 REM? Cl oo comunrraa (ae See gE am 
eee ae age ts COPE ee OPS fics, SIRT aS PE aS ay a a SPH AD: sce i are ERC APR Ate ae HCY Dd tlie Oa Om OE en a na gee et ee TR CR Se sedi oN Ne OR et io etl Ane 5 oped ptr BLO Rig 
ste once Rie SS 5 Se oe aaah ed ais > tn é 2 1 Ag: ye EO” Rees Ret Be he pa ae hts Geb a Ae he eee a, Vee epeymed* S re oR eT ae Page ee ) ate” Goat ay ore : eas Bel ae. Se Pe ee Be Ry ae ee TE O 
og = ¢ oe bE coh ae nage! PUA oer? Mea As ee Mag ih oon eat Page ips Ce eae Sie ea hele ta een bie ee a ecg menue ion Boma elt be Se we De ae PTE orb ape gern CR eS atte ees BF Ae Ek SRE es Ae ee 2 Beeb okra eS RR EDS aera 
She, aed yt ete Fagg aa ata cao! te teeny ae wee as ae Bets Pads: be © me gee cee es Fg, Ny Pea eee Be pA PPI En a eft eee ob BEE OS AIRE nt ae at MER BE. ieiie 4 ee 
a Pe as fed & eae gk a : ia” £5 DS, RAIS eT RRO 5h LE 3 So NS Ee es ene eee ee EY CF TORE Se at, tia ° Seis donee, hae. SE ie el ns Ce RAs re oe ted a aed Og cy et eee we Ee ee ek take ON Tagen aS WERE oe ~ 
phat eee en) pe he ila ee OP ER, Hee ib ath RD BS CS ORs eel Oe dk Cake SA secae SORRY , SEEN OT RE Re MEET IE Leas eR pa» MR ae Ss gees ORE Sah! 1 Ue UN a? neon en) Semen Gad hs me Se Mp Coca re BAER LH BE MERE Te oye MNES LC Stee y BB ee RP 


f 
' 


¥ F 


BEAUTIFUL MISS—“Miss Light, Bright 

and Beautiful” displays a window 

banner showing new Alcoa line of 

aluminum summer furniture. The 

line will be advertised in national 
magazines. 


‘Light, Bright’ 
Lawn Furniture Is 


New Alcoa Promotion 


(Continued from Page 2) 
screening. The others have not 
been disclosed. 


® Consumer magazines scheduled 
to carry Alcoa’s summer furniture 
promotion nationally include Bet- 
ter Homes & Gardens, House Beau- 
tiful and House & Garden. 

Sixty major furniture producers 
are expected to tie in with the ad- 
vertising on a national scale. Their 
plans are not yet set. 

Alcoa will use its alternate Sun- 
day “Alcoa Hour” (NBC) as a 
vehicle to carry all its promotion 
messages. 

The furniture promotion, de- 
signed for local and national tie- 
ins at consumer, dealer, wholesaler 
and fabricator levels, is slated for 
unveiling at the summer furniture 
show, which opens Oct. 31 in Chi- 
cago. 

Dealer kits containing mobiles, 
window banners, counter cards and 
direct mail pieces will be distribut- 
ed. 

Tempo Inc., Chicago art organ- 
ization, is handling the furniture 
show presentation. 


WILLIAM A. HEALY 


PORTLAND, ORE., Oct. 25—William 
A. Healy, 73, one of the owners of 
television station KLOR, died Oct. 
20 in his home. Mr. Healy formerly 
was v.p. in charge of sales for 
Doernbecher Manufacturing Co., 
West Coast furniture manufactur- 
er, until the company was dis- 
solved last year. 


WARREN D. PATTERSON 


ROCHESTER, N.Y., Oct. 25—War- 
ren D. Patterson, v.p. of sales and 
advertising for W. B. Coon Co., 
shoe manufacturer, died Oct. 14. 
He was former owner of the Niag- 
ara Shoe Co., Buffalo. 


|| Walker, president of Walker & 


}|Mr. Walker also founded radio sta- 
}}tion WWSW here in the late ’20s. 
|The station’s call letters were 
»ibased on his initials. He later 


_|World War II Mr. Walker served 


IT’S NEVER BEEN DONE BEFORE! 
INVISIBLE INK BALL POINT PEN 
MAGIC WRITING KIT 
JUVENILE APPEAL UNLIMITED 
(GROWN-UPS TOO) 

THE GREATEST INVENTION SINCE THE 
ADVENT OF THE BALL POINT PEN 
NEW — EXCLUSIVE 
PAT. APPL. FOR 
For Further Information contact 
M. D. Keller, Vice Pres. 
WESTERN PEN COMPANY, INC. 
10893 Venice Bivd., Los Angeles 34, Calif. 
VERMONT 9-6131 


WILLIAM S. WALKER 


PITTSBURGH, Oct. 25—William S. 


Downing, died yesterday. A grad- 
uate of Carnegie Tech, Mr. Walk- 
er served as a lieutenant in the 
army air corps in World War I. In 
1920, he and Harold S. Downing 
organized the Pittsburgh agency, 
which has become one of the na- 
tion’s largest industrial agencies. 


bought part of station KQV. In 


as chairman of the Allegheny 
County war bond committee. 


Heller Joins Cohen Agency 

Bernard I. Heller, with Lennen 
& Newell for the past 10 years, 
has joined Harry B. Cohen Adver- 
tising, New York, as associate di- 
rector of research. 
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ask your advertising 
agency about 
outdoor advertising 


the standard group of outdoor advertising companies 


I 


Out where the west grows 
fastest! That's San Diego... 
a market that spent 
$65,597,000 for Lumber - 
Building Materials and 
Hardware in 1954. In this 
category, San Diego is... 


BIGGER- 
THAN VW 


BUFFALO, N. Y., 
KANSAS CITY, MO., 
MIAMI, FLA., OR 
DALLAS, TEXAS 


*Sales Mgt. Survey of Buying Power, 1955 


THE 
NATIONS 


5th 


MARKET in the sale of 
Lumber and Building Materials* 


SEE YOUR PETRY MAN! 


KFMBQS TV 


WRATIIER-ALVAREZ BROADCASTING, INC. SAN DIEGO, CALIF. 
REPRESENTED BY PETRY 


America’s more market 
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Valve Maker Boosts 


‘ : : ’ J. A. Privett, of Mogge-Privett 
Favorite Copywriter ans Se nadie Siibaienr’y 


can ? on , ‘agency, wrote the salute to Mr. 
in Aviation Week A ‘Miles, who is also aviation editor 
Los ANGELEs, Oct. 25—William|of the Los Angeles Times, for 
R. Whittaker Co., aircraft valve | which he writes a Sunday column, 
manufacturer, tossed a bouquet at | “Skyways.” 
its favorite copywriter in its regu- “Valve Talk,” which closely re- 
lar ad column in Aviation Week. |sembles the editorial columns of 
The bi-weekly editorial ad, Aviation Week, was conceived by 
“Valve Talk,” which Marvin Miles |Glenn Whittaker, v.p. in charge of 
has been writing for Whittaker for | field engineering and sales, to give 
five years, turned the spotlight on |his company a closer relationship 


him in the Aug. 15 issue and told 


the story of “Inside Marvin Miles.” | 


KANSAS CITY IS SOLD on 


 STALLUP ess 


BULLETINS 
Rati” SPECTACULARS 


NOW AVAILABLE... New Rotary Bulletin 


to clients and prospects. It is super- 
_vised by Mogge-Privett, but writ- 
ten entirely by Mr. Miles. 

\ The company is very happy with 
its copywriter, especially with the 
20% Readex ratings the copy re- 
ceives. The rating gives the ad 
about 22,000 readers per issue, Mr. 
Whittaker said. 


Lever Offers Scholarships 


The first college scholarship pro- 
gram to be made available through 


pharmacist careers has been an- 


\of Lever Bros. Co., New York. A 
total of 49 cash scholarships will 


schools of pharmacy. 


Sobel Joins Norman Waters 
Aaron S. Sobel, formerly with 

Director, Bleier & Weiss, has 

joined Norman D. Waters & As- 


} | sociates, New York, as an account 
} |executive. 


/24th OF A SECOND 


FROM THIS 


From Park Avenue to Paris in an instant! That's Background Process 


Projection ...|t offers you background action of any scene, season, or 


sport...right in New York... for your motion picture requirements. 


Permit your creative 


efforts the freedom 


which only rear screen projection offers. 


\Y Further information on request. 


PILM Ways 


241 


WEST S4th STREET, 


NEW YORK 19, 


state pharmaceutical associations = 
for high school students seeking| = 


nounced by the Pepsodent division | = 


be offered annually for study at : 


HiS NOSE KNOWS—This New Yorker 


ad quotes Gaston de Havenon, 
president of Parfums Weil Paris, 
as saying, “A nose is a nose is a 
nose, but my nose is quite literally 
my fortune.” This off-beat ap- 
proach to perfume advertising has 
inspired a forthcoming series of 
similar ads. 


Sniffing Skill Is 
Motif of Consumer 
Push by Parfums Weil 


New Yorxk, Oct. 25—What 
started out as a trade ad has 
boomeranged into a unique “be- 
hind the scenes” approach to con- 
sumer perfume advertising. 

Originally an ad built around a 
photo demonstrating the olfactory 
talent of Gaston de Havenon, pres- 
ident of Parfums Weil Paris, was 
slated for the trade. Then Mr. 
de Havenon decided that if the 
trade was interested in what went 
on in his laboratory, the consumer 
would be too. 

The result was a page in The 
New Yorker, headlined “His nose 
knows.” It shows Mr. de Havenon’s 
“final sniff” as he “checks a batch 
of Parfums Weil.” 

“So extraordinary” has been the 
response from all sides, including 
his competitors, that Mr. de Have- 
non is now evolving a comprehen- 
sive campaign based on “the hu- 
man approach.” 

“IT want women to know what 
goes on behind the scenes—the 
seriousness, the research, the disci- 
pline—the human beings behind 
the perfumes,” Mr. de Havenon 
told AA. 


w Other phases of this campaign 
will explain how perfume should 
be used, and copy also will salute 
the consumer, “who often knows 
as much as the perfumer.” (Her 
nose knows too.) 

The campaign will begin after 
Christmas, with once-a-month in- 
sertions in The New Yorker. Bea- 
con Advertising Associates is the 


agency. 


Opici Winery Names Force 

Opici Winery, Alta Loma, Cal., 
has appointed Force Inc., Patter- 
son, N. J., to handle its advertising 
and promotion. A spot radio cam- 
paign in the New York metropoli- 
tan area will be launched in mid- 
November to run through the first 
of the year, based on a new multi- 
ple unit pack wine container. Em- 
phasis will be placed on Opici bur- 
gundy and sauterne wines. The 
company has advertised occasion- 
ally in the past to Italian language 
communities in the East, but the 
forthcoming promotion is said to 
be its first major promotion in a 
major market area. No previous 
agency of record is listed. 


Kal, Ehrlich Names Bryan 
Bruce Bryan, formerly with the 
Advertising Specialty National 
Assn., has been named director of 
publicity and public relations of 
Kal, Ehrlich & Merrick Advertis- 


ing, Washington. 


Advertising Age, October 31, 1955 


|Dromedary Promotes Two 

Dromedary Co., New York, divi- 
sion of National Biscuit Co., has 
appointed George Sarvis assistant 
general sales manager and Rich- 
ard C. Swiggett assistant advertis- 
ing manager. Mr. Sarvis was for- 
merly divisional manager of the 
Cleveland district, and Mr. Swig- 
gett was formerly divisional man- 
|ager of the Detroit district. 


| 
| 


'Dan River Boosts McKenna 

| Tom McKenna has been ap- 
|pointed merchandise manager of 
| the new sportswear fabric depart- 
| ment of Dan River Mills, New 
‘York. Mr. McKenna, who has 
| been with the company since 1952, 
was formerly sales and merchan- 
|dising manager of the stormwear 
fabrics department. 


| 


Carton Names Caffarelli 

| Frank J. Caffarelli, who has 
been connected with the lithog- 
raphy field for more than 25 years, 
has been named v.p. in charge of 
sales of Carton Label & Litho- 
graph Co., San Francisco. 


| 


Serves Management 
On Audio & Visual Aids 


In every issue, AR brings out- 
standing articles to Advertising 
Management summarizing latest 
audio-visual developments, sug- 
gesting new applications, pointing 
out the training and showmanship 
values brought to advertising by 
audio-visual aids. 

Following are typical articles 
in AR: 


“Use of Tape Recorders 
in Advertising” 


“Overhead Projectors” 
“The Flexible Flannelboard”’ 
“99 Questions & Answers on Films” 


“How to Make Charts 
Tell Your Story” 


“Why Outside Producers?” 


“Adam's Guide For Selecting 
Tape Recorders" 


Sel/s Management On 
Audio & Visual Aids 


Suppliers of audio-visual aids find 
a responsive audience searching 
the pages of AR. Grouped in the 
audio-visual section with the 
above articles, these ads are close- 
ly read for specific data on various 
products. Recent outstanding ad- 
vertisers in AR include: 


Sales Tools, Inc. 

Graphic Systems 

Viewlex, Inc. 

The Talking Tape Co. 

Ampro Corp. 

American Television & Radio Co. 
Geiss-America 

Bell & Howell 

The Harwald Company 

Picture Recording Company 


If audio-visuals are your prob- 
lems or your products — turn to 
AR for results! 


Advertising 
Biercquiremecats 
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Advertising Age, October 31, 1955 


‘We've All Done 
A Bad Job with 
Radio: Kintner 


(Continued from Page 1) 
for succumbing to television as the 
glamor buy. 


® Mr. Kintner pointed out that 
there is a very simple way to get 
out of the network business, but 
said ABC has no intention of tak- 
ing it. 

As he put it: 

“There is no law, no regulation 
that compels the American Broad- 
casting Co., or the other companies, 
to stay in the network radio busi- 
ness. We can stop being a radio 
network merely by letting our ad- 
vertiser and station contracts ex- 
pire, by paying off our telephone 
bills, and running, at a profit, our 
own radio stations as independents. 

“Speaking only for ABC, we 
have no intention of doing this. We 
are in business for a profit as are 
all companies. We continue to have 
faith in the operation of radio net- 


works, to believe that they repre- 


YOU CAN'T CALL BACK A CARELESS BULLET 


SAFETY APPEAL—Seagram-Distillers 


Ce ee ee 
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enema entatay sean ete tly ew connect rien 


Neves thee meant abe on 
rene aah Dement phoapereee > 


THE HOUSE oF SkAcKAM 
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Co. is using this ad in November 


issues of Field & Stream, Outdoor Life, and Sports Afield to em- 

phasize the importance to hunters of protecting themselves and 

others by practicing safe hunting habits, particularly by confining 

the use of whisky to its proper place and time—after the guns are 

empty and racked. The 1955 sportsman’s moderation ad was pre- 

pared by Warwick & Legler, which handles Seagram’s institutional 
advertising. 


sent, in addition to a great force for 
good, a means of making substan- 
tial money.” 

ABC, he said, plans to continue 
to experiment with daytime and 
nighttime program changes “be- 
cause we know that a _ business 
which can do a gross of over $600,- 


Department Store Sales.. 


8% Gain Spells Rich Autumn Harvest 


WASHINGTON, Oct. 28—Depart- 
ment store sales, which have reg- 
istered healthy gains over 1954 
throughout the year so far, gave 
promise of a good fall season as 
sales in the week ending Oct. 22 
were 8% ahead of 1954 for the 
U.S. as a whole. 

The Federal Reserve Board also 
reports that sales for the four 
weeks ending Oct. 22 were 9% 
ahead of last year and for the 
year to date, 7% ahead. 

All districts reported gains ex- 
cept Dallas, which ran 2% behind 
last year in sales. Largest gains 
were shown by St. Louis (15%) 
and Cleveland (13%). 

For all the other districts, sales 
gains were as follows: Boston, 5%; 
New York, 4%; Philadelphia, 8%; 
Richmond, 2%; Atlanta, 8%; Chi- 
cago, 12%; Minneapolis, 3%; Kan- 
sas City, 3%; San Francisco, 8%. 


% Change from ‘54 


Federal Reserve Week Ending 


District, Area, and City Oct. Oct. 
8 15 
UNITED STATES ............0..000000 + 6 + 8 
Boston District ................... — 5 + 2 
Metropolitan Areas 
OE cscistsbtipnsesicaticecentoseescociiee — 5 0 
Downtown Boston ............. — 6 —2 
Suburban Boston .............. —2 + 6 
CARTED crcccccccscsbessescesssecs +10 —1 
GD sasiesssctvccsecescscvtscnseect —2 + 6 
Lowell-Lawrence .............. —16 +11 
Cities 
Springfield ..... +5 +14 
Providence ......... . —13 — 3 
New York District oe + 2 
Metropolitan Areas 
TREND ccenccsessesconssessceenocseprorcese —11 + 6 
New York-N.E. New 
GOI ap eicticeccccivinanntiinecomervite r+ 1 +1 
BED WORE .corccersercsrssorsscsoverscesece — 6 +2 
pee rR: 2 —1 
NEE "cccsccctestincensorcccsennsosses r— 6 —2 
Syracuse r+16 + 2 
Philadelphia District ............ + 8 + 4 
Metropolitan Areas 
Wisc ngton ........cerrsccescereeresees +8 +40 
WCRI ceasieseececevessevteveeneccceenvese + 3 —13 
EAMBORGORE  cecoccseccvesssscserescrcscics + 3 +25 
Philadelphia ..........<..0-.c000000 r+ 7 + 2 
Reading +3 +11 
Scranton +47 —9 
Wilkes-Barre—Hazleton .. r— 3 +13 
Cleveland District ................ + 6 +13 
Metropolitan Areas 
pO ee +2 + 8 
SEO scsistititsdiienanenecncrasiniobtciennges +4 +13 
CRORES ga crcccescsccsnctcsciersession — 6 +14 
Re Se +2 + 5 
SIND cnc cccccssevtneninsenecsnees +4 +12 
SEED igh ctiilpsinctnenidinctnncs +1 +9 
TEED. seusdeaceennscaichaiganeribarbotinpesces 0 +14 
Wheeling-Steubenville ... — 5 +19 
City 
ID siisbescitiectccsignctsntint +20 +23 
Richmond District .................. r+ 7 +10 
Metropolitan Areas 
5 EBERLE re! r+ 7 +8 
Downtown Washington .. r+ 6 +2 
Baltimore ..... - +6 +10 
Richmond ..... . +11 +12, 
Atlanta District ...................... r+ 9 +12) 
Metropolitan Areas | 
Birmingham .........00eeveeee +9 +17 


Department Store 
Sales Barometer 


Change From 1954 


Week Ended 8 
Oct. 22, 1955 & ~— 


Jan. 1 to 
Oct. 22, 1955 


TacksONVville ........csecsereereevees +15 

PAB citnisnssintiibaiabstisintndintintn 

DUBUBER oecvcccocccccorcccescesensecersees * 

New Orleans. ......ccsseereeereeers +7 

PERORVIS  ccoccecesccrrerecossescscesose ® 

Nashville ..........ccccrcsscsreseercssees +17 
City 

FID ccccsersciscessrneenenes —12 
Chicago District ....... +7 


Metropolitan Areas 


COCO aicasersetvecsngenevcenscecensoee + 7 
IndiaMaPOlis ..........cccceereereeeee — 5 
Detroit +-10 
Milwaukee  ........ecesseseereeeeees + 4 
St. Louis District ................... +4 
Metropolitan Areas 
ESOGG TREE ccccccecccstcccesscwscercn TS + 3 
LOUIBVINIS — ...cerccccsccscssccevcesseeses +5 + 6 
BE. Litas ccccrescccrarcocccaverssorsooese + 3 + 2 
Meeps  ..cccecesrcccecssessceescsseeees +20 + 5 
Minneapolis District ............ —2 —2 
Cities 
DEIMMSADONIS  ...0..00c00cc0e00000s00000 —1 —2 
ES IEE cccccecsssccsccstinctpineasstienens —T7 —3 
Duluth-Superior . ...........06 +6 +5 
Kansas City District ............ r+ 4 + 5 
Metropolitan Areas 
DIGTBVOR cecccccccsceccsccrcosesscvcccssreeee +11 +17 
TOPOUER cccccrscessescscceccscesscesoesonse + 2 +4 
Wichita +1 —1 
BE. JOBBDID  ceccrrccveccocsessscscesseoree — 5 — 5 
AIDUQUETQUC oocccecccccccseseeeees +12 ® 
Oklahoma City «0... +3 +5 
DIR ccccesecetsnssconsserccscccvscessnents +1 +8 
City 
TEARS CMG ccerecsccevcescsesizcnicn 0 —1 
Dallas District ................008 r+l1l +11 


Metropolitan Areas 


Dallas +13 
El Paso +12 
Fort Worth +15 
Houston +7 
San Antonio +17 


San Francisco District ........ 
Metropolitan Areas 


LOS ANBeleS ...........-cceeeereees 0 +7 
Downtown Los Angeles — 7 0 
Westside Los Angeles ... + 5 + 6 

Sacramento  .....ceccceeereeceeevees +12 +1 
ND ecincestartiniteciccesesctivies +1 +17 
San Francisco-Oakland ..... — 3 + 6 
San Francisco City ........ +1 + 6 
Oakland City .....cccccccceeeee —9 +7 
SAN JOB) oncececeveneesssescsrsvereseeres +4 +15 
POC RR IAG  baiviccncitintnttincccsccsccssciese + 6 + 6 
Salt Lake City ...........0+ --19 +40 
SeMttde  .n..ccce.ceeeerereerecnnseesveseeee + 5 + 6 
TPCT ances cccnccscccpeccsncesses + 3 +11 

TACO onccrcssenrccrcesccsvocesocscessoees +25 +18 

r-——Revised. 


*—Data not available. 


000,000 is something not dead 
enough to be buried...and a me- 
dium that covers 96% of all homes 
in America does not have one foot 
in the grave.” 


® Despite their gripes and hints 
from local broadcasters that they 
could do better operating inde- 
pendently, Mr. Kintner said “all 
major radio stations still voluntar- 
ily subscribe to networks—a true 
indication of the vitality of net- 
works as a useful function.” 
Switching his attention to tele- 
vision, the ABC president reiter- 
ated his contention that tv’s major 
| problem is the limitation placed on 
the number of stations by the FCC. 
He said a truly national video 
service requires a minimum of 
three, or preferably four, “truly 
competitive” stations in the great 
majority of the top 100 markets. 
To help achieve this aim, he 
again advocated deintermixture of 
u.h.f. and v.h.f. allocations, as- 
signment of unused educational 
channels to commercial tv and 
faster commission action on unde- 
cided v.h.f. grants in such cities as 
Pittsburgh, Boston and Miami. 
Mr. Kintner received an award 
as Pulse’s selection for ““Man of the 
Year” at the luncheon. 


*|Ruth Mills Leaves Ad Post at 


Vanity Fair to Form Company 
Ruth Lupton Mills, for the past 
10 years advertising, promotion, 
publicity and public relations di- 
rector of Vanity Fair Mills, Read- 
ing, Pa., has re- 
signed to form 
Ruth Lupton 
Mills & Co. The 
new company, 
which will head- 
quarter at 277 
Park Ave., New 
York, is sched- 
uled to begin op- 


erations Jan. 1, 

1956, as a promo- 

tion and mer-_ Ruth Lupton Mills 
chandising serv- 

ice to a limited list of clients. 


To launch her new company, 
Miss Mills begins a 55-day round- 
the-world flight Oct. 27 to find 
new sources of design and color 
and make trade contacts with man- 
ufacturing and retail centers in 
other countries. Among the spon- 
sors of her trip are retailers, man- 
ufacturers, importers and export- 
ers. 


Bradford to Product Services 

Norman Bradford, formerly with 
Atherton & Currier, has been ap- 
pointed creative director for Prod- 
uct Services Inc., New York agen- 
cy. 


‘Motel’ Names Harold Stuart 

Motel, Chicago, has appointed 
Harold L. Stuart & Associates, 
Cleveland, its advertising repre- 
sentative in the C,eveland-Detroit- 
Pittsburgh area. 


(Continued from Page 1) 


AA today by most of the big New 
York dailies. While most of them 
say they have no specific plans at 
the moment, all said they are 
studying the situation. 

Harry Rosen, advertising direc- 
tor, New York Post, told AA that 
he and his associates are “apprais- 
ing the situation to see what can 
be done to effect economies and in- 
crease volume. Certainly, the high- 
er cost of newsprint,” he said, 
“will compel all newspapers to 
seek increased revenue.” 

T. J. Cochrane, advertising di- 
rector, New York News, said that 
the News is “not planning any- 
thing immediately but eventually 
higher newsprint prices are likely 
to cause both ad rates and news- 
stand prices to go up.” 

ANPA reports that the tonnage 
covered by the announced news- 
print increases represent approxi- 
mately 2,000,000 of a 
Canadian tonnage of approximate- 
ly 6,000,000. 

However, the association notes, 
“unless other newsprint manufac- 
turers follow the pattern set by 
St. Lawrence, Abitibi and Interna- 
tional, it is difficult to see how the 
increase in price announced by 
these three can be put into effect 
under a fair interpretation of ex- 
isting contracts.” 


® Tie-in clauses in contracts of 
leading mills are understood to be 
as follows: 

Abitibi: Sets its own price, which is that 
most commonly used by Canadian mills. 

Consolidated: Sets own price, “which is 
generally, but not necessarily universal- 
ly, in effect on contracts for one year or 
longer.”’ 

International: Sets own price, which 
“will inerease or decrease from time to 
time and to the extent that a change oc- 
curs in the contract market for news- 
print.” 

Price Bros.: Price shall never exceed 
the average of the contract prices quoted 
for the destination by International, Con- 
solidated and Abitibi. 

St. Lawrence: Price is based on the 
average price of International and Con- 
solidated. Abitibi is mentioned in some 
contracts. 

Great Northern: Price shall be “con- 
tract market price at which a substantial 
tonnage of standard newsprint is sold by 
any established North American mill. 
Powell River: Some contracts permit 
seller to set his own price. Others are 
based on average of Price Bros., Abitibi 
and International. 
Crown Zellerbach: 


Sets own price. 
® Higher contract prices for news- 
print have strengthened the so- 
called gray market. Quotations 
made this week for relatively small 
tonnages were $180 to $185 a ton. 

The three mills that have raised 
prices have had spectacular im- 
provements in earnings this year. 
During the first half of 1955 Abiti- 
bi earned $6,508,000, compared 
with $5,345,000 in ’54, an increase 
of 22%; International earned $38,- 
590,000, compared with $32,415,000, 
an increase of 19%, and St. Law- 
rence earned $2,636,000, compared 
with $1,919,000, an increase of 37%. 

Mill representatives and paper 
merchants here predict that the 
price of book paper also is likely 
to go up about $5 a ton between 
now and Dec. 15. 


s Meanwhile, in Washington, the 
Department of Justice has been 
conferring with newsprint manu- 
facturers in an effort to head off 
increases by other mills, particu- 
larly those located in the U. S. 

Details of the conferences re- 
main a tightly guarded secret, but 
the anti-trust division is reported 
‘to be inspecting the details of pa- 
per supply contracts used by mills 
‘as the basis of their dealing with 
publishers. 

The government’s chief concern 
_at the moment may be the possi- 
bility that the contracts tie do- 
/mestic newsprint prices to those of 
Canadian producers. 
| While the Justice Department is 
unable to deal with foreign pro- 


total 


Two More Mills Hike Newsprint Price; 
Justice Department Examines Contracts 


ducers, it would have authority to 
proceed against any domestic mill 
which backed into a price-fixing 
arrangement by basing its price on 
allegedly cartelized-pricing ar- 
rangements carried on outside the 
U. S. 


ws Official confirmation of the 
Justice Department’s intervention 
came last week from Deputy At- 
torney General William P. Rogers. 
At the same time, Anti-trust Chief 
Stanley N. Barnes explained that 
the government is concerned that 
increases in newsprint prices will 
result in further consolidations in 
the newspaper field. 


gw One labor leader, Paul L. Phil- 
lips, president of the AFL Interna- 
tional Brotherhood of Paper Mak- 
ers, declared that newsprint man- 
ufacturers were increasing prices 
only because they “know they can 
get more.” 

“This, after all the nonsense 
about costs, is the only reason why 
any price is raised,” he said. 

“It has become a popular notion 
that, when workers in any indus- 
try secure improvements in their 
wages, there must be a correspond- 
ing increase in the price of the 


asserted. 


Sheep Subsidy 
Campaign Goes 
to Botsford 


(Continued from Page 1) 

directors at the December meeting. 

First objective of the campaign 
will be to increase consumption of 
lamb, especially in the Midwest, 
where consumption is less than one 
pound per capita. Mr. Botsford told 
AA: “Our emphasis will be on 
localized-type campaigns, market 
by market.” 


® The agency was selected on the 
basis of initial proposals for the 
projected campaign. More than 40 
agencies originally submitted bids, 
and were sifted down to four for 
final consideration. 

Other accounts handled by Bots- 
ford, Constantine & Gardner in- 
clude the Poultry Producers of 
Central California, Idaho Potato 
Industry, California Prune Advis- 
ory Board and West Coast Plywood 
Assn. Its familiarity with trade as- 
sociations and their promotional 
problems was one of the winning 
agency’s strong selling points. 

Under the Wool Act, the govern- 
ment is guaranteeing an incentive 
price of 62¢ per lb. on shorn wool 
for the marketing year starting 
April 1, 1955. It also provided for a 
referendum among sheep growers 
in which they might vote 1¢ per Ib. 
from wool payments and 5¢ per 
cwt. for lamb and yearling pay- 
ments, in order to finance an all- 
industry promotion effort. 

The sheep men had their vote 
this summer and approved the idea 
about three to one (AA, Sept. 12). 
Headquarters of the new group are 
expected to be in Chicago. 


McGraw-Hill Boosts Two 


Richard H. La Bonte, formerly 
promotion manager of Food Engi- 
neering and Textile World, Mc- 
Graw-Hill publications, will suc- 
ceed Walter Persson, Nov. 15, as 
promotion manager of Business 
Week, when Mr. Persson becomes 
promotion manager of McGraw- 
Hill Publishing Co. Paul F. Mundt 
and Howard J. Bernard, market 
research men, will handle respec- 
tively promotion on Food Engi- 
|neering and Textile World, 


goods they make,” Mr. Phillips . 
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Sales Frustration Leads to Shifts 


of 29 Beer, Wine, Liquor Accounts 


(Continued from Page 3) 
new Guinness beer and ale sales 
division of Guinness, which Goebel 
will produce and market in the 
US. 

H. Gettelman Brewing Co., Mil- 
waukee, to Hoffman & York, Mil- 
waukee, from McCann-Erickson, 
Chicago. 

P. Ballantine & Sons, Newark, to 
William Esty Co. from J. Walter 
Thompson Co., which had handled 
the $6,000,000 account for 20 years. 

Jacob Schmidt Brewing Co., St. 
Paul, to Maxon Inc., Detroit, from 
Batten, Barton, Durstine & Osborn, 
Minneapolis. 

Carling Brewing Co., Cleveland, 
to Liller, Neal & Battle, Atlanta, 
for Carling’s Black Label beer in 
a seven-state area in the south- 
eastern U.S. 

Fox DeLuxe Brewing Co., Chi- 
cago, and Foxhead Brewing Co., 
Waukesha, Wis., to Sorensen & Co., 
Chicago, from Ruthrauff & Ryan. 

Anheuser-Busch, St. Louis, 
named Gardner Advertising Co. to 
introduce its new Busch Bavarian 
beer. D’Arcy Advertising Co. han- 
dles other Anheuser-Busch prod- 
ucts. 


= Frank Fehr Brewing Co., Louis- 
ville, to John W. Shaw Advertis- 
ing, Chicago, from Dooley Adver- 
tising Agency, Louisville. 
Century Brewing Co., Norfolk, 
Va., and Metropolis Brewing, 
Trenton, N.J., to Dowd, Redfield & 


YOU'RE NOT COVERING 
ALL THE APPLIANCE FIELD 
UNLESS you have included . 


ELECTRIC APPLIANCE 


Service NewS 


NOW BEGINNING 
THE 6th YEAR 


as the ONLY Publication Serving the 
Entire Appliance Repair Field 


FOR FACTS about our Pin-Pointed Appli- 
ance Service Field Circulation . . . consult 
Standard Rate and Data Service 


ELECTRIC APPLIANCE SERVICE NEWS 
| 111 W. Jackson Bivd., Chicago 4, Ill. 


Johnstone, New York, and John 
C. Dowd Inc., Boston, from Nor- 
man D. Waters & Associates, New 
York. Both breweries are con- 
trolled by Louis Hertzberg. 

Red Top Brewing Co., Cincin- 
nati, to Ruthrauff & Ryan for Red 
Top beer and ale from Reach, 
Yates & Mattoon, New York. (R&R 
had had the account in °50 and 
51.) 

International Breweries, Detroit 
(a consolidation of Frankenmuth 
Brewery, Frankenmuth, Mich., and 
Iroquois Brewery, Buffalo), to 
Brooke, Smith, French & Dorrance, 
effective Dec. 1. Frankenmuth was 
handled formerly by Ralph Sharp 
Advertising, Detroit, and Iroquois 
by Lloyd Mansfield Co., Buffalo. 

Pabst Brewing Co., Chicago, to 
Leo Burnett Co., Chicago, from 
Warwick & Legler, New York, for 
Pabst Blue Ribbon beer. 

James Hanley Co., Providence, 
to Geo. T. Metcalf Co. from Bo 
Bernstein & Co. 

Utica Brewing Co., Utica, N. Y., 
to Farquhar & Co., Utica, from Bar- 
low Advertising Agency, Syracuse. 


® Major wine and liquor account 
changes in the first half of ’55 in- 
clude the following: 

Dant Distillery & Distributing 
Corp., New York, a Schenley sub- 
sidiary, to Kleppner Co. from Lam- 
bert & Feasley. 

Wine Advisory Board, San Fran- 
cisco, to Roy S. Durstine Inc. from 
J. Walter Thompson Co. 

Schenley Industries, New York, 
(Ancient Age bonded and straight 
whiskies and James E. Pepper 
bonded, straight and _ . blended 
whiskies) to Doyle Dane Bernbach 
Inc. from William H. Weintraub 
& Co. (since reorganized as Nor- 
man, Craig & Kummel). 

Glenmore Distilleries Co., Louis- 
ville, Yellowstone division, to Er- 
win, Wasey & Co., Chicago, from 
Ewell & Thurber Associates; then 
to Compton Advertising. The 
switch to Compton was made be- 
cause of competitive McKesson & 
Robbins whiskies handled by Er- 
win, Wasey. 

Frankfort Distillers Co., Hunter 
and Wilson divisions, New York, to 
Doherty, Clifford, Steers & Shen- 
field from Kenyon & Eckhardt. 
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Browne Vintners Co., New York, 
(White Horse Scotch) to Doherty, 
Clifford, Steers & Shenfield from 
Kenyon & Eckhardt. 


s E. J. Gallo Winery, Modesto, 
Cal., to E. E. Fisher & Associates, 
San Francisco, from Batten, Bar- 
ton, Durstine & Osborn. 

Renfield Importers, New York, 
(Martini & Rossi vermouth, Piper 
Heidsieck champagne and Remy 
Martin cognac) to Reach, Yates & 
Mattoon from Kenyon & Eckhardt. 

Monarch Wine Co., Atlanta, to 
Bearden-Thompson-Frankel Ad- 
vertising, Atlanta, for itself and 
associate companies—Growers Out- 
let, Paradise Wine Co., Sweet 
Georgia Brown Wine Co., Kingman 
Wine Co., Georgia Wine Co., Rose- 
land Wine Co., Georgia Fruit 
Growers, Bojangles Wine Co. and 
Hebrew National Wine Co. No 
previous agency of record. 

Carillon Importers, New York, to 
Chester Gore Advertising for 
Grand Marnier orange liqueur 
from Dowd, Redfield & Johnstone. 

Dubonnet Corp., New York, a 
Schenley Industries subsidiary, to 
L. H. Hartman Co. from Weintraub 
(Norman, Craig & Kummel). 

Eastern Wine Corp., New York, 
to Stephen Goer] Associates from 
Ben B. Bliss & Co. 

Calvert Distillers Co., a Seagram 
subsidiary, to Grey Advertising 
Agency for Calvert Reserve whisky 
and Calvert gin from Lennen & 
Newell, and Carstairs whisky from 
L&N to Dowd, Redfield & John- 
stone. Lord Calvert whisky re- 
mained with Geyer Advertising. 

Schenley Distillers Co., Cream 
of Kentucky whisky to L. H. Hart- 
man Co. from Grey Advertising 
Agency. Old Staff, Cascade, and 
Wilkens Family whiskies are ex- 
pected to be moved from Grey to 
other agencies before the end of 
the year. 


® In addition, Vat 69 Scotch moves 
from Park & Tilford Distillers Corp. 
to National Distillers Products 
Corp., both New York, Jan. 1. 
Storm & Klein now has the ac- 
count. The whisky is distilled by 
Wm. Sanderson & Son, Leith, 
Scotland. No new agency appoint- 
ment has been made. 


Boone Heads New 
McGraw-Hill Unit 


on Communications 


(Continued from Page 2) 


the fact that the expanding nation- 
al economy has created opportu- 
nities for constructive publicity 
beyond the conception the com- 
pany had when the department 
was set up eight or nine years ago. 

“As many industries have grown 
more technical,” he said, “Mc- 
Graw-Hill is being called upon 
more frequently for specific and 
detailed information on technical 
subjects.” 

In addition, he pointed out, the 
company is interested in new areas 
of industry, and has added a 
number of new  publications— 
notably, Aviation Week, Chemical 
Week, Control Engineering and 
Petroleum Week. And the Mc- 
Graw-Hill Book Co. has expanded 
its operations and its list of pub- 
lications. 

“Up to now,” Mr. Montgomery 
said, “the work of the department 
has been handled in New York. 
Under Mr. Boone we expect to 
widen our contacts nationally and 
to do a better job of selective co- 
operation with people who want 
authoritative information which 
McGraw-Hill can make available.” 

It is expected, Mr. Montgomery 
said, that Mr. Boone will develop 
personal contacts throughout the 
country with press, radio and tv. 


a He made it clear that this will 
not entail anything in the nature 
of circus stunts. Mr. Boone will 


be an emissary of the company— 
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If an import has a history 

That's proud and full of merit 
Why should it be a mystery? 

You'd think they would declare it! 
For over 300 years Americans have been 


importing fine British Woullens. When buying 
clothes look for the fabrics proudly labelled 


Brutish Weollent 


British Woollens « , Fobries Forever in Fashion + 511 Fifth Avenue, New York 17, New York 


TALKING SHEEP—To make sure consumers realize that it is referring 
to British imports—and not all imports—British Woollens ran this 
as part of a series of jingle ads. 


British Woollens’' Campaign Urges Buyers 
of Imports to Ask, ‘Imported rons Where?” 


(Continued from Page 2) 
A not inconsiderable aspect of | 
the series in The New Yorker has 


been the readiness of clothes man- |} 
ufacturers and clothes retailers to|/ 


buy space in The New Yorker, and | a 


elsewhere, to tie in with the cam- 
paign. Southwick Superflex clothes, 


for instance, purchased two-thirds | = 


of a facing New Yorker page to 
make the most of the British Wool- 
lens drive. Southwick, Kuppen- 
heimer and others listed their out- 
lets by city. 
Neither British Woollens nor the 
Bennett agency went into the cur- 
rent drive unprepared. The way 
was cleared last spring with a 
series of seven 56-line insertions 
in The New Yorker and Time. Each 
of these showed a highly stylized 
lamb which spoke in rhyme. Sam- 
ple: 
To protect your future pleasure, 
Let us call a spade a spade, 

Just “imported” on some treasure 
Doesn’t tell you where it’s 
made. 

This was followed by the selling 
message: “The finest woollens 
come from Britain. When buying 
clothes look for the name British 
Woollens.” 


® In addition to these commission- 
able ventures into print, Bennett 


INTERNATIONAL SET—This distin- 


guished looking duo—an actor- 

turned model and a model-turned- 

countess—brightens up the British 

Woollens ad in the Oct. 29 New 
Yorker. 


has come up with a number of 
point of sale devices, including a 
mobile with a cutout of the Brit- 
ish Isles, surrounded by the legend, 
“British Woollens.” There are also 
laminated plaques for counter and 
window displays, mat sheets, book- 
lets and hang tags. 


not to sell, but to offer the serv- 
ices of McGraw-Hill to news out- 
lets for technical information and 
background material whenever 
they have need of such services. 
It is proposed to operate selec- 


tively, Mr. Montgomery said, and 
to develop a service for coordinat- | 


ing information in fields covered 
by all McGraw-Hill publications. 

“In this connection,” Mr. Mont- 
gomery added, “it is proposed to 
take information gathered for spe- 
cial audiences—that is, for those of 
specific McGraw-Hill publications 
—and give it broader circulation 
when the nature of the subject 
justifies such use, and public in- 
terest warrants it.” 

Department expansion, he said, 
depends on developments. 


se Mr. Montgomery stressed that 
the new functions of the company’s 
communications department will 
not be public relations, as such. 
The company, he said, has never 
had a public relations department. 

The McGraw-Hill management 
conceives of public relations as an 
over-all responsibility of many 
people in the company—principally 
its chief executives, salesmen and 
editors. 

No centralized department could 
do an adequate public relations 
job, he said, because in a diversi- 
fied company such as McGraw- 
Hill there are too many facets to 
be covered. The communications 
department, he said, will help ma- 
terially in furthering the over-all 
public relations of the company, 
but its main function will remain 
in the field of publicity and spe- 
|cialized communications generally. 

Mr. Montgomery also emphasized 


that Miss Fisk’s work in building 


‘up the department has been of in- 


| 


estimabie value. She will continue, 
he said, to manage operations of 
the department under Mr. Boone. 


St. Louis Agencies Merge to 
Form Lynch, Hart & Stockton 

Lynch & Hart Advertising Co. 
and Stockton & Associates, both 
St. Louis, have merged to form 
Lynch, Hart & Stockton Adver- 
tising Co., effective Nov. 1. The 
two agencies will combine oper- 
ations at 25 S. Bemiston Ave., 
Clayton, Mo., in Lynch & Hart’s 
present quarters. 

Officers of the new corporation 
are Richard C. Lynch, president 
and treasurer; John T. Hart, exec. 
v.p. and secretary; Richard B. 
Stockton, v.p., and Robert J. Wol- 
tering, v.p. Mr. Lynch, Mr. Hart 
and Henry H. Rand continue as di- 
rectors. Lynch & Hart was’ estab- 
lished in February, 1954, and 
Stockton was formed in December, 
1952. According to Mr. Lynch, the 
merger will result in an expanded 
account service department, addi- 
tional art and production facilities 
and a new merchandising, market- 
ing and research department. 


Fleur Cowles Leaves ‘Look’ 
Mrs. Fleur Cowles has resigned 
as associate editor and member of 
the board of Look, New York, 
effective Nov. 12, and will live in 
London, where she has purchased 
a home. She will continue her as- 
sociation with Look, however, as 
foreign editorial consultant, and 
occasionally will carry out edito- 


rial assignments for the magazine. 
Mrs. Cowles joined the Look staff 
‘in January, 1947. 
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This Week in Washington... . 


of the service. 


Car Men Fear ‘Uninformed Lending’ 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Oct. 27—The in- 


stalment credit problem refuses to 
subside. Last week retail groups is- 
sued an analysis arguing that the 
current $33 billion backlog of in- 
stalment debt is not excessive in 
relation to record levels of con- 
sumer income. 

Now, however, the National Au- 
tomobile Dealers Assn. is hoisting 
the storm signals. In 1955, auto 
“paper” increased by 14.3% as 
dealers struggled to dispose of 
roughly 8,000,000 cars. Moreover, 
there has been an unprecedented 
stretching out of terms, with down 
payments in some instances as low 
as 10%, and repayment periods of 
36 months and more. 

This week the dealers called in 
bankers and others of the more 
conservative category of money 
lenders. With manufacturers talk- 
ing in terms of upwards of 9,000,- 
000 cars in 1956, the dealers are 
wondering whether the lending in- 
stitutions can handle the load with- 
out a complete demoralization of 
the credit market. 

Rear Adm. Fred Bell, president 
of NADA, says the dealers share 
the concern of the Federal Reserve 
Board over the credit situation. 
“There is too much uninformed 
lending going on,” he says, “by in- 
stitutions which forget that the 
value of an automobile drops 
sharply as soon as it is driven out 
of the showroom.” 


Lucky North Carolina: As the 
first state published in the new 
census of business, North Carolina’s 
dramatic progress since 1948 made 
headlines on business pages across 
the country this week. Other states, 
which also may show good gains, 
will get only routine handling as 
the state bulletins pour out of the 
Census Bureau during the next few 
weeks. 

North Carolina’s totals made in- 
teresting reading. Its retail total 
was up 44% from 1944, compared 
with a 31% increase for the nation 
as a whole (on the basis of the bu- 
reau’s monthly retail trade survey). 
Filling station volume was up 75%, 
auto dealers 55% and food stores 
and eating and drinking places 
48%. Apparel and general mer- 
chandise groups, on the other 
hand, increased only 23% and 24% 
respectively. Besides breakdowns 
for major lines of trade, the pre- 
liminary state bulletins cover each 
county in the state, plus all com- 
munities of more than 2500 per- 
sons. There will be three bulletins 
for each state—one each for retail, 
wholesale and services trades. The 
complete set for the 48 states and 
the nation as a whole should be out 
before the end of the year; now is 
the time to write the Census Bu- 
reau, Washington 25, D.C., for a 
catalog. 


Postal Reappraisal: The Senate 
post office committee will soon ap- 
point a new citizens advisory coun- 
cil to renew its investigations of 
the operations of the Post Office 
Department. Two years ago a citi- 
zens committee made extensive 
proposals for improved operations 
and budgeting procedures, only to 
find itself embroiled in a dispute 
with Postmaster General Arthur 
Summerfield. 

The new advisory council, which 
will include postal experts from 
the publishing business, will try to 
revive interest in some of the 


major ideas of the original ad-| 


visory group. Among the key points 


is a resolution declaring that the) 


Post Office should be treated as a 
public service. If adopted, such a 
resolution would take the edge off 
the administration’s demands for 


‘postal rates covering the depart- 


ment’s full operating costs. 
Advisory council members em- 
phasized that they are against ex- 
cessive deficits, but they contended 
that the Post Office performs many 
uneconomic public services which 


in 1956. 


s 

Housing Time-Bomb?: National | 
Assn. of Home Builders has warned| vince them the market has not 
its members that tighter mortgage | been overbuilt, in terms of family 


ers generally, instead of by patrons, has been curtailed, so that the ’56) say, and result in a substantial cur- 


output may drop by 50,000 to 100,- 
000 units. 
Home builders say statistics con- 


terms decreed by federal agencies | formation, consumer buying power 
last summer may cost the national|and consumer buying intentions. 
economy $500,000,000 to $1 billion| They say ample construction al- 


ready is under way to carry through 


The association reports the num-|the beginning of the °56 building 
ber of housing starts already has| season. Failure to modify mortgage 
turned downward. Worse than that,| restrictions soon, however, would | 
should be financed by the taxpay- it says, advance planning for 1956 | discourage advance planning, they | 


tailment of activity in the second 
half of next year. 


DOBECK ADDRESSING SERVICE 


We specialize in addressing from 
original inquiries, on labels, enve- 
lopes, stencils, etc. 

Pry 5” Mailing, Mimeographing 
5414 West Division St. Chicago 51, Ill. 
Phone: EStebrook 8-4260 
We pick up and deliver 


“Yipes, did he hit the ceiling!” 


® It’s mighty easy to go up in the air about today’s 
high costs. But here’s a down-to-earth idea that 
will have you on solid ground in no time. 

If high printing costs put you up there, come 
down and take a good look at the paper you are 
now using. One-third of every dollar you pay out 
for printing bills goes for paper. It’s perfectly true 
that a short time ago papers of equal quality cost 
approximately the same. But not today! 

Today, Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality. 

These savings are made possible by a modern 


papermaking method perfected and pioneered by 


Consolidated. It eliminates several costly manu- 
facturing steps, yet maintains finest quality. 
We’re ready to prove that Consolidated Enamels 
will cut your printing bills. Just say the word to 
your nearest Consolidated Paper merchant, or 
write us direct for free trial sheets to make a test 


run. Then the verdict is up to you. 


| 


o _ enamel 
' printing 


papers 


production gloss * modern gloss «flash gloss 


productolith « consolith gloss * consolith opaque 
CONSOLIDATED WATER POWER & PAPER CO. Seles Offices: © 135 8. Le Salle St., Chicage 3, MM, 
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FCC May Be Forced to Impose New TV 
‘Freeze to Solve UHF-VHF Crisis 


(Continued from Page 1) 

Moreover, the new freeze prob- 
ably would be of short duration. 
While the 1950 freeze lasted more 
than 30 months, much of the delay 
was caused by the commission’s 
determination to deal with color 
television in the same hearing. The 
new freeze, when and if it comes, 
will deal solely with technical de- 
velopments which have taken place 
since 1952 and will center chiefly 
on the u.h.f. question. 


ew Nevertheless, there will be no 
lack of controversy. Many telecast- 
ers and some commission members 
already are convinced that u.h.f. 
should be abandoned and that tv 
should be squeezed into the 12 v.h.f. 
channels, with perhaps a handful 
of new channels in the v.h.f. band 
to ease the pinch. 

On the other hand, some com- 
mission members and some of the 
industry’s leading technicians feel 
u.h.f. is needed for the long-range 
growth of the industry, and that 
the commission must think in 
terms of remedies that will 
strengthen u.h.f. 

The informal meetings of FCC 
with telecasters during the past 
few weeks have pointed up the 
likelihood that the situation cannot 
be corrected without a full-dress 
review of the 1952 allocation plan. 

Several plans, most involving 
partial abandonment of u.h.f., have 
been submitted informally. But it 
has become readily apparent that 
any change contemplated by the 
commission will result in “injury” 
to one or more broadcasters, and 
lead to court fights. 


® Some lawyers feel the commis- 
sion’s private meetings with in- 
dustry members have already com- 
promised its impartiality to the 
point where any action that is 
taken can be successfully chal- 
lenged in court unless full public 
hearings are held. 

The crisis has been developing 
for over a year. 

Under FCC’s 1952 allocation 
plan, 72 new tv channels in the 
u.h.f. band were freely intermixed 
with the 12 v.h.f. channels estab- 
lished when tv got under way at 
the end of World War II. FCC 
thought intermixture would en- 
courage manufacturers to build 
sets capable of receiving the new 
channels, and that technical im- 
provements would give u.h.f. the 
same coverage features as the old 
v.h.f. stations. Even when it be- 
came apparent that u.h.f. faced a 
fatal competitive disadvantage, 
and that manufacturers were not 
making u.h.f. sets, FCC continued 
to hope that u.h.f. stations would 
eventually fight their way out of 
the jam. 


® By the beginning of 1955, the 
outlook for u.h.f. was already so 
serious that congressional commit- 
tees were demanding that FCC 
take another look at the basic idea 
of “intermixture.” While 107 u.h.f. 
stations are operating now (com- 
pared with 347 v.h.f.) most of the 
remaining 103 u.h.f.s authorized by 
FCC are marking time, and scores 
of u.h.f. construction permits have 
been turned back. 

Early this spring the problem 
came to a head when telecasters 
in several communities proposed 
local “de-intermixture” plans cre- 
ating all-u.h.f. and all-v.h.f. com- 
munities. 

FCC had already heard formal 
arguments on these de-intermix- 
ture plans when other industry 
members began beating the drums 
this summer for a large-scale re- 
treat from u.h.f.° 


® Under these proposals, addition- 


al v.h.f. assignments would be 
created through the use of low-) 
power “drop ins,” and directional | 
antennas. Also, some plans pro- 
posed that FCC move government 
services, fm and others out of the 
v.h.f. band to create one or more 
additional v.h.f. assignments. 


® In the past few weeks, FCC has 
had conferences with NBC, CBS, 
ABC, DuMont, and a group of 
u.h.f. operators. In each instance 
it received detailed re-assignment 
proposals. To assure “competitive” 
coverage to the nation’s top mar- 
kets these plans usually suggested 
a minimum of three stations in 
each market. 

In some instances they continued 
to use both u.h.f. and v.h.f., but 
with no local competition between 
stations lodged in the two bands. 
Other proposals were for all-v.h.f. 
or all-u.h.f. systems. One plan, 
filed with FCC by CBS, assumed 
that it is not economically possible 
to support more than 600 stations 
in the foreseeable future, compared 
with nearly 2,500 assignments 
available under the existing allo- 
cation plan. 


® During a conference last week 
with u.h.f. operators the commis- 
sion got a sharp warning of the 
dangerous ground it was treading 
when the attorney for some of the 
u.h.f. stations which have argued 
for de-intermixture warned that 
the commission has no right to be 
discussing these problems with 
broadcasters outside the hearing 
room. 

When he made it clear that FCC 
would be taken to court if it de- 
cided the de-intermixture cases on 
the basis of any information ob- 
tained outside the hearing room, 
the conference with u.h.f. opera- 
tors virtually broke up. 

Lawyers generally take the posi- 
tion that there is considerable mer- 
it to many of the plans that have 
been submitted informally, but 
that it is impossible for FCC to act 
legally until all these issues are 
discussed in public hearings, where 
witnesses can be called and cross 
questioned. 


® While there is no particular plan 
widely accepted as a Utopian solu- 
tion to the problem at this time, it 
seems that no solution at all can 
be reached until FCC stops the 
processing of additional tv appli- 
cations, and looks into the techni- 
cal and economic developments 
which appear to have made the 
1952 allocation plan obsolete. 

Since any change in assignments 
sets off a chain reaction which in- 
evitably changes the assignment 
prospects in neighboring commun- 
ities, there is a growing belief that 
any effort to solve the problem on 
a piecemeal basis would be inad- 
equate and would only lead to 
more trouble. 


® Since the commission would 
want to retain maximum flexibil- 
ity to change assignments, it seems 
sure to conclude before many more 
days that the processing of addi- 
tional applications will have to 
stop until new policies are adopted. 

There’s one sure thing: The 
commission is not going to rush in- 
to anything which will obsolete 
any substantial percentage of the 
sets already in the hands of the 
public. 


Morrison to Roger & Gallet 


Dorothy Morrison, formerly ad- 
vertising and publicity director of 
Rilling Dermetics, has joined Roger 
& Gallet, New York manufacturer 
of toilet articles, as publicity and 


promotion director. 


FORMIDABLE!— Wellington Sears Co., 
Nov. 12 New Yorker and the November House Beautiful to extol— 
in French—the glories of its new Martex gourmet print dish towels. 
The Hoise Beautiful version will carry facing b&w space explaining 


further in English. Ellington & 


R rT E 


nouveaux “dish towels.” 


Magnifique! Formidabie! 


v x 
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Gourmet Hand Prints 


Daje le monde entier sat que les Francais salt les meiieurs 
chets du monde 
que Martes fait ies plus grands et les plus beaux 

“dish towels” du monde! Ces dessins nous ont tellement 


et bienté! tout le monde reconnaitra 


captives por leur espirit francais que nous avo ~ t 
vous les décrire en frangass. A droite, vous trouverez 


fo fiste des magetuns qui sont fiers de vendre ces 


New York, will use pages in the 


Co., New York, is the agency. 


General Outdoor Will 
Dispose of Holdings 


in Four Large Cities 


(Continued from Page 1) 
The companies in which General 
Outdoor must dispose of its hold- 
ings are: 


e Pittsburgh Outdoor Advertising 
Co., which is to be sold to that 
company for $2,150,000. Sale be- 
comes effective Dec. 15. 


e Alabama Outdoor Advertising 
Co., which is to be sold to that 
company for $350,000. Sale be- 
comes effective Nov. 1. 


e Central Outdoor Advertising Co., 
Cleveland, and Walker & Co., De- 
troit. GOA has two years in which 
to divest itself of its interests in 
these two companies. If not dis- 
posed of by then, these interests 
will be transferred to a court ap- 
pointed trustee, who will dispose 
of them under terms and condi- 
tions decided by the court. 

Sale of GOA holdings in the 
Pittsburgh and Alabama companies 
has made it possible for GOA to 
retire the last of its outstanding 
preferred stock, the company an- 
nounced. The last 20,000-odd 
shares of $6 preferred stock will 
be retired as of Feb. 15, 1956, at 
$106.50 per share including $1.50 
for all dividends accrued and un- 
paid to that date. 


® General Outdoor is permitted 
by the decree to maintain its in- 
terest in Outdoor Advertising Inc., 
national sales representative for 
the outdoor advertising industry. 

However, it must limit its inter- 
est in OAI common stock to the 
30% which it now owns. While the 
company had owned considerably 
more of the common stock, it dis- 
posed of much of these holdings 
earlier in the year. 

The decree also permits General 
Outdoor to retain one director on 
the board of Outdoor Advertising 
Inc., but four other directors af- 
filiated with General Outdoor must 
resign. 

Also, Kerwin H. Fulton, chair- 


man of the board of Outdoor Ad- 
vertising Inc., and Albert E. Gans, 
a v.p., must resign from the board | 


of GOA. 

All of the specified resignations 
have taken place, according to 
GOA. 


ws The judgment also contains a 
number of provisions bearing on 
competitive conditions in the in- 
dustry. Under these provisions, 
GOA may not as a condition of 
sale of panel space in one market 
require the buyer to buy space 
from GOA in another market; may 
not put up panels impairing visi- 
bility of the panels of another op- 
erator; may not try to keep an ad- 
vertiser or agency from using the 
services of a competitive operator, 
and may not offer a client a dis- 
count, bonus, rebate or other con- 
cession from its published rates. 


® Burr L. Robbins, president of 
GOA, said that the company feels 
that “the action (consent decree) 
will work to the satisfaction of all 
parties concerned. As for General 
Outdoor, it ends a long period of 
uncertainty and distraction going 
back as far as 1946, when the gov- 
ernment started its investigation.” 

The suit had caused GOA con- 
siderable expense, he added, and 
the company was glad to be spared 
any additional trial costs. 

“The action now enables us to 
direct all of our energies to the 
improvement of the company and, 
with the uncertainty of the future 
removed, to plan for the further 
development of our company.” 


® General Outdoor thi week re-| 
ported operating revenue for the 


nine months ended Sept. 30 of 
$23,637,785, compared with $22,- 
635,020 for the comparable period 
of ’54. 

Net income for the period was 
reported as $1,867,041, compared 
with $1,903,768 for the first nine 
months of ’54. 


Rau Joins Olin Mathieson 

William E. Rau has been ap- 
pointed advertising and sales pro- 
motion manager of the metals di- 
vision of Olin Mathieson Chemical 
Corp., a new position. He was for- 
merly product advertising man- 
ager of the organic chemicals di- 
vision of Monsanto Chemical Co. 
Mr. Rau will make his headquar- 
ters at East Alton, Ill. 
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Creditor Troubles 
Loom for Bankrupt 
Wm. H. Wise & Co. 


New York, Oct. 27—A meeting 
of the creditors’ committee, aimed 
at saving the foundering book pub- 
lishing house of William H. Wise 
& Co., has been called for Tuesday, 
Nov. 1. 

This week the company made a 
sharp cut in personnel in all de- 
partments. Company executives 
declined to comment on the num- 
ber involved, but estimates range 
from several dozen to several 
hundred. 

Among other things, the credi- 
tors’ committee is slated to re- 
view future deferral of payments 
by Wise. The company filed a vol- 
untary bankruptcy petition nearly 
three years ago in which it listed 
liabilities of more than $2,000,000, 
assets of nearly double that 
amount and, under Chapter 11 of 
the Bankruptcy Act, proposed a 
settlement to its creditors of 100% 
in deferred payments. 


® Since then, some of the sched- 
uled payments have been de- 
ferred, with the consent of the 
creditors’ committee. A committee 
attorney pointed out to AA that 
the company is not in default. 

Top creditors at the time of the 
voluntary petition were Hearst 
Publishing Corp., owed sums in the 
neighborhood of $200,000, and 
Thwing & Altman, one of Wise’s 
advertising agencies and a creditor 
for more than $100,000. The agency 
estimates its debt currently at 
about $88,000. 

Kelly, Nason Inc., listed in the 
Standard Advertising Register as 
another Wise agency, was notified 
this week to mark time on its fu- 
ture operations for John J. Craw- 
ley & Co. Crawley, owned by the 
family of John J. Crawley, who is 
president of Wise, publishes re- 
ligious books which are sold by 
Wise. 


® Once among the larger space ad- 
vertisers, Wise has cut its promo- 
tion sharply since it filed its re- 
organization petition. 

Last year total advertising, as 
reported by Leading National Ad- 
vertisers Inc., amounted to $198,- 
845, the bulk of which was for in- 
sertions in The American Weekly. 
For the first six months of this 
year, Wise expenditures totaled 
$36,050, LNA reported. 

Officials of the company as well 
as the creditors’ committee de- 
clined to give any explanation for 
the publisher’s current difficulties. 


‘San Francisco Chronicle’ 
Names Thieriot Publisher 


Charles deYoung Thieriot has 
been named editor and publisher 
of the San Francisco Chronicle, 
succeeding George Toland Camer- 
on, who died Oct. 
3 (AA, Oct. 10). 
Mr. Thieriot be- 
comes the third 
publisher of the 
newspaper since 
it was founded 
in 1865 by his 
grandfather, N. 
H. deYoung. With 
the Chronicle 
since 1936, Mr. 
Thieriot has been 
assistant publish- 
er since 1952 and general manager 
of KRON-TYV since 1949, a post he 
will continue in addition to his new 
duties as publisher. He also was 
named president of Chronicle Pub- 
lishing Co. 

The newspaper’s board of direc- 
tors also elected Joseph O. Tobin 
chairman, filling the position for- 
merly held by Mr. Cameron. Mrs. 
George T. Cameron, his widow, 
was named to a vacancy on the 


Charles Thieriot 


board. 
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N. Y. Stock Exchange 
Tightens Ad Rules 
‘for the Record’ 


New York, Oct. 28—The New 
York Stock Exchange has tight- 
ened its rules on what may be used 
in advertisements of stock, mar- 
ket letters and sales literature. 


Keith Funston, president of the}: 


exchange, released a letter to all 


members setting forth standards|@ 


to be observed ih “any form of 
communication about investment 
or securities.” 

The step has been taken, Mr. 
Funston said, merely to put the ex- 
change on record, not because any 
ad by the exchange or any of its 
members has occasioned criticism. 

Rule 702 of the exchange re- 
quires all market letters to be 
approved by a partner of a member 
firm or by a stockholding officer 
of a member corporation. This has 
been expanded to include all sales 
literature for general circulation. 
Copies of approved material must 
be kept on file for three years. 


® Rule 703 has been altered to re- 
quire all scripts of television and 
public telephone market reports, as 
well as radio broadcast material, 
to be sent to the exchange. 

A list of unacceptable practices 
include the following: 

“Any recommendations for the 
purchase, sale or switch of any 
specific securities without provid- 
ing or offering to provide, upon re- 
quest, information about the se- 
curities. 

“Assurances of future profits or 
income by use of past records, 
charts, tables or otherwise. 

“A prediction as to future per- 
formance of a security or of the 
market generally without making 
clear that the statement reflects 
opinion and not fact. 


= “Any representation that the 
purchase of securities is without 
risk, or offers the safety features 
of savings accounts, insurance an- 
nuities or government bonds. 

“Any statement that gives an 
assurance that the purchase of a 
stock will yield a stable, lesser or 
greater return in the future or will 
assure financial security, pension 
income or money for future ob- 
ligations or for a college education. 

“Any explanation of the bene- 
fits of dollar cost averaging with- 
out making clear the importance of 
the long-range price trend of the 
security, [as well as making clear] 
that the market price of the secur- 
ity may fluctuate and that the pur- 
chaser if buying on time must be 
able to continue his periodic pay- 
ments through good times and 
bad.” 

Although official confirmation 


EMON 


sao, LEMONADI 


SIMULACRUM—Timed to run during 
the convention of the National 
Assn. of Food Chains in Chicago, 
Oct. 30-Nov. 2, this ad for 
ReaLemon products was designed 
to look like a supermarket news- 
paper ad. It will run in Food Mart 
News and Chain Store Age. Rut- 
ledge & Lilienfeld is the agency. 


could not be obtained, this is be- 
lieved to be the first time that the 
New York Stock Exchange has 
spelled out so explicitly the kinds 
of advertising and sales literature 
it will not condone by members. 


Newspaper Ad 
Revenues May Hit 
$3 Billion in ‘55 


New York, Oct. 28—Media 
Records Inc. and the American 
Newspaper Publishers Assn. yes- 
terday reported that national 
newspaper advertising linage set a 
new all-time high in the first nine 
months this year. 

Aided by record gains in Sep- 

tember, total newspaper advertis- 
ing revenue for all of 1955 should 
climb to $3 billion, “by far the 
greatest sum ever invested in any 
advertising medium,” the ANPA 
said. 
Automobile advertising led the 
upturn. In September it jumped 
64.5% from a year ago. The gain 
in automobile linage for the first 
nine months was 29.9%. 

Total national advertising was 
up 21.1% in September from year 
ago levels, and for the nine-month 
period the increase was 11.7%. 


Wayne Retains Research Co. 
Tucker Wayne & Co., Atlanta, 
has retained Oxford Research As- 
sociates, Oxford, O., to service 
midwestern clients in research, 


merchandising and public relations. 


. 
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Cazel 


Schlegel 


Detchon 


CAMPAIGN STRATEGY—Cory Corp. and Dancer-Fitzgerald-Sample ex- 
ecutives discuss plans for merchandising a full-color full-page ad 
which will run in Esquire, The New Yorker, Newsweek and Time 
for the Crown Jewel automatic percolator and electric knife sharp- 
ener. They are Lyle R. Cazel, Cory ad* manager; N. H. Schlegel, 


Cory v.p. in charge of sales and 


Dancer-Fitzgerald-Sample v.p. 


advertising, and Elliott Detchon, 


PS iiatemon 


Last Minute News Flashes 


Revlon Introduces Silicare, Medicated Lotion 


New York, Oct. 28—Revlon Products Corp. will launch a new med- 
icated hand lotion called Silicare on the “$64,000 Question” next week, 
to be followed by b&w pages in November issues of Life, Parade, The 
American Weekly, This Week Magazine and independent Sunday sup- 


.|plements. Copy theme for Silicare, which retails for $1.25, is: ‘“Cos- 


metic lotions can’t heal rough, red, hurt hands.” The product was pro- 
‘|moted on radio on the show’s first radio simulcast this week, but the 


tv debut will start the big push. Norman, Craig & Kummel is the 
agency. 


Monsanto Schedules Christmas Toy Promotion 


St. Louis, Oct. 28—The plastics division of Monsanto Chemical Co. 
‘| will back up manufacturers of plastic toys with a Christmas promo- 
tion using “Winky Dink and You” (CBS-TV) two weekends in De- 
cember and Dell Comics Group Nov. 28, plus spreads in Chain Store 


“si Age, Playthings, Toys & Novelties and Variety Store Merchandiser. 
..\| Needham, Louis & Brorby, New York, is handling. 


Stock Broker Becomes Radio Network Sponsor 


New York, Oct. 28—Harris, Upham & Co. became the first stock 
broker to be a national network sponsor when it signed for ABC 
Radio’s new “Wall Street Final” newscast, starting Oct. 31. The Mon- 
day-through-Friday review of New York Stock Exchange activities 
will be broadcast from 4:55 to 5 p.m., CST, except in New York, where 


it will run an hour and a half later. Lewin, Williams & Saylor is the 
agency. 


Otarion Names Mathes; Other Late News 


e Otarion Inc., Dobbs Ferry, N.Y., maker of The Listener, first eye- 


glass hearing aid, has switched from Roberts & Reimers, New York, 
to J. M. Mathes Inc. 


e Reliance Pencil Corp., Mt. Vernon, N. Y., has named Wexton Co., 


New York, to handle its account, which was formerly with Richard 
& Gunther. 


e I. Orrin Spellman, formerly advertising and promotion manager of 
Holiday, will join Kenyon & Eckhardt Nov. 1 as v.p. and regional 
manager in Philadelphia. 


e Arthur S. Bostwick has been named director of public relations of 
Fuller & Smith & Ross, Cleveland, to succeed the late Charles A. 
Seltzer Jr. Mr. Bostwick joined F&S&R in 1950. 


e Vespa Distributing Corp., New York, subsidiary of the Italian in- 
dustrial company, Piaggio & Co., will begin interviewing advertising 
agencies Monday to select one to handle an introductory campaign 
for the Vespa, Italian-made motor scooter. 


e In the wake of newsprint price increases (see story on Page 1), 
the Louisville Sunday Courier-Journal’s price will be increased by a 


nickel to 20¢. The Sunday edition went from 10¢ to 15¢ in Janu- 
ary, 1948. 


e Henry J. Barbour has been named manager oé advertising and pub- 
lic relations for Fairbanks, Morse & Co., Chicago. Mr. Barbour, who 
has been associated with the company for 31 years, succeeds L. A. 
Harlow, whose new affiliation will be announced soon. 


NBC-Radio Signs 
Three Sponsors for 
New ‘Weekday’ Show 


New York, Oct. 28—Three spon- 

sors have signed for NBC Radio’s 
new daytime service, ““‘Weekday,” 
starting Nov. 7, the premiere date 
of the program. 
Associated Products, Phillips- 
Jones Corp. and Mennen Co. have 
bought two daily one-minute 
announcements apiece, Monday 
through Friday. Contracts, which 
run until the end of the year, were 
set by Grey Advertising, agency 
for the three advertisers. 

Gross prices for “Weekday” an- 
nouncements are: $1,500 for one 
minute, $5,625 for a minimum of 
five 30-second announcements per 
week and $4,500 for a minumum of 
10 six-second identifications a 
week. An advertiser who buys as 
many as ten minutes weekly qual- 
ifies for 10% weekly discount; 250 
minutes-a-year purchasers are eli- 
gible for a 20% annual discount. 

Orders for “Weekday” clear- 
ances did not go out to stations 
until yesterday, so it’s too soon to 
say if any stations, which fear the 
further extension of the network 
into the spot business, will refuse 
to clear time. However, the net- 
work anticipates no serious diffi- 
culties on this point since about 
90% of the affiliates have ap- 
proved their revised contracts, in- 
cluding provisions for network 
compensation for the “Weekday” 


sales pattern. Unlike “Monitor,” it 
will offer regularly scheduled fea- 
tures and will be aimed directly 
at women. 


Warner-Lambert 
Buys 29% Interest 
in Emerson Drug Co. 


BALTIMORE, Oct. 27—Warner- 
Lambert Pharmacal Co. has bought 
a 29% interest in Emerson Drug 
Co., maker of Bromo-Seltzer. The 
purchase was from Mrs. Margaret 
Emerson, daughter of the com- 
pany’s founder, and her family. 

Francis H. McAdoo, president of 
Emerson, told AA the purchase by 
Warner-Lambert will in no way 
change the personnel, marketing 
or advertising operations of the 
company. 


Hitchcock Publishing Co. 
Names Schleicher V. P. 

William F. Schleicher, editor of 
Machine & Tool Blue Book, has 
been named v.p. 
and editorial di- 
rector of Hitch- 
cock Publishing 
Co., Wheaton, III. 
Mr. Schleicher 
joined Hitchcock 
in October, 1946, 
and until now, 
' most of his ac- 
. tivities have been 
concentrated on 
Machine & Tool 
Blue Book. 


William Schleicher 


series. His new duties will include edi- 
torial direction of all Hitchcock 
a “Weekday,” which spotlights |publications, which also include 


Margaret Truman and Mike Wal- | Wood Working Digest, Grinding & 
lace as hostess and host, will be | Finishing, Resale, Mass Transpor- 
“Monitor”-like in its scope and|tation and three directories. 
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McDonald Heads 
NBC Special Unit on 


Political Broadcasts 


New York, Oct. 27—Looking 
ahead to the 1956 Presidential race, 
the National Broadcasting Co. has 
set up a special unit to coordinate 
all sponsored political broadcasts 
for what is expected to be a very 
intensive campaign. 

Joseph A. McDonald, NBC 
treasurer, was named to head the 
political broadcast unit. All re- 
quests for political time purchases 
will be referred to this unit, which 
will serve as a liaison with all 
other network departments in- 
volved. 

It has not yet been decided if 
the network will make a charge 
for the primary campaigns which 
precede the nominating conven- 
tions. Four years ago, radio and 
tv for the most part handled this 
phase of the election year news 
on a public service basis. Whether 
charges will be made for appear- 
ances by various would-be candi- 
dates, including those who enter 
state primaries, will depend on 
how the campaign shapes up. 


a Robert W. Sarnoff, exec. v.p. of 
NBC, who set up the industry’s 
first political broadcast unit, said 
the move was made to simplify 
the procedure for all concerned. 
Advance planning will, it is 
hoped, help the network take care 
of the special requests that fre- 
quently are received on _ short 
notice in the course of a hot race— 
and do so with a minimum of in- 
terference with the normal adver- 
tising schedule. 

There have been hints from po- 
litical prognosticators that the 
Republicans and Democrats will 
be doing their 1956 radio and tv 
shopping earlier than usual, but 
Mr. McDonald said no orders for 
time have been received yet. 

Earlier this year NBC reported 
that the network is formulating a 
plan whereby it will offer five- 
minute and one-minute periods for 
sale to the political parties next 
year. Setting aside of half-hour 
blocks of ordinarily sponsored time 
for sale to the parties also is un- 
der consideration. 


International Latex 
Seeks to Enjoin 


Revlon on Ad Term 


New York, Oct. 28—Internation- 
al Latex Corp. has filed a petition 
in supreme court for an injunction 
restraining Revlon Products Corp. 
from using the word “Living” in 
connection with its lipsticks or 
other items. 

Revlon is charged with trade- 
mark infringement and unfair 
competition in the use of “Living” 
in its business and advertising. 
A. N. Spanel, chairman of Inter- 
national Latex, stated that the 
trademark “Living” has been used 
by his company for more than 15 
years. Used first for latex girdles 
in 1940, it was extended to gloves 
and brassieres last year. “I esti- 
mate that approximately $2,000,000 
is attributable to advertising ex- 
penditures in connection with 
‘Living’ girdles,” Mr. Spanel said. 

International Latex seeks both 
temporary and permanent injunc- 
tions, an accounting and damages. 


Utica Forge Names Munson 
Edmund Munson, formerly in 
the sales analysis department of 
turbine parts division of Utica 
Drop Forge & Tool Corp., Utica, 
N.Y., has been appointed advertis- 
ing manager of the corporation to 
succeed Fred Hale, who will go 
into the advertising agency busi- 
ness about Nov. 15. He will an- 
nounce his plans within a few 


weeks, 
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Tue ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED ' 


HELP WANTED 


WANTED, HOUSE ORGAN’ EDITOR. 
Large Florida concern wants competent 
house organ editor, salary range $5000 to 
$6000 plus many company benefits. The 
man we are looking for should have at} 
least 2 years actual experience in this 
work and newspaper publicity and public 
relations experience would be desirable. 
Send full details giving resume of back- 
ground and include small snapshot if pos- | 
sible. Box 7875, ADVERTISING AGE 
200 E. Llinois St., Chicago 11, Ill. 


| years’ 


COPY CONTACT 
A strong and growing Chicago agency in 
the industrial field needs you if you have 
some experience in creating industrial ad- 
vertising, direct mail, publicity. You 
should be willing, even eager, to do some 
contact work with clients. A couple of 
experience with the right back- 
ground and right state of mind should 
qualify you for this job. 
Box 7876, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha. 7-1991 Chicago 


INDUSTRIAL COPYWRITER 
Young (30-40), experienced writer wanted 
by medium size 4A agency for creative 
copy job on large industrial account. | 
Broad industrial experience preferred. 
Some selling, consumer copy experience 
desirable. Knowledge of various phases of 
graphic arts helpful. Salary open. 

Box 7872, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Ill. 
BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
A 2-2306 202 S. State St. Chicago 


SPACE SALESMAN 
CHICAGO TERRITORY 
ON TOP METALWORKING PAPER 


Must have advertising sales ex- 
perience. Salary and incentive 
in relation to ability to handle 
existing business. A very un- 
usual opportunity. Give full de- 
tails in your letter. All com- 
munications treated strictly con- 
fidential. 


Box 574 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


MEDIA AND PRODUCTION EXPERT 
Man or woman for inland southern Cali- 
fornia Financial concern. Cost estimating, 
budget control; take finished copy, layout, 
buy art, type, cuts, schedule, place, follow 
thru completely. Confidence, ability, de- 
pendability, essential. Good salary, excel- 
lent future. Write Box 7860, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11, 
Ill., full details, present salary, snapshot. 


ART DIRECTOR. National agency headed 
toward million dollar bracket wants un- 
usually creative layout man, with ability 
to do finished art. Knowledge of type and 
printing processes necessary. Location - 
Washington, D.C., with its exceptionally 
good living conditions—housing, transpor- 
tation, schooling, and recreation. Salary 
open. Give full details in first letter in 
complete confidence. 
Box 7869, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


ALL IS GRIST 
ere which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


DISPLAY SALESMAN WANTED 
WRITE IN FULL 
- BESTCRAFT, 626 B’WAY, N.Y.C. 12 


ADVERTISING SALESMAN 


—one of the nation’s top-flight trade 
journal publishers has an opening for ex- 
perienced man. He will handle a well- 
established territory centering in Chicago. 
Some traveling required. Real opportunity 
with assured future. Give full particulars 
regarding age, experience, salary earned. 


Box 572 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


SALES WINNING COPY ' 
Awards? Plenty—pbut this woman writer's 
work is best known for sound sales think- 
ing, fine craftsmanship and good taste. 
Over 15 years’ 4A agency experience: copy, 
ass’t. account exec., home economist. 
Major appliances, banks, public utilities, 
business machines, dairy products, etc. 
Now employed. Midwest. 

Box 7868, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Ill. 


EDITOR: Trade, industrial, H.O. exp. 
Handle production. Tech. background. 
Dealer-consumer “know-how” in food 
field. Box 17874, ADVERTISING AGE 


200 E. Ilinois St., Chicago 11, Ill. 


ADVERTISING - sales promotion mgr. or 
acct. exec. for Chicago area. Young in age, 
old in experience, successful background. 
Likes money, loves work, enjoys people. 
Box 7867, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Ill. 


LAYOUT AND ART DIRECTOR 
Now employed in Sales Motivation, 20 
years experience in Advertising. Age: mid 
40’s. Salary: Open. Looking for permanent 
position with opportunity, in agency or 
Nat. Mfg. Chicago area only. 

Box 7871, ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, Ill. 


Free-lance copywriter; fast service, rea- 
sonable rates. Radio-tv; retail ads, direct 
mail, brochures. 10 years experience in 
agencies, stores, TV. 100 mile radius of 
Chicago. Box 7873, ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, Ill. 
SPACE SALESMAN, 6 years straight com- 
mission experience. Age 30. Family man. 
Will relocate. Must net $15,000. Jan. 1st. 

Box 7870, ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, III. 
P.R. - PUBLICITY - EDIT. SKILLS FOR 
SALE. 7 yrs exp. Good writer - “idea 
man”. N.U. grad. Box 7877, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11. 


“Our 45th Year” 

P.O.P. DESIGNER $15,000 
Creative for all display types. 
ADV. MGR., Hi-Fashion, $12,000 
Promotion and Style background 


GLADER CORPORATION 
“The Agency’s Agency” 


Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ADVERTISING REPRESENTATIVE 
WANTED 

Old, established trade book publisher with 
vigorous, young management needs an 
equally energetic space salesman for the 
Ohio, Western Pa. area. 

Our present rep. is retiring after 25 fruit- 
ful years in the territory. This is a fine 
opportunity, with three very productive, 
full-service magazines to sell. 


Good home office promotion backing. Ex- 
| cellent base plus graduating bonus ar- 
rangement. Resume to 

Box 7842, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 
OPPORTUNITY 
Printer offers 8% commission on all work 
received through your recommendation. 
Reliable, good quality letterpress and off- 
set. Box 7866, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 
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Advertising Age, October 31, 1955 


A TURTLE’S PACE IS OUT OF PLACE 


Reason enough for an aggressive, dynamic 
doer to get out of drowsy, dreary ad 
manager situation. Used to working with 
promotion, planning and deadlines. Strong 
on copy-contact, merchandising. High cre- 
ative ability, and follow-through. 31, mar- 
ried, college graduate. 
Box 573 ADVERTISING AGE 


200 E. Illinois St. Chicago 11, Il. 


DIRECTOR OF MARKETING 
$25,000 + 


’ 
For Top-Drawer Midwest Manufacturer. 
background in drugs, foods, 
proprietaries necessary. Must have versatile 
experience in sales, marketing, merchandising 
and administration. If qualified, contact in 
confidence 


Solid 
cosmetics or 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
Wabash Employment Agency 
202 So. State St., Chicago 4, WAbash 2-5020 


10 E. Erie, Chicago - approx. 600 sq. ft. 
One private office, Pullman kitchen. Suit- 
able agency. Write Mr. Askounis, 7 E. 
Huron St., Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


PUBLICITY 
CONVENTION 


COMMERCIAL 
INDUSTRIAL 


TO AN OUTSTANDING 
SALESMAN 
OF ADVERTISING SPECIALTIES 
IN THE CHICAGO AREA... 


we offer a most pepertens proposal 
... to make a high five figure annual 
income, be your own boss and start 
a Chicago branch for one of the hot- 
test point-of-sale promotions de- 
vised. You start with a base of 
$10,000.00, plus a liberal commission 
arrangement, selling a highly rated 
sales tool for advertisers. We are an 
established, recognized organization 
with headquarters in the East. If you 


are a self-starter, looking for the big 


and other media 


of promotion. 


newspapers, etc. 


THE QUALIFICATIONS 


size company. 


Advertising Department. 


PROCTER & GAMBLE 
Marketing Management 


While the openings discussed below are all within the framework of Advertising and Sales Promotion, 
the nature of the work is Marketing Management rather than “handling advertising” as most people 
understand it. For this reason, we are not looking for advertising “specialists”, such as layout men or 
copy-writers, but rather for men with potentially good general business administrative ability. 

BRAND MANAGEMENT—The marketing problems of each of our brands are handled by a separate 
staff of marketing management men. Men employed for this work are trained to manage and be respon- 
sible for the effectiveness of the over-all Advertising and Promotion effort on an important nationally 
advertised brand. These positions involve working with many Company departments, including the 
Manufacturing Department on product development, the Sales Department on the development of pro- 
motions, and with the Advertising Agency on all phases of planning for the brand. 

COPY SUPERVISION—Copy Supervisors manage advertising copy operations on our brands principally 
by (1) representing the Company in a close working relationship with our agencies on all phases of the 
development of advertising copy and (2) evaluating agency copy proposals in the light of product facts; 
marketing objectives, and background knowledge of effective selling techniques. These men do not write 
copy; this is a function of our advertising agencies. However, within our Advertising Department, they 
are responsible for the over-all effectiveness of advertising copy operations in radio, television, magazines 


MERCHANDISING—Merchandising men develop store promotions involving groups of Company brands, 
select and develop premium articles, manage the country-wide sampling and couponing operations, assist 
the Sales Department in the conduct of trade conventions, and operate contests, mail-ins and other forms 


MEDIA—Media men guide the Company in the investment of advertising appropriations. Working with 
the advertising agencies, they develop media plans on each brand using radio, television, magazines, 


WE LOOK FOR 


For all of these positions we search for men with good educational backgrounds, who have shown an 
interest in business and who we feel can quickly develop to positions of real responsibility. A knowledge 
of advertising is not necessary. Men chosen must have the ability to work closely with many types of 
people, since they are in constant contact with the advertising agencies, other sections of the Advertising 
Department, and other departments of the Company. They must have a high degree of imagination and 
aggressiveness and more than their share of sound judgement. 
Working in our Advertising Department should have exceptionally strong appeal to men who can embrace 
the concept of spending money to make money, who can orient a product in its field, and who can grow 
quickly to a position where they are performing functions usually handled by the president of an average 


TRAINING AND PROMOTION 


We necessarily employ on a very selective bases for these positions. However, the right man, once he is 

employed, will receive good training and can look forward to excellent progress with regard to job 

satisfaction and financial reward. 
New men are assigned to the types of work outlined above according to the needs of the Department and 
the abilities and inclinations of the individual. The new man begins learning by actually handling a 
responsible job in the group to which he is assigned—working alongside experienced people whose 
responsibility it is to see that he is trained as quickly as possible. 
We believe that the best interests of the man as well as the Company are secured by his “getting to work” 
as quickly as possible in a job that will draw heavily upon his training and ability right from the start. 
These jobs develop good all-around businessmen capable of shouldering broad management responsibil- 
ities. There are many opportunities for advancement both within and outside of the Advertising Depart- 
ment. The President of the Company and the two Executive Vice-Presidents came up through the 


EXAMINE YOUR QUALIFICATIONS CAREFULLY 


If you feel that you qualify, write giving full details on your background, experience, to W. L. Franz, 
Dept. AA, Procter & Gamble, Gwynne Bldg., Cincinnati, Ohio. 


break, tell us about yourself prior to 
an interview. We seek creative sales 
ability, knowledge of advertising 
production and an understanding of 
merchandising. Tell us why you de- 
serve this chance of a lifetime. Full 
particulars, please. 
Box 568 ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


Top Flight Office 
Manager 


For a ten million dollar 4A agency 
with staff of 135. Should have 
thorou agency experience, know 
something of all agency operations 
from inception of campaigns to com- 
pletion. Responsibilities will include 
usual personnel work plus super- 
vision and integration of depart- 
ments and routine procedures. 
Please give full particulars of back- 
ground, qualifications and salary 
sought. 


Box 570 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


WANTED 
PRODUCTION MANAGER 


Leading Washington agency 
handling national and some loca 
accounts. Must be Pp expe- 
diter, buyer and administrator 
with technical knowledge of 
printing, engraving, etc. includ- 
ing color process work. Will 
work with Art, Copy, Media- 
Research Dept. heads. Salary 
open. Please do not phone. Write 
for appointment giving us com- 
plete ckground and income 
requirements. Address: Mr. 
Henry J. ufman, H J. 
Kaufman & Associates, 1419 H. 
St. N.W. Washington 5, D. C. 


| 


For 11 years, head creative man 
on one of the nation’s largest 
food accounts. Sales quadrupled 
during this time. Before that— 


Nine years of retail merchan- 
dising and advertising in food 
markets and department stores. 
And more recently — 


Two years of intensive work 
writing and producing films for 
television and other public rela- 
tions uses. 


Box 569 
480 Lexington Ave. 


CREATIVE MAN 


with a point-of-sale 
point of view 


ADVERTISING AGE 


A marked talent for evolving 
the basic “line” or strategy for 
advertising store-sold products, 
and then implementing it ef- 
fectively in all media through 
to the point of sale. (Have 
planned and developed national 
advertising for over 30 prod- 
ucts, 26 of them sold in super- 
markets.) 

Looking for an essentially cre- 
ative opportunity to work with 
a harmonious and productive 
team. 


New York 17, N. Y. 


IF YOU CAN 


THIS 


ety of TV accounts to 


Address Box 567, 
200 E. Illinois St. 


TV FILM COMMERCIALS 


Largest agency TV biller in Chicago, one of the 
first five in country, wants real pro TV commer- 
cial writer. Great opportunity—wonderful vari- 


woman) who can fill this slot is on a real main- 
line in creative TV. Tell us what you have done, 
furnish phone number where you can be reached. 


WRITE GOOD 


S IT 


work on. The man (or 


ADVERTISING AGE 
Chicago 11, lil. 
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STOP, READ & GAIN 


A solid ADV. & PROM. man. Four years 
with Agency and Dept. doing copy, pro- 
duction, client contact and sales. Local 
and national campaigns for Direct Mail, 
Space, and Radio. Produced film presen- 
poms. catalogs, brochures and systems. 

now 


‘. 


raphic arts. My copy and ideas 
have sold. I’m 27, single, vet, MBA. Salary 
$5200 plus. Desire NYC, consider travel 


and out-state. 
ADVERTISING AGE 


Box 571 
470 Lexington Ave. New York 17, N.¥ 


TV ADVERTISING MANAGER 
Long-established midwest TV manufac- 
turer offers excellent growth opportunity 
; to young advertising man 30 to 40 with 
i executive ability. Must have ad depart- 
fa ment or agency experience, write good 

copy, work well with dealers. Send full 
history, references, photo, salary. All re- 
plies confidential of course. 
Box 563 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


bIRCH 
tx ecutive 


Placement 
Counselors 


Dey 


Copy Contact for 
Connecticut Agency 


Creative head of a young and successful 
(4A) agency is seeking a right hand man 
to ease the load. Trade and consumer 
copy sales promotion experience required. 
Equally capable on contact. No job for 
amateur or specialist but a fine spot for an 
all-around ad man with a flair for copy 
and a liking for clients. Comfortable start- 
ing salary and an honest opportunity for 
rapid and substantial increases. Write for 
details to: 


Kenneth Groesbeck 

ql Advertising Agency Counsel 
i 113 West 57th Street 

s New York, New York 


ADV. SALES OPPORTUNITY 
IN CHICAGO 


An experienced trade or business 
publication salesman is wanted to 
replace Chicago manager being 
moved to home office. Excellent 
p< pagans A for a hard worker— 
able to produce without supervi- 
sion. Prefer family man under 35. 
You will handle midwest area on 
two excellent publications—lead- 
ers in their field. Reply in strict 
confidence. (Our men know of 
this ad.) 


Box 575 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


Median Income, 
$3,200, Is Up 
75% Since *45 


(Continued from Page 3) 

Based on results of the bureau’s 
annual sample survey of the popu- 
lation, the report indicated that 
men’s incomes leveled off in 1954 
at about 75% over the median in 
1945. In the same period the aver- 
age woman increased her income 
by only about 30%, largely be- 
cause of the number of parttime 
women workers. 

Previously the bureau reported, 
from the same survey, that medi- 
an income for the nation’s 42,- 
000,000 families dropped about $50 
between 1953 and 1954 (AA, Oct. 
17). 

The latest compilations from the 
survey showed that median in- 
come of 36,000,000 urban males 
was $3,569 while 12,000,000 rural 
non-farm males had a median of 
$3,066 and 8,000,000 rural farm 
males $1,342. 


® By age, the highest median in- 
comes were reported by male vet- 
erans. For male veterans 35 to 44, 
the median was $4,227, while male 
veterans in the 25-34 group had a 
median of $3,978. Non-veteran 
males 35-44 showed a median of 
$3,811. The entire male 45-54 


(7 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


SUCCESSFUL 10 YEAR RECORD AS 
ADV. PRODUCTION MGR. 


Experienced in all phases of the pro- 
duction of advertising and sales pro- 
motion material, starting with adver- 
tising agencies to consumer publica- 
tions and then to large manufacturer. 
Background includes administration, 
planning, buggeting, scheduling, 
trafficking, creating and purchasing 
of graphic materials and point-of- 
sales displays and fixtures. 


Personable with an ability to work 
rapidly in expediting production; 
plus working tactfully with creative 
people, all under extreme pressure. 


Box 576 ADVERTISING AGE 
480 Lexington Ave., New York 17,N.Y, 


Advertising 
ACCOUNT 
EXECUTIVE 


Detroit national advertising 
agency has opening for capable 
Account Executive, preferably 
with both industrial and con- 
sumer advertising and sales pro- 
motion experience. Also Junior 
Account Executive. Opportunity 
to work on established, national- 
ly recognized accounts. Write for 
appointment, giving complete 
outline of past business expe- 
rience and salary required. In- 
uiries will be held in strict con- 
dence. 


Clark & Bobertz, Inc. 
8th Floor Fox Bldg. 
Detroit 1, Mich. 


group had a median of $3,811, and 
non-veteran males of 25-34, $3,073. 


Brownold 


Essey Froelich 


Berger 


Block Kaufman Richer Kay 


CONNECTICUT CONFAB—Grey Advertising, New York, holds a three- 
day meeting in Danbury, Conn., to “tool up for next five year pe- 
riod of progress and growth.” Executives who talked things over at 
Fox Hills Inn included B. I. Brownold, v.p. and account supervisor; 
Richard Essey, manager of office services; Ralph Froelich, head of 
production and control; Norman Berger, executive assistant to the 
president; Leroy Block, Ted Kaufman and Edmond R. Richer, all 


v.p.s; and Samuel 


Kay, comptroller. 


The male 55-64 group’s median 
was $3,195; the 20-24 group $2,042; 
65 and over $1,268, and the 14-19 
group $448. 

Females 45-54 reached a median 
of $1,632. The 25-34 group’s medi- 
an was $1,583 and the 35-44 group 
$1,582. The female 20-24 group 
median was $1,583. 

For white males, the median has 
increased from $1,112 in 1939 to 
$3,754, while for non-white males 


the increase has been from $450 


National Nielsen Ranking of Radio Shows 


Two Weeks Ending Sept. 24, 1955 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (971) 
1 Mri GAG Geuk: TAG, PI) accarcdnseccnnescccscccessdceyetesiees<epntqaveeeced 12,255 
2 Ue TOO: CI iis, cenicspecnceesccntnhbtepeenbiagnnio vines coveanscetabian 3,237 
3 Best of Groucho (DeSoto-Plymouth, NBC) ........ccccccsceeseccssecesseeessereeeees 1,711 
4 Crepe BE DrnetrTiell, BERD stiniscreine cettecewsisocectesintetenspdbesbieesstvecvesenseseses 1,711 
5 Spotlight on Sports (National Carbon Co., ABC) .....cc.cccccccseeseeeees 1,665 
6 People Are Funny (Paper-Mate, NBC) ........ccsscssssessssesssesesrsssesscennseenee 1,526 
7 Pama rd: Peary TEU, POD « cacti ck iscttabiccsentininsiisicetecttigwinseecnsadionrs 1,480 
8 Godfrey's Scouts (CBS Columbia, CBS) ..........ccccccccesccssseeseseeeeeneeeneeee 1,480 
9 Treasury Agent (Participating, Mutual) ............ccccccseceeseeesseesseecseeneenes 1,341 
10 Your Land & Mine (General Motors, NBC) ............cccccsccseeeccceeeeeeeeeseee 1,249 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (647) 
1 News of the World (Miles Labs., NBC) ..............ccccccccecccececceccneeeeeceeees 1,387 
2 Lowell Thomas (Delco Batteries, CBS) ............cccccccscccsessececeeeeeessereeeeeee 1,156 
3 Renae *a’ Diy Cansei: CRD) | ccicictatihtccrictintsttintionionesveciintne 1,110 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,387) 
1 Ma Perkins (Procter & Gamble, CBS) ...........c.ccccccscscseeeesseeesecesseeeeeees 2,220 
2 Road of Life (Procter & Gamble, CBS) ...............cccccccceseretsececersseeceenees 2,173 
3 Young Dr. Malone (Sleep-Eze, Tomi, CBS) .........ccccccccsscseereseeseeeenesees 2,173 
4 This Is Nora Drake (Bristol-Myers, CBS) .............ccccccscccsseesseeneseeseeeees 2,173 
5 Guiding Light (Procter & Gamble, CBS) ........cccccccccsssseseesseeeeeeeseeeees 2,127 
6 Db teese: Dem irae TG ED cscs cnsinsisciessscsecesvissisndsienhipsiiiidvtssesieecesesee 2,127 
7 Perry Mason (Procter & Gamble, CBS) ...........ccccccccceeesecsceeeeeeeeeeeeeeeeees 2,081 
8 Pemae ety CC, GOED siserncicicsscesecdsthasdceicctscradsenevecensénnsesensee 2,081 
9 Our Gal, Sunday (Procter & Gamble, CBS) ..........cccccccccsessesecsseseeseneees 2,035 
10 Young Dr. Malone (General Foods, Sleep-Eze, CBS) ...........0....0006 1,988 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (416) 
1 Adventures of Rin Tin Tin (National Biscuit Co., Mutual) .................. 1,110 
2 Woolworth Hour (F.W. Woolworth Co., CBS) ......ccccccccccceesssceecesseeeeees 1,017 
3 Galen Drake (8:55, General Foods, CBS) .........cccccccccccscceeeecseeeecececerenes 971 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (740) 
1 ee CN, Ca cathe ibrndnvsasnvenees’s 1,665 
2 Allan-Jackson-News (12, Chevrolet, CBS) ........ccccccccccssscccecscecesceeeeeve 1,34" 
3 ek ee CON, CORI nic ccGsctonsintheinetesniotaasiticcsnaie-isscicanancendeas 1,341 


U. S. radio homes. 


* Percentage of homes reached (“Nielsen-Rating”) may be determined by comparing 
the total number of homes reached with 46,244,000, the 1955 Nielsen estimate of ota! 


Trendex TV Ratings 
Oct. 1-7, 1955 
Fifteen Multi-Station Cities 


Rank Program Rating 
1 SED Cicer Ca: CUD isicicsisesescneciccbetileaeih cect, ceceicnesncensnesons 45.2 
2 TED RI TN, CU iiss csinccgeinsccactntnuiitindiesiediindcococccecesecesosoees 37.2 
3 I Love Lucy (General Foods, P&G, CBS) ..........ccccccceccccescessseceseescceseeneeeee 33.3 
4 Your Hit Parade (American Tobacco, Warner-Lambert, NBC) ................ 32.0 
5 Ed Sullivan Show (Lincoln-Mercury, CBS) .........ccccccccocsecsseesssesesceveseceseeeees 31.1 
6 seh Seine Geer, CEI GD ce ntenscstainvettdeerccsnssdetiiictcncccceccceccessccceces 30.7 
7 Groucho Marx (DeSoto-Plymouth, NBC) o0........0.cccccccccccccecccececceeseesseeeeee 33.6 
8 Red Skelton (Pet Milk, S. C. Johnson, CBS) o....cccccccccccccccceeecesesceesceeeee 28.6 
9 eo ge gw RR Ga et hy ee 27.0 

10 Liebman Spectacular—Heidi (Oldsmobile, NBC) ............... 26.3 

This Is Your Life (Hazel Bishop, P&G, NBC) oo... ccc ccccccceceneeseenees 26.3 | 
Special Events 

World Series, Oct. 1 (Gillette, NBC) ..........cccccsccccesrreesesserveserserseseneneerevenee 29.8 

World Series, Oct. 2 (Gillette, NBC) ....cccccccsnsersesceseesesneeesrecscesece 37.2 


to $2,131. White females increased 
the median from $676 in 1939 to 
$2,046 in 1954, while non-white 
females increased theirs from $246 
to $914. 

Medians, by major industry 
group, in the weeks surveyed were 
as follows: 


1954 1939 

Agriculture, forestry, and 

fisheries $1,072 $ 292 
Mining 3,464 957 
Construction 3,455 777 
Manufacturing 3,371 988 
Transportation, communica- 

tion, other public utilities 3,634 1,365 
Wholesale trade 3,331 1,215 
Retail trade 2,193 793 
Finance, insurance, and real 

estate 3,110 1,257 
Business and repair services 3,185 971 


95 
| Personal services 839 360 
Entertainment and recrea- 
tion services 2,622 814 
Professional and related 
services 2,630 955 
Public administration 3,758 1,492 


‘Chicago Tribune’ Moves 7 

The Chicago Tribune has trans- 
ferred seven members of its ad- 
vertising department. Robert E. 
Agnes and Calvin Titus have been 
appointed to the eastern division 
sales staff in New York. Mr. 
Agnes formerly was in the Trib- 
une’s Detroit office, and Mr. Titus 
previously was in Chicago. Thomas 
Elrod, formerly a salesman in the 
Chicago automotive division, has 
moved to the Detroit office. Thom- 
as C. Rupp, formerly on the sales 
development staff, moves to the 
Chicago automotive division, and 
John Fergus, previously in the 
retail display department, has 
been named to the western division 
staff in Chicago. Edward White Jr. 
and Hal Abrams have been trans- 
ferred from neighborhood section 
advertising to the sales develop- 
ment division of the general dis- 
play ad department. 


OUTDOOR 
in HOUSTON 


| SPECIAL 24 SHEET 
POSTERS for DISTILLERS 


PAINTED BULLETINS 


STERLING 


Sign Co. Inc. 
P.0. Box 21015 Houston, Texas 


ie: 


i, 


WKOW-TV dominates a 15 county © ; 
market with 13 of the 15 top rated | 


once-a-week shows and 4 of the top 


7 multi- weekly 


Area Report, week of Aug. 15-21) 


This is the Pulse market picture: 


Retail Sales 
Income 


Income per family — $5097 


For details call or wire your 


of 


woe 


WKoOV 


Headley-Reed TV representative 


shows. (Telepulse 
" ; 

— $714 million 

— 984 million 
eh 


TV 


Madison/ Wisconsin 
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GAINS AND LOSSES IN TOILETRIES AND DRUGS ADVERTISING 


(First 6 months, 1955 vs. first 6 months, 1954) 


ADVERTISING PAGES DOLLAR REVENUE 
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MAGAZINE GAINED OR LOST GAINED OR LOST 
ee 28.00 GAIN......... $475,176 GAIN == In aa hard figures of dollars and 
I iran bs cs x's 00's SRR Oe I 18.32 GAIN.......... 468,581 GAIN © cents advertising revenue gained—and in 
tk th ber of actual ned — fi 
Ladies’ Home Journal .............. 10.16 GAIN.......... 270,631 GAIN $4 ‘toiletries and drugs advertising during 
True Story Women’s Group .......... 3 ae 215,470 GAIN a the first six months of 1955, ven 
First 3 Markets Group .............. 7.30 GAIN.......... a ee eee ee 
RRR tienen” eae 3.06 GAIN.......... 265,749 GAIN . oer quite evident more 4 bese 
, advertisers are recognizing the es 
American Weekly ae cies pb tkislc web's i | Ree 73,401 GAIN value of McCall’s inspirational and 
ys. RRS ea RMA ce o's ss ua ne 40,888 GAIN educational approach to beauty. " 
Good Housekeeping ................ 4) Baa 82,798 GAIN i voc Tha of women turn first to 
Oe ng canes 5 iii o nx kire 6.48LOSS.......... 87,977 GAIN McCall’s as their personal beauty con- 4 
ee ; ie cient. Why? B A -* | 
Saturday Evening Post .............. 874 L0SS.......... 54462 LOSS not “promise. superficial pre 5d 
Woman’s Home Companion .......... UE, boos nen 273,683 LOSS inspires the average woman to make 
| se the most of her looks, to be more nat- 
fe urally attractive—and shows her how! 


(SOURCE, ALL FIGURES: PIB) 
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NEW TOILETRIES AND DRUGS ADVERTISERS IN McCALL’S 
IN FIRST SIX MONTHS OF 1955 


Ban Flame-Glo Lipstick 
Beauty Counselors Cosmetics Halo Shampoo 


Pro-Phy-Lac-Tic Tooth Brush 
Relax-A-Cizor Reducing Method 


In this way McCall’s helps her to 
become a complete woman, a happy 
woman, enjoying the recognition and 
appreciation of her family and friends. 


Throughout every issue McCall’s 
editorial features appeal to all the 
interests of today’s woman, including 
her family. 


Blue Jay Foot Products Ice-Mint Foot Cream Revion Aquamarine Lotion 

Bobbi Permanent Johnson & Johnson Cotton Buds _——Revion Love Pat In no other magazine today can an 
Cashmere Bouquet Lustre-Creme Unguentine dvertiser influence this. woman ‘with 
Coty “24” Lipstick Mum VIV Lipstick oe fect than in McCall’ 

Cuticura Toilet Preparations Murine Yardley Lavender more effect than in Mc we 

Deep Magic Cleansing Lotion Palmolive Soap 


M IIe ..- the magazine of Togetherness— 
'§ a wy in over 4,500,000 homes every month 
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